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SPECIAL...DURING THE °'1847’’ CONTEST 


the travel-on special Set 


A 52-PIECE SERVICE FOR 8 WITH TWO EXCITING EXTRAS 
THAT WILL HELP TURN TRAVEL-ON TRAFFIC INTO SALES! 








EXTRA NO. 1 EXTRA NO. 2 


8 Grapefruit Spoons — FREE. This exciting This $18 value (pictured above) Deluxe Drawer 
new serrated tip segments the grapefruit with Chest for only $10.00. Retail price, only $89.75. 
one quick scoop... no cutting, no squirting! (Without Chest, $79.75.) 


AND ALL FULL PROFIT TO YOU! Feature this beautiful Travel-On Special Set with the traffic- 
pulling Travel-On Contest display. Ask your 1847 Rogers Bros. 
Approved Wholesale Distributor for all the details. 


1847 ROGERS BROS. 


AMERICA'S FINEST SILVERPLATE 


MADE ONLY BY THE INTERNATIONAL SILVER COMPANY, MERIDEN, CONNECTICUT—THE SILVER CITY 





Willzam Levine Announces 
A NEW 
VITAL SERVICE 

JEWELERS 


GLOBE oe 
MERCHANDISE . 
TRADING CORP. s 


Opens the door to 
Unlimited Prospective Jewelry Buyers 
throughout the world! 


Brings to your door 
Jewelry Availabilities from Unlimited Sources 
throughout the world! 


The services of the Globe Merchandise Trading Corporation can 

make the world your supplier—the world your market. 

To buy or sell—diamonds or other jewelry at the right price—it is all a matter of bringing 
together the right buyer and the right product. 


The Globe Merchandise Trading Corporation will act as a clearing house bringing together 
buyers and sellers of jewelry, no matter where they are located. We will find a buyer for 
your diamonds or other jewelry that cannot be sold through your normal channels or we will 
find, at any time, the exact items you are seeking at a fair market price. 


There is never a possibility of loss as all merchandise is fully 
insured while in transit or in our possession. 


A new folder containing detailed information on the Globe Merchandise Trading Corporation— 
who we are—how we operate—and how you can benefit—has been sent out. If you have 
not received your copy write us today. It will be sent to you by return mail. 


For Complete Information Write 
GLOBE MERCHANDISE TRADING CORPORATION 


Division of William Levine and Company 
29 East momar 0:5 Street ¢ Chicago 2, Ilinois 
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AUGUST 1959 


Christmas is coming—and it's later than you 
think! That's what the clock on our cover 
symbolizes. . . . Already it's striking August, 
and RJA convention time (see page 120). To 
get a head start on a prosperous holiday 
season, you'll not only be buying now—but 
planning now. To help you, we offer “Ideas 
You Can Use from Tiffany's Christmas Win- 
dows," page 124, "What Pre-Christmas Mailing 
Is Right for Your Store?" page 127; “There's 
Pay-off Impact on Cooperative Christmas Ads." 


& page !28 .. . to mention a few reading 
Sng a “musts” in this important-to-you issue of JC-K. 


JEWELERS CIRCULAR-KEYSTONE 


It’s Christmas at the Waldorf 120 
Tiffany's Christmas Windows 124 
Motivating the Watchmaker to More 
and Better Work 138 
Briefly—Late and Important 238 
State of the Jewelry Business 262 
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by Beth Egan 127 
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Old Buildings Make Fine Jewelry Stores, by George E. Toles 142 
Do You Make the Most of Your Anniversaries? 
by Marion K. Stocker 144 
Trophies: Year-Round Profit Makers, 
by Leslie G. Kennon & Frank Begley 154 
Which Promotion Items Work Best? by William Wagner 156 
Diamond Facts—on Paper, by Dr. E. J. Gubelin 166 
Welcome the Newcomer to Town, by Gladys Babson Hannaford 168 
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by Henry B. Fried 
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Editorial 296 





WHAT 


MAKES 
A 


“SLEEPER” 


Every now and then, a sterling pattern 
that’s enjoyed quiet popularity for many 
years suddenly begins to move! WHY? 
Frankly, we don't know...but it’s hap- 
pened with our Meadow Rose sterling 
pattern. Naturally, we're happy with the 
increased sales of Meadow Rose. But 
we're curious, too! Why is it moving? Who's 
buying it? 

Meadow Rose was a popular pattern 
for the Watson Company...now a part of 
Wallace Silversmiths...for many years. 

Last Fall, we added Meadow Rose to 
the Wallace line of sterling flatware, and 
included it in our consumer advertising. 
Word has come back that more and more 
women are buying Meadow Rose. The 
older women are purchasing fill-in pieces 
... prospective brides, complete place- 
settings. 

Now that our “sleeper” has become a star, 
it deserves star billing...and that’s what 
we're giving it. So this Spring, Meadow 
Rose is featured in: Seventeen, House 
Beautiful, The New Yorker, plusevery issue 
of Brides, Modern Bride, Bride and Home. 

Why don’t you give it star billing, too? 
If you haven't had Meadow Rose in stock 
before, order now. If you do carry the pat- 
tern, be ready for increased fill-in sales... 
NEW sales. Promote Meadow Rose as the 
traditional sterling pattern! 


ALi Ole 
SA VeheenTie VW 


...at Wallingford, Conn. since 1835 
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MEADOW ROSE $3500’ 
the newest star in the Wallace line 


‘6-pe. place-setting incl. Fed. tax 




















RADIATES 
QUALITY 





| a LOMBARD STREET 
PHILADELPHIA 47, PA. 


*Sold through wholesalers only. Available in Pendants and Earrings 
in Opal and Birthstones, in Sterling, Gold-Filled and Solid Gold. 
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More proof that K & 5 leads in style 
as well as craftsmanship! 


t OT, PTT RE 


: << oy iN A WU IAEA. 
in 100% Die-Struck 
Solid Shank Bridal Sets 
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“Marianne” 





“Pauline” “Sylvia” eo?" ~ ie 
’ fondeliieleli-mahiamme) anv abialeleh 


* Perfect I Fock 


Wabdaledal-Mecelaaleler: “Flip- Grip olaitels i 





k . B : 
“Martha” , ‘ 
SSSSSSHSSSSSSSSSSSSSSHSSSSSESSSSESSCSSSSOEESEEE Beker re eee eevee —se*” ‘5 
BR. pe ame  eagl thal : ; 
DYectenapatyemOurcaterz bapabelementelele Available with any 


with the high degree ol quality Setting Style 


that distinguishes K & B rings! 
Sharpness of detail and micro- 


povenerebbets 


scopic perfection characterize 
this group in a way possible 
only with die-struck manutfac- 


“Florence bg ' " 
ture! Share in the growing pop- 





Sadi ten geaiaahatinr ha Sie Ea ularity of single-diamond sets. 


- ‘ 
Utter yon ( ustome! . * good Stellate 
selection. They will be delighted . . 
with the se sculptured designs and 


and yau will find selling easier 


and mere profitable! 


“« 





Retailers! See these sets 


throwgh leading wholesalers. | 
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('reators. Designers and Manufacturers Pertect Ring Findings 


URL ¢ BULICHER | 


Mee 136 W.52nd ST.. NEW YORK 19, N 
ae OFFICES IN CHICAGO AND LOS ANGELES 


STONE RING DIVISION: FALCON STONE RING MANUFACTURING CO 
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COUPON 


JEWELERS’ CIRCULAR-KEYSTONE, AUGUST 1959 





CAN MAKE ’59 


YOUR GREATEST 


WATCH YEAR ! 


The coupons tie-in two tremendous jewelry store promotions 
with an unprecedented advertising program |! 
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Advertising support such as you never received before .. . telling your 
customers the difference between a quality watch and a ‘“‘bargain’’ watch. 


Full page newspaper campaign in 50 markets e Nationwide spot radio 
campaign @ National consumer magazine ads @ Followed up by a unique 
1 Hour network TV Spectacular on NBC in late November! And here’s how 
your store can tie in with this action program during the next six months:— 


' Swiss Vacation 
1 Contest Promotion 


First 4 Prizes are all-expense-paid 
vacations in Switzerland! Plus 
hundreds of other valuable prizes! 

This traffic-building contest will 
be advertised in national maga- 
zines, newspapers and network 
radio. It is sure to generate tremen- 
dous consumer interest. 

And the coupon ties you in! Be- 
cause all entrants must come into 
your store to pick up an entry 
coupon. 


FEDE 
5 V4» 


| 
' Record Album of 
! Top Songs Promotion 


This is a 12 inch L.P. hi-fi record 
featuring some of America’s great- 
est songs and the singers and mu- 
sicians that made them famous. 
The Album will be advertised on 
the unique TV spectacular, as well 
as on network radio and in national 
magazines and newspapers. 

And again the coupon ties you 
in! To get the record album—peo- 
ple must first come to a jewelry 
store and get a coupon. 


The Watchmakers of Switzerland 





WAIT 
~, TILL YOU SEE 
WHAT'S IN THE 


 BENRUS 


SUITE! 


No—don’t wait at all-come up the moment you get to the Waldorf. 


WE WANT YOU TO SEE 


the beautiful Benrus line designed for fast-moving, profit-making business. 


WE WANT YOU TO SEE 


the dynamic Benrus advertising and promotion plans designed to give you the best Fall and 
Christmas you have ever had. 


MOST OF ALL... WE WANT TO SEE YOU— 
to renew old friendships and make new ones, to discuss our mutual interests and swap ideas. 
So come up to air-conditioned SUITE #977—relax, refresh your spirit, and let us show you what 
we know you will find to be the strongest, clearest, most honest and sensible watch selling concept 
in history. 


WE'LL BE LOOKING FOR YOU AUGUST 9th-13th. 8B EN RUS 
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“Are You Going 
‘216 FAST 4 th ' to POLISHOOK too?... 


lf you are you're 


... And Hurry!” ; the 20” fare Ive 
taken there today!” 


“Polishook it is! They’re always my first stop when I’m in 
New York...and everyone is talking about their sensational 
new diamond promotion they’re displaying in their showroom only.” 


er- alo mm da\-mme-1(-)o)alolal-mualllaalel-1e-mr-[a-mm 1Olac-)\ Mall Mew bole! tteniola/ 


i Sane 











Once again, Kreisler introduces a style innovation never before seen in this country. The Parisienne, a graceful ladies’ 
watch bracelet that molds itself perfectly, comfortably, beautifully to the contours of the individual wrist. Brocaded and 
Tapestry designs, with plain and jeweled ends, add a touch of elegance. Fits every fashion mood, every ladies’ watch. This 


season, as always, Kreisler points the way with an outstanding watchband creation. See the Parisienne as soon as possible, 





Jacques Kreisier Manufacturing Corporation, North Bergen, New Jersey 








In the watch business, leadership is 
measured by quality of product, styling, 
pricing and distribution. And, above all, a 
genuine concern for the jeweler’s 


THE THINGS 
THAT MEASURE gat 
At Hamilton, our policy is a 
LEADERSHIP matter of record. 


point of view. 


Dramatic firsts, like the Hamilton Electric* 
and Thin-O-Matic, illustrate our interest 
in new, exciting, profitable products. 
Our complete line of Electric, automatic 
and conventional models is styled and 
priced to cover completely the jeweler’s 
fine watch market. Our distribution is 
designed (and maintained) for the 
protection of the quality jeweler. We 
support a vigorous advertising and 
promotion program. And we believe the 


jeweler should make a fair profit. 


That’s our policy in a nutshell. We believe 


it explains why Hamilton has come to be 


known as the line of leadership. 


*Patent pending 


FSA N7T/ LT Ol 


Hamilton Watch Company, Lancaster, Penna. 


See the largest and most dramatic display of 
fine watches ever assembled—the Hamilton 


exhibit in the Louis XVI Suite at the Waldorf. 
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KREISLER LIGHTS A FIRE. 
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Jacques Kreisler Manufacturing Corporation, North Bergen, New Jersey 





Tie in right now with these 


Sunbeam PROMOTIONS 
NOW! OFFER YOUR Sinbedl SO) SELL YOUR CUSTOMERS THIS 


CONTROLLED EVEN HEAT 


. MB pens 


CONTROLLED HEAT 


HAIR DRYER 


——s«aGUFT a And as an EXTRA 
SS * bere BONUS GIFT 


. A or 2 Fe 2 ‘ MW With "ie ae 
8 ac CO zg hp “AT HOME WITH eeu hace 
empe fe YOUR HAIR DO” lle’ / a @ Dries hair faster 
Control 3 oth, by Internationally ==, 59) @ Keeps hands free 
e Easy-to-see Fryguide Ey fame | Here Stylist - : ‘a for knitting. 
e Easy-to-set Control Dial SILVERWARE TRAY =a) doing nails, etc. 
e Sunbeam Quality Has many practical tips on hair care. 


USE THIS SALES-TESTED PROGRAM TO CREATE HERE’S A SENSATIONAL COMBINATION THAT 
DEMAND FOR ALL SIZES OF SUNBEAM FRYPANS WILL BE A SURE SALES-GETTER FOR YOU 








oo SalI ae ele 


18 
ASSORTMENT 
ADVERTISING PLAN 








Sunbeam 


2 AUTOMATIC ELECTRIC i , MIXMASTER 
: Vg GRIDDLE ~ HAND MIXER 


WITH REMOVABLE odd AND THEY GET AS AN 


HEAT CONTROL e Larger Full EXTRA BONUS GIFT 


@ Big Family Size THEY GET AS AN Mix Beaters THESE USEFUL DRINK MIXER 
@ Easy-to-see Grillguides 


e Convenient AND WHIPPER ATTACHMENTS 
_ @ Easy-to-wash EXTRA GIFT Beater Release e | 


@ Two-l Pint and BONUS e Six Mix Guides 
“~.. Two-1 Quart sizes THs Ser e In White, 


wh ——" . Excellent — > Ideal for 
| @ Smart Milk Glass Chrome, Pink, gor : / Malts, 
@ Heat Resistant [ASBI and Yellow Eggs, etc. ete. 


THIS SPECIAL MARKET-TESTED OFFER WILL INCREASE | THIS CUSTOMER-PROVED PROMOTION WILL BUILD 
DEMAND FOR THIS IMPORTANT SUNBEAM PRODUCT STORE TRAFFIC AND INCREASE YOUR SALES 


Gay CALL YOUR SiMbeM DISTRIBUTOR NOW Sears Se cum oer, 


Coryer™ @ SUNBEAM, LADY SUNBEAM, MIXMASTER SUNBEAM CORPORATION, 5600 ROOSEVELT RD., CHICAGO 
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IN 6 LEADING NATIONAL MAGAZINES 
ON 3 TOP-RATED TV NETWORK SHOWS 


Millions will see 


Meltah's 


magnificently simulated pearls 


Jewelers who feature Deltah’s exciting “Classic Collection” will get 
the benefit of this powerful pre-selling! Ask your Deltah 
wholesaler for complete information about this 


profitable promotion for Fall ’59... 
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NY 


oe 
7 Ber: 
F ey 


ee. 
j i" | C t 
* 
x 0 y 


Deltah 


THE QUALITY LINE 
gives you 
Luxurious Packaging 


Big Free Bonus 


and with the Classic Collection, 
you get a group of Deltah’s amaz- 
ing new best sellers —Cultique 
Simulated Pearls that look like 
Cultured pearls 
Here's the Treasure necklace in highly attractive Shown here—one of the 4 Cultique necklaces in- 


jewel box with lift-out-tray-YOU GET 2 OF cluded in the Classic Collection. Cultique answers 


THESE FREE with the Classic Collection— the demand for the fashionable larger size simu- 
giving you $21.00 Extra profit. lated pearls that look like cultured pearls. 


CONSULT YOUR DELTAH WHOLESALER! 


CULTURED 
PEARL SALES 
ARE BOOMING! 
GET YOUR SHARE 


WITH De | t a h ‘ on 3 Exquisite Cultured Pearl Necklaces 
with 14 kt white gold clasps, each in 
fine gift box 


"DEEr oa ie ee a 
REAUTIES” LUXURIOUS DISPLAY TRAY FREE 


SIMULATED PEARLS 


PEARLS BY DELTAH, INC. 
560 Mineral Spring Avenue, Pawtucket, R. I. 
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JULIETTE: 





2 diamonds, white . 

or natural gold y 10 diamonds, 

color. ‘ engraved expansion 
“ bracelet, Rolled 


Gold Plate case, 
white or natural 
¢ gold color. 


$100.00 F.T.1. 


$39.75 F.1.1. 





le PGS ie SWARTHMORE: 


2 diamonds, white 
or natural gold 


JASMINE: 


color, with 1/4 ct. of 
matching expansion diamonds. 
bracelet. Facet-cut crystal. 
$49.75 FTL. $175.00 F.7.1. 


patent pending 





THE NEW 


aya 





LN) 





/e) x 
WZ ‘ fh 
ya PES COLEEN : , 
pa ; SHALIMAR: 
oe ~ pene SE RIES 1 ct. of diamonds. 
bracelet, yellow or $700.00 F.T.1. 


white gold color. 


$59.50 Fr. Duality, diamond -set watches ty Cee pas 
Magnificent net royal Gems ... 2 Uhe most unusaal 


, git package evex reel, fox a fone watch. . 
with profil and mark- up you U applaud. 





All 17 Jewel Gruen Precision® Movements, Anti-magnetic, Unbreakable Mainspring 


& aoe m 
rs, oe a pai 
Sot i x ch 


The New Gruen 






m.@ncept SEE IT! 


THE NEW 


























SERIES 








AW GLIDER 
New, thin, 
17-Jewels, Gruen 
Precision® 
Movement, 
Self-winding, 
Shockproof, 
Waterproof, 
Engine-turned 
case, 2.tone 
bracelet. 
$71.50 F.T.1. 








GRUEN’'S 

65 JEWEL 

PRECISION 
» MOVEMENT 


eauen 
























VT MAJOR GOAL 





AW AW , AW AW PALOMAR 
SEAFORTH NARAGANSETT Famous New self-winding Self-winding, 
Self-winding, Self-winding, Veri-Thin, watch, with water, dust, 
water, dust and water resistant, in natural gold feature. shock resistant 
shock resistant, natural gold color color. Diamond Gold-filled case, Stainiess steel. 
et eee heh eRe turned case, water, dust, Expansion band. 

. 2 weis. pans , i y * HR 
$39.75 F.T.1 $59.50 F.T.1. 17 oun yt : Expansion stent. i actin 

$49.78 Fy ‘a stale a Se $100.00 FT. 
, : : 32. aby oy sy ergy ’ a a : : 
All Anti- magnetic $59.50 All Unbreakable Mainsoprings 





Line for '59 


there’s no way to say it...except SEE IT! 


The low-cost quality watch for men and ladies... 


trom B1 95 


| | plus tax. 
\ Guild 


” dd 


GRUEN...the Precision watch brings you a 
series of fine quality watches with jewelled 
lever movements. With all the features 
consumers have learned to recognize and 
demand in a watch. 


Bring watch business back into your store 
with the Fabulous Americana Series! 

















Jewelled Lever Gruen Precision® 19 oo? Jewelled Lever Gru 
hasats « tieavaniande dhaindan abc pap conlen Gases « Sota Pp 
« Dust Resistant « Golden Pre- Chrome top, steel back, expansion band. $19.95 sentation Case « Shock Proof 
sentation Case Water Proof* « Unbreakable Ma 
spring « Anti-Magnetic « Swe 
Second Hand « Luminous Dial 


“provided case and crystal remain intac 


THE GRUEN WATCH COMPANY . 630 FIFTH AVENUE, NEW YORK 


in Canada Toronto e Ontario ...tin Switzerland Bienne e Geneva 





‘Ten Good Reasons 
why it Pays to 


Buy Your 
Diamonds 
Direct from 


Antwerp 


and Lyrect 


from 
Joachim 


Goldensfein 


Fell Modlal m 


CO 
HIGH AWARD BRUSSELS INTERNATIONAL EXHIBITION ) 


\ 
WSEAS 1958 CSS OSE 


@ no middleman — the profits are all yours @ prices are from 25% to 30% lower 


@® better buys for greater customer satisfaction @ no red tape, no paper work, no license necessary 
@ no shipping, banking or insurance charges @ new tax free investment plan @ sales aids 


and advertising mat service free @ quality and price of each shipment checked by Belgian government experts 


@ official weight certificate of the Diamond Club of Antwerp with each package @ your satisfaction is guaranteed 


mesvenesessenes Airmail request today for detailed price list and gsscccccess 
complete description of our Personal Import Plan 


JOACHIM GOLDENSTEIN 
The Diamond Club, Antwerp, Belgium 


Please send me immediately complete descriptive folder 
and price list proving to me that I can cut my diamond costs 
up to 144 by doing my own importing direct from Antwerp. 


NAME 





| __E E S AP VRID Sm 


ZONE___STATE__ 





oes CITY 
Joachim Goldenstein 
airmail postage to Antwerp is 15c 


Diamond Exporter for more than 25 years 
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AQ aDDITIONAL 
PRIZES! 


2nd, 3rd, 4th and Sth prizes are 14Kt Gold 
i Bracelets — next 7 


Key Cheins 

Miniatures featuring 

on neck chains - and 25 Pat 

Albums personally autographed by Pat Boone. 


ANY TEEN-AGER CAN ENTER 
NOTHING TO Buy! 


All you do is obtain contest entry blenk 
at your jeweler's — and complete the following 
in 25 words or less — 


“] believe ecucation is very important for 
teen-agers of today DECAUSE...-----n-srrerrrrrrrrn™ 


If you do not plan to go to college — you 
are still eligible to enter this contest! 


Forstner, Inc., America’s leading maker of 
fine quality jewelry, is sponsoring this 
contest to stimulate teen-agers interest 

in the importance of higher education. 





Steriing Sitve 
y's Ide r 
$9.95 F.7 1 Meation Bra 
Celet 


Steriin 
es 
(in 12K aoe 


Shown here (in reduced size)—the 


first full page in a series of Forstner advertisem 

eee in Seventeen and Coronet, followed evel 

’ an and Motion Picture to build up consumer aie 
e Pat Boone Teen Age Contest all through Fall. 


er Girl's 
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Every retailer KNOWS the importance of cultivating the 


4 =a DOLLAR TEEN-AGE MARKET!.. 


and KZ helps you cash in 


on it with the exciting 


PAT BOONE CONTEST” 


that brings thousands of Teen-Agers into Jewelry Stores! 
PRIZES for Consumers! PRIZES for Jewelers! 
including a *1,000.00 CASH PRIZE 
for the jeweler from whose store 

the winning entry comes! 


54 ADDITIONAL PRIZES FOR JEWELERS. 


This traffic-stimulating contest kicks off with a full page in 
Seventeen Magazine, September issue—on sale August 28 
—so tie-in your windows, newspaper ads and radio adver- 
tising to center its local effect at your store. 







TIE-IN WITH 
* COLORFUL DISPLAYS 





% NEWSPAPER AD MATS ~ CONTEST 
% RADIO & TV HELPS ENTRY BLANKS 
AVAILABLE 





ONLY AT 


Here are the customer-attracting, colorful displays RETAIL JEWELERS 


you get with Forstner’s Pat Boone Jewelry. 


For complete information, 
contact your Forstner distributor 


| uter 


THE PAT BOONE 
TEENAGE contest 


ident Bracelets 


Display featuring 


entification bracelets in handsome gift boxes, 


¢ Headquarters Sign and 


"=  ‘1o identify your store 
/ with the nationally 


advertised Pat Boone 
Contest, you get 


¢ Two-Color Display Card “COM 


and Two-Color Poster 


for window display. Anklet Display fea 


other units shown, 





6 beautifully styled anklets. 


JEWELRY’S NAME FOR QUALITY 


FORSTNER, Inc., Irvington 11, New Jersey 
Showrooms: 

320 Fifth Avenue, New York 1, New York 

29 East Madison Street, Chicago 2, Illinois 

Forstner, (Canada) Ltd., Sherbrooke, Quebec 


The ORIGINAL 
Missile Watch 


IF 1T’S NEW HILTON HAS IT! 





Pat. No. 184270 


THE WATCH OF 
TOMORROW .. . TODAY! 


POPULARLY PRICED Something different in the way of a beautiful Watch, 


for ladies and gentlemen, typifying the space age. 
for Ladies and Gentlemen An original missile model that will appeal to style 
conscious America. 17 Jewel HILTON movement. 


C let in Yellow or White. Available in Swiss 10 Micron 
<—| egret Gold Filled. 


iT PAYS TO FEATURE THE COMPLETE HILTON LINE FOR STYLE AND QUALITY - AT BETTER JEWELERS EVERYWHERE. 





PLEASE CONTACT YOUR NEAREST DISTRIBUTOR 


SIDNEY WATCH CO. HILTON WATCH CO. NATIONAL WATCH CO. 
76 West 47th Street 29 East Madison 424 South Broadway 
New York 36. N. Y. Chicago, Ill. Los Angeles, Calif. 





Your customers have seen advertised in leading magazines. 
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The above ad is currently appearing in: Vogue, New Yorker, Seventeen, House Beautiful, Modern Bride, Bride’s, 
Living for Young Homemakers.  _ Six piece place setting, sterling silver, to retail at $46., F.T. included. 


CELSA CORPORATION OF AMERICA, 1 EAST 57TH STREET, NEW YORK 22, N.¥ 
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Great new 2 jin 1 


Wt idee Matches 
with your best — 
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MEN'S JEWELRY 
to match America's 
popular men’s ring styles 


COMPLETE 4 PC. SET 
MANDSOMELY GIFT PACKAGED 


A». 


A Perfect Gilt for any man 






































Copyright, 1959, Speidel Corp. 





This handsome counter 
Jewelers who wish to cas 


free newspaper mats and 


or window card FREE={o a// 
h in on this Promotion. Plus ~ 


special new Ring-Plus backaging. 


JEWELERS ' CIRCULAR-KEYSTONE, AUGUST 1959 





SALES opportunity! 
men’s jewelry 
selling rings! 





At last, a perfect way to merchandise 
your best-selling men’s rings — to trade 
up your customer to the elegance of 
matched men’s jewelry by Speidel. 





Speidel has created a handsome new men’s jewelry gift package 
which has room for a matching ring to be added by you, the jeweler. 
The six styles available in this new package match exactly the 6 
best selling men’s ring styles. There is no extra charge for this special 
double use packaging; it is an absolutely free promotion created for 
you by Speidel, in cooperation with the members of the Ring Guild 


of America. 











You know which of your rings sells 
best — whether it’s Diamond on 
Onyx, Ruby, Gold Signet, Onyx, 
Hematite Intaglio, or Fraternal! 
Now you can merchandise each one 
ina Men’s Jewelry package specifi- 
cally designed to match each of 
these top-selling classics — out of 
your own stock. 











Trade up the rings, trade up the 
Jewelry sets, and teach your cus- 
tomers to buy their matched 
men's jewelry in a jewelry store! 








it’s a sensational 
Men’s Jewelry promotion, 
free to all, and only Spoidol has it! 
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MISS RITA MUELLER 

38RD ANNUAL QUEEN OF DIAMONDS 
ELECTED BY THE 

JEWELERS OF AMERICA 
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A brilliantly conceived series of promotions 
designed to attract “more diamond dollars” 
for the retail jeweler. 
See these exciting developments at the Shows! 


- CHICAGO = Hote! Morrison, Feature Ring Suite #17 NEW YORK = Waldorf Astoria, Feature Ring Suite 


Ci DALLAS « Hote! Adolphus, Feature Ring Suite 1105-6-7 
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OAMMIECE te bbe C6. INC. 


130 WEST 46th STREET, NEW YORK 36, N.Y. 


WORLD'S LARGEST MANUFACTURER OF INTERLOCKING 
ENGAGEMENT AND WEDDING RINGS FOR DIAMONDS 








Now...!7-jewel ELGI 


WATCHES RETAILING FOR AS LITTLE AS ©] O25 


17-JEWEL Elgin Sportsman... smart, new models 


... Shock-resistant ... waterproof... dustproof 
..- anti-magnetic ... unbreakable mainspring 





ELGIN STARLITE 
17-CCC 17 :ewels. 
ck-resistant. Unbreak- 
> mainspring. Chrome 
, stainless steel back 
>, $19.957 





ELGIN STARLITE 
09-YSB (natural). 


209-WSB (white) $29. 957 


9594-CHS 
Shock-resistant. 
able mainspring. Chrome 
top, stainless steel back, 
waterproof* 
ous dial. $19.95* 


ELGIN SPORTSMAN 
17 jewels. 
Unbreak- 


case. Lumin- 


ELGIN SPORTSMAN 
5923-SAB 17 jewels. 
Shock-resistant movement 
with unbreakable main- 
spring. Stainless steel 
waterproof* case. Sweep- 
second hand. $29.957 
5923-SLB8. Luminous, style 
dial. $29.957 
5923-SZB. Luminous, 
combination figure and 
marker dial. $29.95+ 


ELGIN STARLITE 


9207-YCC (natural). 17 
jewels. Shock-resistant. 
Unbreakable mainspring. 
Yellow top, stainless steel 


ck case. $19.957 


ELGIN STARLITE 
9201-YCB (natural). 17 
jewels. Shock-resistant 
movement. Unbreakable 
mainspring. 10kt rolled 
gold plate top, stainless 
steel back case. $29.957 
9201-WCB (white) $29.95* 


959°5-CHS 
Shock- resistant. 
able mainspring. Chrome 
top, stainless steel back, 
waterproof* case. Lumin- 
ous dial. 


SPORTSMAN 
and STARLITE 


Pius Fed. Tax 


17-JEWEL Elgin Starlite . . . in yellow or white ... 
American made .. . shock-resistant . . . unbreak- 
able mainspring ... petite styled ... built for wear 


ELGIN SPORTSMAN 
17 jewels. 
Unbreak- 


$19.95+ 


ELGIN SPORTSMAN 
5937-YS8 (natural). 17 
jewels. Unbreakable main- 
spring. Shock-resistant. 
Yellow top, stainless steel 
back case. Sweep - second 
hand. $29.95 


ELGIN STARLITE 


9208-YSC (natural). 17 
jewels. Shock-resistant. 
Unbreakable mainspring. 
Yellow top, stainless steel 
back case. 
9208-CCC. 
figure and marker dial. 
Chrome top, i 
steel back case. 


$24.95+ 
Combination 


stainless 
$24.95t 


ELGIN STARLITE 
9200-WSB (white). 17 
jewels. Shock-resistant 
movement. Unbreakable 
mainspring. 10kt rolled 
gold plate top, stainless 
steel back case. $29.957 
9200-YSB (natural). 

$29.95 


5936-SZ5S 17 
Shock- resistant. 
able mainspring. a 
steel, wate case. 
nee 3 “dial. 

second 


ELGIN SPORTSMAN 
jewels. 
Unbreak- 


Sweep- 
$24.957 


ELGIN SPORTSMAN 
5$935-SZ8 17 jewels. 
Shock-resistant. Unbreak- 
able mainspring. Stainless 
steel waterproof* 
Luminous dial. § p- 
second hand. $29.95 


*When case, crown and crystal are intact 


TPius Federal Tax 








a major break-through 
In electronic marketing 


POWERFUL NEW TOOLS YOU CAN USE—NOW-—TO 


Pinpoint your prospects Define your market 

Plot sales territories Determine sales potential 
Find new product markets Measure sales performance 
Perform market research Develop sources of supply 
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Company Name Number of Electronic Engineers State, County, City 
A new “El Marketing Guide" book which — Qimner of Employees Minor Products Seace for Your Use 
supplies a state - by - state, county - by - county, 
product - by - product breakdown of electronic Up - to - the - minute product data from about 
manufacturers product data. (Book in excess of 4,600 companies in the electronic industries 


e 376 pages.) e available in 35,000 IBM punched cards. 


These two new market research tools will enable you to spotlight the potential users of your products with a 
precision never before possible in the electronic industries and assist you in the marketing of your products. 


Electronic products in this “EI Marketing Guide” and in the deck of IBM cards are classified under 101 major 
product numbers. They are further subdivided into an average of 29 sub product classifications under each 
major classification by the IBM punched cards (approximately 2,900 products). 

Electronic manufacturers may acquire the “EI Marketing Guide” through a lease agreement with ELECTRONIC 
INDUSTRIES. A “deck” of the 35,000 IBM cards may be purchased for use on your own IBM facilities or on your 
local Service Bureau Corp. facilities. (80 Bureaus in U. 8.) 

For full explanation of the content and uses of the “EI Marketing Guide” book and “EI” census data in 
punched form, contact any of the ELECTRONIC INDUSTRIES’ Regional Managers. 


PLUS ANOTHER "Ei" EXCLUSIVE 


Profile of Today's Electronic Engineer—What is the age of the “average” engineer? What is his income? 
How much money would he like to make in the future? What would prompt him to change companies? What is 
the worth of his liquid assets? How many children? The answers to these and many other questions about the 
personal and career side of the engineer can be gotten from a deck of 2,000 IBM cards. 


- L. EC L RO Hy iC Chilton Company Executive Offices: 


56th & Chestnut Sts., Phila. 39, Pa 
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HIGH X 8” WIDE X 3” DEEP 


IB COLOR-MOTION 


FLASHER DISPLAY 


Changes color over and over again 
right in front of your eyes! Equally 
effective in brightest daylight. The 
secret’s in the bulbs...a JB ex- 
clusive! Full 8 extension cord set 
UL approved... Absolutely safe to 
run 24 hours a day—week after 
week! Perfect for your night and 
weekend window trim! And for less 
than lc a day you'll have an atten- 
tion-getting , sales-producing dis- 
play working for you day and night! 
You pay only for the bands—four 
tested, proved best-sellers. $11.75 
F4 “‘COLOR-MOTION”’ DISPLAY...FREE 


NOTE: Supply is limited... offer will not be 
repeated...be sure to order the F4 from 
your JB wholesale distributor today! 
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; Never before have 
Pvc bands been so 

» 7 ! I Nv ( dramatically displayed, 
w So efficiently stocked! 


i» 
NEW! COUNTER| MERCHANDISER 


mw Attention-getting 6” adjust-% = ~6~6 «6m Golden turntable revolves... 
able mirror attracts store traffic! ~~ showing off 32 different band styles! 
mw Gold tooled antique white cabinet m Style number tabs mounted on dis- 
holds two trays of 9 bands each plus ___ play identify each watch band... gives 
two empty trays for any extra stock! you more efficient inventory control! 
m Cork-cushioned legs raise cabinet m Easytosell from watch band depart- 
off counter top —doesn’t block view! ment and only 15” wide by 8%” deep! 





M-50 Assortment retail value T.t.......... $374.25 
(24 Men’s—26 Women’s bands) 

Your Cost (50 bands) $165.00 

Your Profit (tax included) $209.25 

M-50 Counter Merchandiser........... _. FREE! 











ASK YOUR AUTHORIZED J-B DISTRIBUTOR 
TO SEND YOU AN M-50 ASSORTMENT TODAY! 
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ONLY 14” X 12%” X 5%” 








SALES 3 WAYSIS:3% 


1.MOST EFFICIENT INVEN- “| 
TORY CONTROL! Stocks up to 4 : 
132 packaged straps in rear par- 


titions by end sizes, lengths, colors, 


prices! Automatically records what is 
in stock and what you sell. Complete 
stock and sell leather watch strap de- 
partment in only 14” of counter space. 


2.SALES-STIMULATING STRAP SELECTOR! 
Gold tooled antique white cabinet dra- 
matically displays all styles: stitchless, 
flat, padded; all leathers: calf, suede, 
lizard, alligator; all prices: $1.50 to 
$6.50 retail! Displays 16 different 
men’s andwomen’s styles under glass! 





| 


Retail value 


| 


L 


FREE! JB’s elegant new Leather Strap Merchan- 
diser—is Free with your order for LC-99 Assortment 
of 9 dozen men’s and women’s leather watch straps! 





»” 3.CROWD-PLEASING, 
SALES-CLINCHING DISPLAY! 


A conversation piece for your 
store! Shows animals from which JB 
straps are made! Tells JB’s hand-fin- 
ished quality-crafted story! Convinces 
your customers that here is extra value 
at no extra cost! Helps create sales! 


JB Champion hand-finished leather 
watch straps are prestige- packaged 
in the elegant tradition of fine jewelry. 





| 
| 
J 





NO OTHER LEATHER WATCH STRAP LINE HAS SO 


MUCH TO OFFER...TO YOU, TO YOUR CUSTOMERS! 





NEW! 


ANOTHER JB FASHION FIRST: 
AUTHENTIC VENETIAN FINISH! 


3400V—Keystone 9.80, Retai! $10.95T.1. 
New center catch and safety lock. 
Multi-size. Straight or curved ends. 
8351V—Keystone 6.70, Retail $6.95. 
Non-corrosive waterproof stainless 
Steel, available straight or curved ends. 
Multi-size. 

7024V—Keystone 6.70, Retail $7.95 T.1. 
Yellow only, straight or curved ends. 
Multi-size. 

8024V—As above in non-corrosive 
waterproof stainless steel. Keystone 


NEW MEN’S JETSTREAM SERIES— 4.80, Retail $4.95. 
MULTI-SIZE CENTER, TAPERED ENDS! 






















































































































































































7024V 8024V 


Yellow with brown leather insets, 


Be ="eeeeeer straight or curved ends. 

1366 8366 | — 8366—Keystone 7.50, Retail $7.95. 
Non-corrosive stainless steel with black 
leather insets. Straight or curved ends. 
7365—Keystone 9.80, Retail $12.50 T.I. 
Yellow only, fine mesh insets. Straight 
or curved ends. 











io 7366—Keystone 9.80, Retail $11.95 T.I. 















































SLIM, SLEEK, SLENDER 
MULTI-SIZE TELESCOPES 


TLETtT tS ye a 14-144 6510—Keystone 5.40, Retail $5.95 T.I. 
6510 Yellow or white, Ring Ends. 


(x Pe ee ee ed et a se a SE oe 6517—Keystone 6.00, Retail $6.95 T.1. 
6517 Yellow or white, End-0-Matic Ends. 





6521—Keystone 6.70, Retail $7.95 T.I. 
Yellow or white, Ring Ends. 
6520—Keystone 7.20, Retail $8.95 T.I. 
Yellow or white, Ring Ends. 
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YOUR WHOLESALER SALESMAN NOW 
HAS THE COMPLETE, EXCITING NEW 
LINE OF JB WATCHBANDS & LEATHER 
STRAPS... DON’T MISS SEEING IT! 


naib ain. Jacoby-Bender Inc. A _-—_—_nine V/oodside 77, New York 





"#156 — $100 


IMPERISHABLE SYMBOL OF 
GOOD FORTUNE | 


Dicmond =a 
Cluster Ring 


ACTUAL SIZE Jode Slide 
KEYSTONE. PRICES i #52 — $350 


#126 -— $370 
Fine Jade Gent’'s Ring 


with 2 Diomonds | 
3244 — $530 


Unique Carved Jade Brooch 
Gold ond Diamond Mounting 
##252 — $420 


JADE JEWELRY 


Apple Green ARTCRAFT, the House of fine Jade, offers you a range of 

Jade Bead mee : : 
Necklace exquisite jade jewelry so accommodatingly complete as to 
eS gratify every inclination, whether for the chastefully simple 
or the simply sumptuous. As direct importers of the highest 


quality jade, Artcraft assures you of exceptional values. 
PROMPT MEMORANDUM SERVICE 
Write for new Brochure mitt Merchandising Offer. 
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One-second performance 


its revolutionary 
"Instant Heat” 


element... 


RE AB TI RO A meee —e 


originated, pioneered 
and PROVED 


by Toastmaster! 


al extra-profit offer 
y Toastmaster dealers 


Let your customers see and 


(LIMITED TIME ONLY) 5 R 
YOUGET FREE, 1 i 


#9B1 Automatic Heater 
(retail $19.95) with age 
order for Y 
Toastmaster Heaters 
of your choice—all _ 
model or mixed. A tota 
of 13 heaters. 


00 
» Save *6 

MAKE $6.00 EXTRA 
PROFIT! Get this 
49B1 Automatic Heater 

(retail $19.95) at Spe 
cial cost of only $6. ‘ 
(regular dealer a 

$12.99) with your order 
for any 6 Toastmaster 
Heaters of your choice 
—all one model or 


mixed. A total of 7 
heaters. 


RY 
FREE MERCHANDISING KIT penned 
DEALER ORDERING HEATER 


“lashing Action” Heater display 
lets customers sell themselves 
on “Instant Heat 


a s* | 


' 
work in your store: 
touch 


provides 4 


stration of 
Heat” in actio 


distributor. 


iv? 


Put this beautiful com- 
pact counter display to 


of the button, 
blast of hot alr 
poe dramatic, 
¢he-spot demon- 
ral bis ‘Instant 
n. It’s 
an $8.90 value, but it - 
available at @ specia 
low cost through your 


Just turn it on and 


watch it sell for you! 


Toastmaster’s “Instant Heat’’ element is 
more than a product improvement. It’s 
a dramatic, effective sales device. Just 
turn on any Toastmaster heater and let 
your customer feel the instant surge of 
hot air that leaps out. It’s a real selling 
demonstration ! Use it to build your heater 
sales volume. 

Make this your BIG year in heater 
sales. Stock all 3 Toastmaster heaters— 
each featuring the revolutionary “Instant 
Heat” element. Each heater comes in 
decorator-styled rose-beige baked enamel; 
all are packed one-to-a-carton for easy, 
low-cost handling. 


Check these 
AUTOMATIC HEATER 
features: 





Both Radiant 
and Blower 
Forced Heat from 
vented, polished 
reflectors, and 
super-efficient 
blower (not an 
ordinary fan). 











Automatic Ther- 
mostat Control 
turns heater on and 
off to maintain de- 
sired temperature. 








Floor-Level Air 
Intake takes cold- 
est floor-level air 
—heats it, circu- 
lates it instantly ! 








Tip-Over Safety 
Switch (all 3 mod- 
els). Current cuts off 
automatically if 
heater is acciden- 
tally overturned! 





Piace your order now with 
and take advantage of the 


Call Your Toastmaster 
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sells thousands of heaters J 
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feel ‘“‘Instant Heat’ in action 




































































DE LUXE 
2-ELEMENT 
AUTOMATIC 

HEATER retail 


MODEL 9A2 1650 or 1320 W. 
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AUTOMATIC HEATER =e @ ii Prema ae aa aeaaaas 
MODEL 9B1 * 1320 W. retail ede ; eee ! | | Pity 


‘a || 
These heaters have PROVED they sell themselves ccpman-sece | 
»++- make sure YOU get those sales! RADIANT HEATER 
MODEL 9C1 * 1320W. 


————— ae 


retail *Manufacturer’s 


Recommended Prices 


| Distributor, Today TOAST MASTER Gita == 


*“TOASTMASTER” is a registered trademark of McGraw-Edison Company, Elgin, Ill. and Oakville, Ont. © 1959 
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Sc 
UNIVERSAL 


ee i Ae 


PROUDLY ANNOUNCES the appointment of the 


HOLZER WATCH 


COMPANY, INC. 


As sole distributor ofp UNIVERSAL GENEVE Watches 
in the United States of America 





UNIVERSAL brings jewelry back to the art of quality watch- 
making, both technically and aesthetically. The spirit of 
enterprise has kept UNIVERSAL GENEVE ahead of modern 
trends and constantly contributing to the watch industry. 
Superbly styled, the line opens many new horizons in 
quality merchandising and features the world’s thinnest 
men’s waterproof automatic and high styled “Fascination” 
watches for ladies. 


POLICY .. . We, the makers and distributors of UNIVERSAL 
GENEVE will enable you to upgrade and increase your 
watch business by offering you the opportunity to join our 
“Point of Preference” selling direction. A direction sup- 
ported with a basic stock control plan designed never to 
overstock your inventory. Full profit guaranteed . . . 24 hour 
parts service .. . complete advertising support. 


DISTRIBUTION . . . strictly limited with absolute exclusive 
territorial rights and privileges. Franchises are now being 
considered . . . write, wire or ‘phone . . . we will be happy 
to discuss our plans with you. 


Apply without obligation to:— 


UNIVERSAL GENEVE, 24 Grand Quai, Geneva, Switzerland 
or Holzer Watch Co., Inc., 501 Fifth Ave., New York 17, N. Y. 
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ALABAMA 
Paul's inc., Montgomery 


ARIZONA 
E. W. Reynolds Co., Phoenix 


CALIFORNIA 
The Bali Co. of California, 

Los Angeles 
Friedman Gessler Co., Los Angeles 
Sam Haffner, Inc. Los Angeles 
Simon Green So., Los Angeles 
Phillip Wolman Co., Los Angeles 
Breit-Boragno, Inc., San Francisco 
Morgan & Allen Co., San Francisco 


COLORADO 
A. C. Becken Co., Denver 
Albert F. Long Co., Denver 


DISTRICT OF COLUMBIA 
Advance Wholesale Jewelry Co., 
Washington 


FLORIDA 
Streiff Jeweiry Co., Miami 
Dunn & Ewbank Inc., Tampa 


GEORGIA 
Ewing Brothers, Atlanta 
Sommers & Sommers, Atlanta 


ILLINOIS 

The Ball Co., Chicago 

A. C. Becken Co., Chicago 
Stein & Elibogen Co., Chicago 
A. C. Becken Jr., Chicago 
Lossau & Kramer, Chicago 


men's jewelry is in the hands of 
only these /0 authorized jewelry 
distributors who sell to retail jewelers only 


INDIANA 

Baldwin-Miller Co., Indianapolis 
KENTUCKY 

Erwin Neuman iInc., Lexington 
Gleeson Jewelry Co., Inc., Louisville 
LOUISIANA 

J. C. Wilfert Co., Crowley 
MARYLAND 

M. Kohner, Inc., Baltimore 
MICHIGAN 

Stein & Ellbogen Co., Detroit 

The Gorenfio Co., Detroit 
MINNESOTA 

The Ball Co., Minneapolis 

C. E. Roal Co., Minneapolis 

S. H. Clausin & Co., Minneapolis 
MISSOURI 

J. J. Burke Co., St. Louis 

Wm. P. Mahne Silver Co., St. Louis 
NEBRASKA 

T. J. Safford Co., Lincoln 

J. P. Byrne & Sons Co., Omaha 
NEW ENGLAND AREA* 

|. Alberts’ Sons, Inc., Boston, Mass. 
G. F. Crook Co., Providence, R. |. 
J. A. Silver Co., New Haven, Conn. 
GREATER NEW YORK AREA** 
Berwin Jewelry Co., Inc., New York 
NEW YORK STATE 

H. Poiner Inc., Buffalo 

A. Winkelstein Inc., Elmira 


Hyman M, Cohen, Rochester 

M. Levitz & Co., Albany 

Lucas Wholesale Jewelers, Inc., 
Syracuse 


NORTH CAROLINA 
The Bali Co., Charlotte 
S & R Distributors, Charlotte 


OHIO 

A. C. Becken Co., Cincinnati 

A. G. Schwab & Sons Inc., 
Cincinnati 

Markowitz & Friedman Inc., 
Cleveland 

Joseph Sculler & Co., Columbus 


OREGON 
Butterfield Bros., Portland 


PENNSYLVANIA 

Brown & Son Inc., Philadelphia 

J. B. Bechtel & Co. Inc., 
Philadelphia 

J. L. Tessler, Philadeiphia 

Edward Tinkleman, Inc., 
Philadelphia 

Superior Jewelry Co., Philadelphia 

Biggard & Co. inc., Pittsburgh 

J. B. Bernstein Co., Pittsburgh 

G. Phillips Co., Scranton 


TENNESSEE 

Sandown & Kendall, Memphis 
S. Fargotstein & Sons, Memphis 
A. C. Becken Co., Nashville 

C. B. Peterson Co., Nashville 


TEXAS 

Lyles De Grazier Co., Dallas 

Herbert Stehberg Inc., Dallas 

Higginbotham Jewelry Co., Inc., 
Dalias 

Wm. R. Katz Co., Dallas 

Taylor & Co. inc. Houston 

8B. M. Hammond Co. Inc., 
San Antonio 

UTAH 

Decker Jeweiry & Co., Salt Lake City 

S. H. Clausin & Co., Salt Lake City 

Philip & Co. Wholesale Jewelry, 
Salt Lake City 

VIRGINIA 

Richmond Jirs. Sup. Co. Inc., 
Richmond 

WASHINGTON 

Simon Golub & Sons, Seattle 

Irving Gelb, Spokane 

S. H. Clausin & Co., Spokane 

Simon Golub & Sons, Spokane 


WISCONSIN 
M. Weingrod Co., Milwaukee 


HAWAIlI 
Ettingers Wholesale Jewelers, 
Honolulu 
*Distribution in area through listed dis- 
tributors only. 
**Aiso Sole Franchised Distributor, State 
of New Jersey South to Trenton. 


Protect your profit! Work with them! 





y THE JEWELER’S LINE...FIRST WITH TRULY NEW IDEAS 


ANSON, INC., 24 Baker Street, Providence 5, R. I. 
in Canada: Anson Canada Ltd., Toronto 





CASH IN ON THE 


BIG Move To/Vorelco 


Every day more and more men are making it 
THE FASTEST-GROWING SHAVER IN THE U.S.A. 


NEW NORELCO SPEEDSHAVER 
only $24.95—AC/DC with travel case 


© No pinch... no pull. 
Norelco strokes whiskers off 
with famous rotary blades. 
¢ Patented skin-smoother provides 
exclusive automatic adjustment 
for any type of beard. 
é 
@ Flip-top head springs open at push 
of a button for easiest cleaning. 
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NEW NORELCO SPORTSMAN NEW NORELCO COQUETTE NEW LADY NORELCO 
only $24.95 only $17.50—AC/DC in Parisian case only $24.95—AC/DC with travel case 
¢ Runs on ordinary flashlight batteries | © The Glamour Razor with the gentle @ Fast, silky smooth grooming with 
or 6 or 12 volt car lighter ® Comes _ stroke of Luxury @ Revolutionary new famous twin rotary heads @ Flip-top 
complete with metal mirror, weather- —_ Lipstick design fits your hand easily cleaning @ Never pinches, or nicks 
proof travel case and battery holder = @ It’s pink. It’s pretty. It’s perfumed tender skin of underarms or legs 
@ gray and maroon ®@ Shaves anywhere. _—® In shell pink touched with gold. ¢ In misty pink, gray, and gold. 


Here’s how to cash in: 


STOCK...DISPLAY...PROMOTE...SELL 


this exciting new Gift Parade... because 


You'll get a larger share of market During the last 4 years é) In the growing shaver replace- 

with Norelco, only electric shaver Norelco’s increase in the gift ment market, 1 out of every 3 
that has increased its share of sales to market has been over 10 times that men replaces his old electric shaver 
men switching to electric shaving! of all other electric shavers! with a new Norelco Speedshaver! 


See your Norelco representative for the details of the BIGGEST MOVE in advertising and promotion 
ever put behind this exciting new Norelco Electric Shaver Line! Magazines! Newspapers! Television! 


NoreE.co is known as PuitiSHAve in Canada and throughout the rest of the free world. 
North American Philips Company, Inc., 100 E. 42nd Street, New York 17, N.Y. 
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_ & CONNOISSEU R's 
COLLECTION 








HAND CARVED 
MATCHED 
WEDDING RING 





The new Fall line of Barei Bridal 
Matched Wedding Ring Sets features 
a cOnnoisseur’s collection of 
exquisite originals, artistically 
designed and hand carved in the 
renowned Barel tradition. 


Their exciting, refreshing styles, their 

consistently superb finish distinguish 

them as leaders in the wedding 

ring field. Because they are fashioned 

to attract and popularly priced to sell, Barel Bridals are your 
formula for fast turnover and increased profits. 





Available in a large selection from modern simplicity to the 
more elaborate including the ultra-smart Swedish and Florentine 
finishes .. . in wide or tapered one and two-tone combinations, 


ae adorned with brilliant diamonds. 


The Barel signature 03 appears in the shank of every ring, 
to assure you of a genuine Hand Carved original. 


Sold directly to the retailer by the manufacturer. 


exclusively designed by 


Free mats available upon request. ; ( L 
DEPENDABLE 24-HOUR SERVICE ON ALL SPECIAL ORDERS 7] he WUre 
aus 


BRIDAL RING CO., INC., 88-06 Van Wyck Expressway, Jamaica 18, L. |, N. Y. 





JEWELERS' CIRCULAR-KEYSTONE, AUGUST 1959 





ANNOUNCING ALL-NEW 


BULOVA 


HI-FIDELITY PORTABLE PHONOGRAPHS 


EXCLUSIVELY FOR BULOVA JEWELERS 
3 Big BULOvA Differences you can see and hear! 


FOR YOU, MR. JEWELER: 


1. A stereo line that’s exclusively yours! 
2. Competitively priced...with a full jeweler’s profit ! 


3. Yours to sell now...in time for the big, 
big growth in Stereo sales. 


FOR YOUR CUSTOMER: 
1. Custom-built with watchmaker accuracy. 
2. Elegantly styled portables. 


3. True stereo dimension and depth. 








BULOVA NATIONAL ADVERTISING TO HELP YOU SELL: 


“| will be selling Bulova 3-D Stereo for you on my TV show” 





Bulova sponsors 
ART LINKLETTER 
for you 
NBC-TV—Friday Nights 











PLUS —HARD SELLING RETAIL SALES HELPS 
including: 

e Colorful window and in-store displays 

e Newspaper mats 

e and specially prepared demonstration record 


Look for and profit from... 
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PRECISION STEREO 


S-901 
$99.95 


S-903 
$149.95 


that BULOVA difference! 


ry 
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GOLD FILLED 
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There are Hundreds of New Designs in Gold Filled. 

Write for your FREE List of Manufacturers. CS © DD) a aS E [) 
Divided by product categories, this list will be a great MANUFACTURERS 

help for fall buying. 


Just write, asking for “Resource List’’ to: 


ASSOCIATION 
Bates Building, Attleboro, Massachusetts 
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EXQUISITE EIGHT DAY ALARM CLOCKS 


CROWN... Glamorous 8-DAY DESK/TRAVEL CREST... New Fascinating ‘Show-Piece" LEGEND... Exotic 8-DAY DESK/BOUDOIR 
ALARM. Gilt case, unique ‘‘cut-away"’ top with 8-DAY DESK/BOUDOIR ALARM. Novel ALARM. Brushed gilt finish case, black Roman 
black Roman numerals ‘‘telis time'’’ when closed. ilt case with antique + ne NB ge ees replica. numerals on antique finish dial with color back- 
Aliso Roman numerals on inside antique finish isc-Top slides open, revealing time. Black ground. Luminous hands, hour dots. 3-4%x2-\%". 
dial with color background. Luminous hands, hour hour indicators, luminous hands, hour dots. Specify dial color: black, white, red. 

dots. Diameter (Closed) 2-%*. Specify dial color: Diameter (closed) 2-%", height 1-%”. 676 Retail $ 18.95 


Hat white, black. 674 Retail $ 23.50 


Retail $ 24.50 
cone ‘We | 








Unsurpassed ''Conversation Pieces" 





seruea 





or tat tite ti 





STRATOSPHERE. New Sensational 7-JEWEL BATTERY PRINCE CHARMING... Luxurious indeed... 4-JEWEL BATTERY DESK/ 
DESK/UTILITY CLOCK. Clear plastic sphere with gilt trim, concealed MANTEL CLOCK. Attractive gilt case, distinctive tapered hour indicators, 
mechanism. Today's most outstanding Swiss Battery movement gilt rt Standard en batteries furnish one year's care-free operation. 
functions on single flashlight battery... one full year of carefree 8” 

time. Raised gilt indicators, hands, base. 7- -4x4-4%". 184 Retail $ 37.50 


Retail $ 62.50 


See us at the RJA CONVENTION — Empire Room, Waldorf Astoria, Aug. 9-13 


Consult Your Wholesaler ¢ Catalog on request 


semca clock CO., INC. Manufacturers of Phinney-Walker Clocks Since 1915, 30 Irving Place, New York 3, N. Y. 


Cc lightly higher 
CANADIAN OFFICE: Semca Clock & Watch Company of — Ltd., 100 Lombard Street, Toronto Prices mr tte 10% se oo ousien tn 





FREE!...THIS NEW RONSON 


DEMONSTRATOR-DISPLAY UNIT 
with Merchandise Assortment (VA-12) 











FREE/ a attached 











it's designed for SALES! it’s an attractive new Demon- 
strator-Display Unit. The elegant appearance of this unit will enhance 
your counter and make fast-selling Varaflame Lighters move even 
faster. 


FREE “Try it'' Demonstrator Lighter! Included free 
in the VA-12 display is a beautiful demonstrator Varaflame Lighter 
that invites your customers to test its unique features. The demonstra- 
tor lighter is securely chained to the display — safe from pilferage. 


The VA-12 is Compact—Handsome! The entire unit 
is only 13” wide, 7” deep and stands 19” high. Crafted in rich walnut 
and brass, the red, white, black and gold highlight a display that 
will capture new Varafiame sales. 


maker of the 
world’s greatest lighters 
and electric shavers 
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Varaflame Demonstrater Lighter 
included with each display 








Prepare for the selling 
season ahead and order 
your VA-12 Assortment now! 


HERE ARE THE RONSON VARAFLAME 
LIGHTERS YOU'LL RECEIVE: 
Suggested Retail 
2 #17103 Engraved Design 


1 #17002 Engraved Design 

1 #17102 Satin & Bright 

1 #17004 Genuine Brown Pigskin.. 

1 #17101 Satin & Bright 

2 #17352 Blue Enamel @ $18.50... 

1 #17351 Pearl Enamel 

1 #17350 Tortoise & Black Enamel. 

1 #17003 Black & Floral Enamel.. 

1 #92100 Meteor Table Lighter.... 

6 #99053 Butron Multi-Fills @ .75 
Total Retail Value..$215.20 


Your Cost at national 
average selling price... $129.12 


Plus Free VA-12 Display Unit 
Plus Free Demonstrator 
Varaflame Lighter 


























To be sure of quality, consumers ask for incabloc-equipped watches. Leading 
watch manufacturers and wholesalers have endorsed the consumer advertising 
campaign emphasizing incabloc as the distinguishing feature of quality 
jeweled-lever watches. The incablioc protective system, scientifically engineered 
by The Universal Escapement Ltd. of La Chaux-de-Fonds, Switzerland, 

is sold exclusively for use in jeweled-lever watches. It is the consumers’ guarantee 


that he is buying a precision timepiece. Convert this strong consumer demand 
into jeweled-lever watch sales ...feature incabloc in your store and advertising. 
For free sales aids and advertising material write to 


Iincabloc Corporation + 730 Fifth Avenue - New York 19, N. Y. 
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Variations on the 

fall theme: “Black 
Diamonds” — genuine 
Hematite set in massive 
hand-wrought sterling. 
“Ropes of Silver’ — 
stunning interpretation 
of the textured look... 
intriguing choices from 
our high fashion, 
fast-selling 1959 line. 


Suggested Retail Prices 


“Black Diamond” — 
Earrings 20. 

Pendant (pin) with 
chain 16. Bracelet 50. 
(Complete line of 
Hematite available.) 


“Ropes of Silver” Pin 11. 
Earrings 9. Bracelet 18. 


Not including 
federal tax. 


Catalogs on request 


Incorporated 


25 Bucklin Street 
Providence, R. I. 
366 Fifth Avenue 
New York, N. Y. 











The teen-age girl—your biggest customer for watches, rings, costume jewelry, silverware, glassware and 
every gift item you stock! #& She and 2,800,000 other every-issue readers of SEVENTEEN will spend 
$138,398,000 on Christmas gifts during November and December to give to family, to friends, and to 
herself! +% As a buyer ...as a receiver. . . she selects the brands of her 
choice in advance from the pages of the one magazine that is exclusively hers— 


November closing dates: 4 color—8/20; 2 color—9/4; b&w—9/10. No plates required! 
December closing dates: 4 color—9/21; 2 color—10/5; b&w—10/9. No plates required! 488 Madison Ave., N.Y. 22, N.Y. 


GTS 
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FOR PRECISION TIME 
AROUND THE WORLD 


KIENZLE traditional wali clock, genuine walnut and 
maple finish, convex center, raised gilt roman numerals 
2 rod, 8 day strike, weight driven pendulum movement, 
size 1142” x 1034” 


2774/6000 K 3600..... | Retail $59.95 


p) Cs | \g c ey) 
( 4 av ' 1, 


NZLE wrought-iron, ivory and gold, raised dul! gold 
an numerals, 7 jewel battery movement, flashlight 
tery lasts for 2 years, size 13” diameter 


5/7020 K 179 .....Retail $29.95 


ma ORY “St eee ~ 


_ >> 2 ee oe 








ee 
£m TM 


, ¢ 











4 


KIENZLE china battery wal! clock, blue, ivory and pale 

vreen finish, convex center, raised gilt wedges, 7 jewel 

battery movement, flashlight battery lasts for 2 years 
V4’ 


size 10 x 934” 
#65/5910 K 1440 Retail $23.95 


Ye 


\ 
(Aa na 
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NZLE meta! clock, gilt wedges and ZODIAK orna- 
ts, 7 jewel battery movement, flashlight battery 
s for 2 years, size 12” diameter 


5/7030 K 1795... Retail $29.95 


NZLE concave, raised gold wedges, 7 jewel battery 
ement, flashlight battery lasts for 2 years, size 12” 


meter. 
5/7600 K 1920. ae Retail $31.95 
KIENZLE iatest SUNBURST wali clock, heavy bessel, 7 jewel battery movement, flashlight bat. 


handmade brass sun rays, modern white ename| tery lasts for 2 vears, size 24” diameter 
All Prices Subject to F.E.T. {ial, raised gilt roman numerals. polished brass =65/7590 K 2995 Retail $49.95 


KIENZLE CO. 102 FIFTH AVENUE, NEW YORK 11, N.Y. 





Battery Table Clocks 


FOR PRECISION TIME 
AROUND THE WORLD 


KIENZLE english style 18th century Westminster mantel! 
clock, dull finished genuine mahogany case, full 4/4 
Westminster chime, 8 day pendulum movement, two-tone 
dial with black edged roman numerals, antique embossed 
brass ornaments, gilt, engraved baroque hands, size 
; 10” x 84%”. 

KIENZLE concave, 7 jewel one day, two-tone grey and white #850/3181 K 3595 Retail $59.95 


Va” x 
luminous dial, gilt raised wedges, size 3¥s same as above, genuine walnut case 


ey 
=31/5851 K 1015 Retail $16.95 9 ~95973182 K 3595 Retail $59.95 


| 








All Prices Subject to F.E.T. 





KIENZLE 7 jewel one day, brass finished enamel case, two- 
tone luminous dial, raised gilt wedges, size 33%4” x 2%,”. 

+31/0558 K 895 Ivory Retail $14.95 
31/0559 K 895 Black Retail $14.95 





KIENZLE 8 day 5 jewel, enamel and brass finished polished 
case, raised gilt numerals, size 5%” x 5%”. EXACT TIME OF ALE COUNTRIES 


=36/7050 K 1195 Retail $19.95 | “ge Yee wonse AT a GLance 


KIENZLE famous AROUND THE GLOBE time clock 
automatically gives you the correct time of all 
places on earth, fine 5 jewel 8 day movement, ex- 
quisitely finished brass case with ali the conti- 
nents in gold finish, raised gilt roman numerals, 
size 1142” x 101%4” 


#25/1050 K 7200 Retail $120.00 


KIENZLE outstanding hall- or office-clock, ivory 
case, raised gilt roman numerals, high polished 
brass bessel, fine 7 jewel battery movement, 
flashlight battery lasts for 2 years, size 12/2” 


diameter. 
65/9120 K 1495 Retail $24.95 
+65/9126 K 1495 Retail $24.9 | 


KIENZLE polished and dull battery table clock , brass case, 
gilt raised wedges, 7 jewel battery movement, flashlight bat- 
tery lasts for 2 years, size 8Y2” x 7%”. 


#35/7250 K 1795 Retail $29.95 











BATTERY WALL CLOCK 


Gorgeous design with raised arabic numbers & engraved 26” 
edges. Battery movement. American flash light battery 
lasts for one year. 12” diameter. 

Retail $29.95 


#1297 H 1795 
HENRY COEHLER CO., INC. 


a 8-DAY QUALITY ALARM CLOCK 


42” x 3” engraved silver dial. Raised 
numerals. Luminous dots and hands. Gold 
and silver case with engraved ornaments 


An outstanding gift. 
24/951 H 1495... Retail $23.95 
21/2” x 23 la,” 


similar clock 1-day, 
+12/1060 H 600. Retail $9.95 


8-DAY SUNBURST WALL CLOCK 
diameter, 
brass with enamel dial. 
and matching hands. 


STRIKING MUSICAL ALARM CLOCK & 


Genuine Swiss music box. Clock awakens you 
by the beautiful melody, 0 What A Beautiful 
Morning. Black or lIvory case with hand 
painted floral design. Brass handle and 


frame. 434” x 33%” 
=100 H 600 Retail $9.95 


All Prices Subject to F.E.T. 





beautifully designed, gleaming 
Raised gilt numerals 


TRANSISTOR ELECTRONIC MANTEL CLOCK 
x 842” x 434”, 7 jewels, raised wedges on silver dial. 
perates 5 yrs. on small battery and transistor. Accurate 
me due to anti-climatic compensation. Complete instruc- 
ons with clock. Easy to handle. 
Retail $39.95 


Retail $29.95 


& above without jewels and transistor 


17787 H 1895 


MODERN LANTERN STYLE ANNIVERSARY CLOCK 


72” x 54” x 42”. Exclusively designed. Engraved clear 
plexiglass. Satinfinished, silver-plated 342”. dial with gold 
raised markers. Levelling legs. Lever on base releases and 
starts pre-assembled pendulum without lifting glass case 


+1118 H 1800 Retail $29.95 





| ¢ 
as above with battery movement 


+204 BH 14 


Retail $19.95 
Retail $24.95 


102 FIFTH AVENUE, NEW YORK 11, N. 











HANDPAINTED “DE-LUXE” 400 DAY CLOCK 


124%” x 842”. Dial, pillars, floral decorations. Ivory dial 
Gold raised numbers and hands. Adjustable base. Selfstarting 


pre-assembled pendulum 
=1017P H 1440. Retail $24.95 


TRADITIONAL 400 DAY ANNIVERSARY CLOCK 


1242” x 81/2” Polished brass case. 442” large porcelain dial 


#1019 H 1320 Retail $21.95 








GENUINE BLACK FOREST CUCKOO 
CLOCKS COMPLETELY SYNCHRONIZED 
AVAILABLE IN MAHOGANY, MAPLE OR 
MULTI-COLOR. 


8-DAY 14” CUCKOO CLOCK 
ay) ap deep carved case, 2 
» bird eaves. Accurate time 
. Door opens, gaily colored 
Bird pops out cuckoos full and 
with meiodious gong- 
rick an but once a week. 
7 1140/8 H 1600 Ret. $25.95 
| . ; 10”-30 Hi 
7 #1140 H 1200 Retail $19.95 
8-DAY 16” MUSICAL CUCKOO CLOCK =A 
Mand carved case with 5 singing birds. Cuckoo pops out to chirp 
time half anc full hr. Second door opens at full hr. Musician emerges — 
to play melody. Selfadjusting 6-day movement. 16” « a y 
#1123/8M Retail $49.95 


as above with 30 Hr. movement 14” x 10” 
#1173 MH 1695 Retail $27.50 


8-DAY 16” SELFADJUSTING CUCKOO CLOCK 
Hunting scene. Handcarved Staghead, Pheasant, Rabbit, Pouch & 
—_ in fine rich detail. _ my get shaded with accents of 


own a but 
21iTi/8 i Retail $33.95 
as above 22” x 14” 
1173/8 H 3300 Retail $54.95 


8-DAY 14” CUCKOO CLOCK 
a week, Cuckoo and gong strick, full and ha ral hour 14 “ti 
a wee uckoo gong strick, fu 
* $29 MUSICAL MERRY-GO-ROUND CUCKOO CLOCK 
1160/8 H 1800 Retail $5 Swiss Chalet. Every hour and half hour, cuckoo pops out to chirp 
Dancing couples start to waltz on a moving platform while a 


s above 19” x 13” — 
#11627 i da . - Retail $39.95 Swiss music box plays old world tunes. 11” x 
#1160 H11 Retail $19.95 504 H 2400 Retail $39.95 


as above 1 da , 
#1120 H7 Retail $12.95 All Prices Subject to F.E.T. 
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TRADITIONAL TAMBOUR 4/4 WESTMINSTER 
CHIME MANTEL CLOCK 
ORNAMENTAL BAROQUE WALL CLOCK Hand-rubbed, satin finish, mahogany case. Gleaming 


1542” x 13” 8-day 4/4 Westminster chime pendulum brass trim. Raised numerals on ivory metal dial. Full 
movement. Two-tone dia! with raised numbers and 4/4 Westminster chime. 8-day pendulum movement. 


matching hands. Antique finished light wainut case 16” x 8” x 4% 
#155 H 4500. . -........ Retail $74.95 +82/43W H 3000 _.,.. Retail $49.95 
as above in mahogany case as above with Normandie Chime 


#156 H 4500 .. oe... Retail $74.95 =82/43N H 1680............. Retail $27.95 
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Spectacular 














Mode! 3TP-315 
Complete with 
Earphone and 
2 Penlite Batteries 


List 19.95 
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Model 6TP-304 
Complete with 

Vinyl Case, Earphone 
and Battery 


List 39.95 








Mode! 6TP-314 

Complete with 3 
Penlite Batteries 
and Leather Case 


List 39.95 
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fodel 6TP-309 
Complete with 
Battery and 
Leather Case 


List 37.95 


Free Display Promotion 


THIS POWERFUL POINT-OF-SALE DISPLAY 
WILL STOP CONSUMER TRAFFIC AND 
INCREASE YOUR SALES AND PROFITS 


COMPLETE 
WITH LOCK 
AND KEY! 


FREE! 


| WITH YOUR ORDER OF 24 TOSHIBA 
{ QUALITY-BUILT TRANSISTOR RADIOS 


It’s a beauty in design...an eye catching merchandise display . 


a powerful silent salesman... and it has a protective lock and key. 
Constructed of 9-ply hardwood with 6-glass inserts, finished in tones 
of blue, topped with a “Toshiba” insignia mounted on brass uprights. 
Size without insignia, 16'2" high, 18" wide, 5°s" deep... and it 
is absolutely free to every dealer with only twenty-four fast selling 
“Toshiba” transistor radios. This offer is unlimited... you get one 
of these effective displays and silent salesman with every order of 
twenty-four stated “Joshiba” transistor radios while this offer lasts. 





See your distributor or write direct. 


California Branches (Sales & Service) 
Culver Co., 6017 West Venice Bivd., Los Angeles 34, Calif. 
Nate Hast, 30! South Reeves Drive, Los Angeles, Calif. 


ial hd ROMO. 1-Jela-17-Jalielii amici am ieliall sie MM Adelititilelae dele itet 


TRANSISTOR WORLD CORPORATION 52 Broadway, New York 4, New York 


CIRCULAR-KEYSTONE, AUGUST 1959 





STAR LIGHT, 
STAR BRIGHT... 


, 


q SL viale  Ty ee Sa 


~ 
e 


are these ‘Linde’ synthetic star > # 
' sapphire rings in 14K white gold Oe 
and 14K yellow gold. Tastefully 
designed, beautifully crafted in 
the traditional 
CHURCH & COMPANY manner. 


5I39W 14K white gold 


with synthetic star sapphire 


5140 14K yellow gold 
with synthetic star sapphire 


Also available in 
‘Linde’ synthetic star rubies 


Visit us at the R. J. A. CONVENTION 
Room 991 Waldorf Astoria Hotel 


Manufacturing Jewelers 
2 Garden Street, Newark 5, N. J. 


AMERICAN 
GEM SOCIEaTY 











They’re New... 


Newly styled Doxa “Grafic” calendar watch 
has date window between 10 and 11 numeral. 
From Doxa Watch Co., Inc., 665 Fifth Ave.. 
New York. 


Pendant has cultured pearl with diamond 
set cross in center. From Goldstein-Gerson 
Co., 130 W. 46th St., New York. 


New models of Duchess’ “Slim-ette” ladies’ 
adjustable watch bands have “Custom-Size” 
feature which permits quick sizing to wrist 
without tools. In white or yellow 1/20-10K 
gold filled. From your wholesaler. 


Seven-transistor pocket radios are from 
new Golden Shield line by Sylvania. “Constel- 
lation” (left), with leather carrying case, re- 
tails for $59.50; “Titan,” in ebony, grey or 
white, retails for $49.50. From Golden Shield 
Corp., Great Neck, N. Y. 
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Not just seven... 
but seventeen jewels 
in a waterproof watch 
that retails for $19.95 
including box! 
Keystone, only $19.00 








You can count on this watch to bring in 
the money fast. Why? It’s the buy of the 
year that’s why: a 17-jewel, waterproof* 
watch, with an unbreakable mainspring 
and balance staff guaranteed for the life 
of the watch, chrome-plated top, stainless 
steel back, leather strap. It’s handsomely 
boxed, it’s guaranteed for one full year 
against mechanical defects, and parts are 
a cinch to get. With all this, it costs your 
customers just $19.95... the price they’d 
expect to pay for a 7-jewel watch! Profit 
now. Stock up. 





meneame eaeweenw ee = 64 G2 ea a= 4 


| CROTON WATCH Co. jck-s | 
404 Fourth Avenue, New York 16, N.Y. | 


| tKeystone $19.00 for 10 or more watches. j 


Please send me Sussex Resistal watches | 
at $19.00 Keystone. 


| 
Please send me Sussex Resistal watches i 
at $19.80 Keystone with order of less than 10. 








| Name 


PLEASE PRINT 


a Store Name 


a] | Address 
| 


. | State 
; If you are a regular customer, or a new customer rated Ist or 2nd, 
we will ship open account, net 30 days. If not, send check with order. 











City Zone 








l 
! 
! 
l 
! 
| 
l 
l 
= 


= 
*Providing case unopened, crystal and crown intact. 


SUSSEX pIvIsION OF CROTON’ WATCH COMPANY 
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available in 10K & 14K 
yellow gold or yellow & 
white. Ask your whole- 
saler to show you the 
complete B & B line of 
the finest in jewelry. 


e@ WRITE FOR COMPLETE 
INFORMATION 


DESIGNED & STYLED BY 


ARBRASSU |«& 


3 


R5447A / 25 R5446A /25 


MEDALS 


BLAS I! 


NEWAR K 


Ge eee 
~ 


3 GOVERNOR ST J 











They’re New... 


Thirty-eight diamond watch case in 14K 
white gold is available to fit any brand move- 
ment. $295 Keystone. From Crysler Diamond 
and Watch Co., 580 Fifth Ave., New York. 


Coin holders with screw top come in sizes 
for $2.50, $5, $10 and $20 U. S. gold pieces. 
Can also be made for foreign coins. From 
Wideband Jewelry Corp., 125 W. 45th St., 
New York. 


= 
//, me 

A. 

\ : 


1 @ 


Newly styled Nivada Grenchen “Antarctic” 
has design contoured to fit wrist. Self-wind- 
ing, waterproof, shock resistant, dustproof 
and anti-magnetic. From Croton Watch Co., 
404 Fourth Ave., New York. 


Fashioned with contemporary simplicity, 
new diamond platinum bracelet is from line 
offered in wide range of prices. From Ray- 
mond Abrahams, 551 Fifth Ave., New York. 


JEWELERS’ CIRCULAR-KEYSTONE 





TREASURIES 
FOR SALE! 


Award-winning stylist, ERWIN PEARL, presents a new 


collection of distinctive Jewelry with diamonds 


and precious stones set in gleaming white palladium 
—now available to retailers! 


PRIZE-WINNING BRACELET, 
“Golden Orchids", features 
48 round cut diamonds in 
palladium settings. This 
beautifully sculptured, Flor- 
entine-finished golden 
flower bracelet won a 
“Diamonds International’ 


Pegg ay Introduce your customers to a new kind of fabulous jewelry 


featuring diamonds and gemstones set in all-precious palladium 
...elegant pieces designed by Erwin Pearl, winner of three 
‘‘Diamonds International’’ Awards. Distinctive... contemporary 
... popularly priced. 

Order the creations shown below from Erwin Pearl, 5 East 
47th Street, New York City. Better yet, if you are in New York, 
stop at his new show room to see his unusual collection. Or, if 
you prefer, ask a representative to call on you with his new line 
of palladium and gold jewelry. 

These pieces will be featured in October Harpers’ Bazaar 
and Holiday, November Charm... total circulation 1,967,710! 








PA LLA DIUM ...@ precious metal of the platinum group 
Platinum Metals Division, The International Nickel Company, Inc., 


67 Wall Street, New York 5, N.Y. 


*keystone all designs copyrighted 


SCULPTURED FLOWER PIN, 
“Blossoms in bloom” is high 
fashion this season. Tex- 
tured palladium and gold 
leaves hold diamonds and 


“NIGHT AND DAY” LADY’S 
RING, in the new sculptured 
style. A graceful palladium 


leaf set in diamondscon- 


trasts with an 18K textured 


gold leaf centered by 4 sap- 
phires and 3 diamonds. 


$495.00* 
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sapphires that look like dew 
drops...large diamond in 
center of flower. $670.00* 


PETITE BELL in textured 
palladium has a movable 
sapphire drop in its center. 
Beautifully modeled bell 
comes with matching chain 
in white gold. $29.50* 








: | 
if 





A burst of brilliants! 


lO diamond watches at down-to-earth prices 


each 
$QQ% 


(Keystone $89.80) 


How can these diamond watches retail for so little? Only 
because Nivada Grenchen knows how, when and where 


to buy diamonds, and because we've been experts at every 
phase of watchmaking for almost a century. Take this 
collection, for instance. Every watch is fiery, exquisite, 
beautifully made. And inside, tough as they come. . . with 
a movement that stands up to wear and tear, keeps accu- 
rate time for years! Feature these diamond watches now. 








125" $175 each 


(Keystone $119.80) (Keystone $156.80) 


—_— EP ae see ee eee ee ee ee os ee oe ewe ee ee oem eee ee em oe 


. - . 2 } 
Fill in the coupon, and we predict fast, dazzling results!) .. ooo, waren co.. ICK 8 
All watches are 17 jewel, with unbreakable mainspring | 404 Park Avenue South, New York 16, N. ¥. 
and balance staff. All 14K gold with cord. I'd like to have one of your representatives show me the 
Nivada Grenchen Line. 
To meet demand, these watches will be flown regularly 7 


from Switzerland by KLM Royal Dutch Airlines. PLEASE PRINT 


Store Name 


NIVADA GRENCHEN ~_ 


_ 


en. speicanerncnecares memmencmmronn—e 


| 
l 
| 
Nam 
| 
| 
| 


A Division of Croton Watch Company, Inc. 





Visit 

us 

at the 
Waldorf-Astoria 
August 

9-13 


RETAIL JEWELERS OF AMERICA 
NEW YORK 
TRADE 
SHOW 


Booth 406 


unique 
in the 
richness 
of its 
engraved 
detail, 

the meost 
line of 


STERLING SILVER JEWELRY 


is <> tastefully modern in styling 
<> agelessly classic in quality 
<> realistically priced 


Let us hear from you. 
There's so much more to tell. 


7 corporation 


Post Office Box 711 
Dover, New Jersey 
Phone: HOpatcong 8-0O300 











They're New... 


“White Lily,” new Oneida Stainless pattern, 
features inlaid white enamel flowers. From 
Stainless division of Oneida Ltd., Oneida, N.Y. 


“Outer Space,” 17-jewel watch, is designed 
for necklace or charm bracelet. Sphere opens 
for watch adjustment. Gold plated, $40 retail. 
From Natacha Brooks, Inc., 373 Fifth Ave., 
New York. 


Barel Bridal matched wedding ring set 
(T265 and TL265) features diamond-set white 
gold center panel on satin-finished background. 
In 14K yellow gold. From Bridal Ring Co., 
88-06 Van Wyck Expressway, Jamaica, N. Y. 


Newly designed in sterling silver, St. Joseph 
medal has scalloped edges. Available in men’s 
size (1515A) or women’s size (1265A). From 
A. F. Grenci, 136 Standard Ave., Butler, Pa. 


JEWELERS' CIRCULAR-KEYSTONE, AUGUST 1959 





The key to profitable 7 ] 
0e key 
Fall and as 


Christmas watch business to perfect 
for you 
is national advertising time “A 
like this 
to help you 
sell Corum watches 


to your best customers 


Write now 
for details about 
how you can become 


a franchised retailer 


for your community 


VISIT US AT SPACE 25 


AT THE RJA 
JEWELRY SHOW IN 
THE MAIN BALLROOM 
OF THE WALDORF. 


TESSCO JEWELRY CREATIONS 666 FIFTH AVENUE, NEW YORK, N.Y. Testis iat 


AUGUST 9 TO 13. 
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On the one hand, it’s a bracelet... 
golden, elegant, all: of a piece (even the 
watch is flat as the band), all grace. The 
thinnest bracelet watch ever made, with 
the look and solid feel of a watch that’s 
twice the price. Exclusive with Nivada 


Grenchen: adjustable links that slide on 
or off, contain no screws or snaps. This 
bracelet adjusts to fit any wrist! On the 
other hand, it’s a watch... teugh, accu- 
rate, reliable, everything you'd expect 
from experts like Nivada Grenchen! 


new flat watch that looks like a bracelet and fits every wrist: 








o 


starts ‘ 
OUT 

asa 
bracelet 
and 


winds 
Up 


a 
iwa 


OT 


‘ 
si 
SNe 


Ba 


a 










¢ 


i 


17 jewel, sheck-resistant, with un- $53.80) ... makes a magnificent gift 
breakable mainspring and balance ...makes a healthy profit for you. 
staff. Watch is guaranteed for one See for yourself. Fill in the coupon. 
full year against mechanical defects. To meet demand, these watches will 
Complete with a handsome gold box, be flown regularly from Switzerland 
it retails for only $69.50 (Keystone, by KLM Royal Dutch Airlines. 


Golden Ripple by NIVADA 
GRENCHEN 


A Division of Croton Watch Company, Inc. 
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CROTON WATCH CO., INC JCK-# 


404 Park Ave., S., New York 16, N. Y. 
Please send me — Golden Ripple watches. 


Name 


PLEASE PRINT 


Store Name 
Address 
City a ee 


If you are a regular customer, or a new customer 
rated lst or 2nd, we will ship open account, net 
30 days. If not, send check with order. 
















a 















CHARM CATALOG 


Completely 
Illustrated 


CHARMS— 
ACTUAL SIZE 


Completely 
Indexed 


CHARMS SOLD DIRECT 
TO THE RETAILERS 


@ IMMEDIATE DELIVERY 
@ NO MINIMUM ORDER 


With our Attleboro, Mass. factory in the midst of 
the manufacturing center for volume priced gold 
and silver jewelry and our service shop and com- 
plete inventory in New York, GENERAL CHARMS 
INC., is in a position to offer IMMEDIATE DE- 
LIVERY on Volume Priced QUALITY charms. 


We earnestly solicit your business. 


GENERAL CHARMS 


Walter Lampl, Jr., Pres. 
48 WEST 48 ST. N. Y. C. 36, N. Y. 


GENERAL CHARMS 
48 W. 48 St., N. Y. C. 36, N. Y. 


[] Place my name on mailing list 


[] Send Free Cherm Catalog 
Name 

Store Name 

Address 


City 











They’re New... 


Musical “bud vase” powder box (941) comes 
with yellow, white, pink and red flowers, 
stands 11” high. Available in blue or gold 
spun metal. $8 Keystone. From Silverite, 
1078 Atlantic Ave., Brooklyn. 


“Life Lite Super 200,” rechargeable flash- 
light, provides up to two hours of continuous 
use. With leather carrying strap, luminescent 
switch and magnet, $9.95 retail. From Gulton 
Industries, Inc., 212 Durham Ave., Metuchen, 
N. J. 


a Al 


From J-B’s “Jetstream” series, yellow gold 
filled men’s band (7365) has mesh insets. 
$12.50 FTI. $9.80 Keystone. 


Imported Italian cameos set in 14K gold 
overlay were created by A. Micallef & Co., 
Providence, R. I., for Amco Jewels. Boxed 
earrings-necklace set keystones at $12. From 
your wholesaler. 
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oA Creasure heost of 


ENDURA 
WATCHES 


Retailing From 


These . . . and Other Treasures 
on Display in Booth No. 63, 
Main Ballroom, Waldorf Show 


For complete catalog write or visit our showoom. [three minutes from the Waldorf) 


ENDURA TIME CORPORATION 


443 PARK AVENUE SOUTH - NEW YORK CITY 16, NEW YORK 


Telephone LExington 2-7335 


j wy 4 co 
7 / JO7 





They’re New. . « 


STOP 

losing sales on 

a high-profit item! 
START 

making 

money on 








New line of pendant and earrings sets 
comes in Florentine-finished gold plate or 
' rhodium with cultured pearls and rhinestones. 
Why pass up stopwatch cus- ee | $7.50 Keystone. From Harlee Creations, Inc., 
tomers...stopwatch profits... 47 W. 47th St., New York. 
when Clebar can furnish you Se | 
with a complete line of super- 
accurate instruments for every 
precision timing need. 
Stopwatch of 


Split-Second Accuracy 
VAIL COUPON BELOW m Y0", 46 as 


CLEBAR WATCH COMPANY, 15 W. 44th St., N. Y. 36 
FREE Rush full information, catalog and wholesale price list. 
No obligation, of course. 


Name 





watch comes in stainless steel. $120 FTI. 
From Eterna Watch Co. of America, Inc., 677 
Fifth Ave., New York. 


Address. 








. 
e 

5 

r 

‘ 

: EternaeMatic ‘‘Dato’’ calendar 
| 

t 

t 

Y 

a 


City 








First Desk Set with 
$1.00 features for.. // ..only 


Truly a handsome, well made set, with your 

aold imprint (5 lines maximum in block, seript 

or italic) on base, plus Free gift box. Min. Ga. 
. 100. t-col. Newspaper mat sent free 

for your promotion uses. 

Several ways desk set is being used: In Hundred Lots 

TO OPEN NEW ACCOUNTS. TO RE- Shipment 

OPEN CLOSED ACCOUNTS. OLD CUS- » Somes 5 

TOMERS NIGHT. BUILD UP REPAIR paren tyne el 

DEPT panies order. 
. Write for 

Refills 10¢ ea. in red, green, blue. Desk Pes FREE 

and base colors: BLACK—IVORY— sample. 

RED—BROWN (or asstd.). If order 

doesr t specify color, we ship all biaek. 

Terms: Net 10 days F.0.B. Factory. 


3 wks. delivery. Anson’s sterling silver men’s set (5260G5) 


GOLDNER ASSOCIATES features cultured pearls that are cradled and 


P.O. Box 2703, Nashville, Tenn. pegged, not glued. Design is engine turned 


and hand engraved. $15 retail. 
™ a,  — for the 


i customer 
Walderite’ cg ions fr 
— 














A brilliant stone, next in hardness to a diamond 
(minimum guaranteed hardness—9 on Mohs Scale), 
scientifically produced, quality and color guaran- Ena eR 
teed for a lifetime. Stocked and available in all Admiral watch band has “Convertomatic” 
shapes, 2 pts. to 25 carats. Write for free supply end which can fit curved or straight, wide or 
of tolders and display for counter use. narrow watch ends. Band also has “Adjust- 

*Reg. U. S. Pat. No. 595517 Q-Link” length adjustment feature. From 


. M.F.G. Watch Band Co., 9 Desbrosses St., 
WALDERITE - 580 Fifth Ave., N.Y. 36, N.Y. * JU 6-0459 ae Waa 
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Jeweler’s Eye View of a 


WATERPROOF 





Waterproof- Watch 








a 


SS 


ORDINARY 


A. Plastic crystal is compressed and set into case. Crystal 
shrinkage reduces compression in very short time—allowing 
dangerous leakage. 


B. Screw back vulnerable to leakage. 


It takes an exclusive production technique, 
perfected during Wyler’s thirty-five years of 
experience, to engineer this superb case. Here 
is another example of the extra quality, the 
extra performance, that has been built into 
every Wyler case and every movement. 


WYLER’S UNIQUE WATERPROOF CASE DESIGN PREVENTS CRYSTAL SHRINKAGE 


A. Wyler crystal is fitted over metal wall of the case. Crystal 
cannot shrink and in fact will tighten with time, affording longer 
lasting waterproof protection. 


B. One piece back has no openings. Leakage here impossible. 


able lifetime waterproof guarantee, made pos- 
sible by the unique case construction; the 
exclusive Incaflex balance wheel, with its life- 
time guarantee against shock; the dependable 
performance of the quality movement. And 
best of all, you will find that once a Wyler 


Thousands of Wyler incaflex Balance Wheel flexible spokes give with shock— I n cafle X watch has 


franchised dealers find 
it easy to sell Wylers 
because of the renew- 


Guaranteed for Life 


been sold, it stays sold 
—and brings you new 
customers, 


All of these Wyler waterproof watches are made with Wyler’s unique case. 
e Waterproof* hand winds with Wyler case $29.95 up 
e Waterproof* Dynawinds with Wyler case $49.95 up 
e Waterproof* Superior 25 Jewel Dynawinds with Wyler case....887.50 up 


*#GUARANTEED AS LONG AS CRYSTAL !S INTACT, GENUINE WYLER PARTS USED 


Wyler 


incaflex 
SOLD THROUGH JEWELERS—AND ONLY THROUGH JEWELERS, WYLER WATCH CORPORATION, 131 EAST 23 ST., NEW YORK 10 
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THE a APERING FORM 


of MOTION 


~NORDT TAPERED BLANKS 


Precious solid gold matches the swift shapes in which the new 
world glides by. Dramatic tapering beauty is handcrafted into 
finger folding comfort by craftsmen who take pride in meeting 


NORDT’S high standard of excellence 


NORDT’S tapered seamless wedding ring blanks in ductile karat 
gold, in all sizes, colors and two-tone combinations are a “natu- 
ral” for engraving and finishing. 

The designs below represent a basic advance in wedding ring 
styling. While maintaining the time-honored tradition of the 
unbroken circle, the concave form protects the engraving and 


keeps the rings at showcase brilliance. Write for details. 


MTEMO-6 


JO! 
tie] elitists NS 
CEnter 9:1872 





CO.INC. 


Tate tiatel | Village 


CedarGrove, N.J. 











FANCY-COLORED DIAMONDS 
MY, Through 


Cc 5 ATOMIC IRRADIATIONS 


Your O#-C >| 
Fancy Hues, such as: Green, Yellow, Canary, 
Gold, Blue, Blue-green, Red-brown, Black 


ABSOLUTELY SAFE—BEAUTIFUL RESULTS 


20 Years of Successful Irradiations for the Trade 
is Your Guarantee of Satisfaction and Reliability 


GEM IRRADIATION LABORATORIES 
iin ene 


red Stones can now be made into 


Circle 7-441| 




















manufactured in I4K 
gold and platinum for 
men's dress watches. 


We convert men's orig- 
inal, plain watch 
dials to 


diamond dials. & Wholesalers. 


F. RIEGER & SON 


JU 2-4767 





oe 2 W. 47 St., N.Y.C., N.Y. 











They're New . 


“Transistor Clock” (1101) is powered by 
a flashlight battery and a permanent transis- 
tor. It has a brass base, brass numerals on 
a silver toned background and a glass dome. 
It stands 10” high. $31.75 retail. From Ren- 
sie Watch Co., 302 Fifth Ave., New York. 


Cultured pearl pendant and earrings set 
comes in rhodium finished sterling silver 
($7.50 Keystone) or 1/20-12K gold filled 
($7.90 Keystone). From Herman Sachs Co., 
21 Maiden Lane, New York. 


“Big Boy,” Speidel’s new curb-chain identi- 
fication bracelet, has a hidden “Tru-Lok”’ 
fastening device. Rhodium plated, $4.95 retail. 
In sterling silver, $13.75 FTI. $16.50 FTI in 
gold filled. 


Key holder is from set of ladies’ accessories 
which includes lighters, cigarette case, glass 
case, purse and billfold. All have white de- 
sign on Wedgwood-blue cowhide. From Rolfs, 
West Bend, Wis. 
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PARIS ORIGINALS 
by 


/ we, F ull 
ee el ee a ey ye IO oe 


. ger eer wr ag ere ae oe oe 
a bat ~ - ~ es Ss a.” ° 


INDIVIDUALLY 
GIFT BOXED ° k 


Tissue 
wrapped in 
lovely box. 
Fascinating 
Paris 
Romance 
Booklet 
enclosed. 


HAND-BEADED and JEWELED in FRANCE 


IMPORTED ENGLISH HAND POLISHED 
24 K GOLD PLATED JEWELERS’ 
BRONZE FRAMES 


24 K GOLD TOOLING 
e SELECTED LEATHERS 
e MOIRE LINED 




















CIGARETTE CASE Imported French Hand 


High at a gto 2g —— ——— 

ghiy polished Easy-Open Snap Spring Lo 

Regular & King Size Adjuster. Saddle Cow- LADIES BILLFOLD — imported French Hand- 

hide. COLORS: Antique White, Black. Beaded Pastel Floral Motif Plaque on Satin. 

(Specify color) : 8-Vue removable pass case; Patented Ex- 
pansion Pull , Closure. Saddle Cow- 
hide, COLORS: Antiq 


ue White, Black. 
(Specify color) 
B26. nr eecererereererrerens -ROt $5.00 





} Ay me hag sonal 


saddle Calf. aera nee fea ne 


P 990.. eee @eeeeevrecaneeerereer eee reereeee ** > 





ovr ee ecewmeeeveereeawneeeeeee eae eee eeeee 


All es subject oe apt Excise Tex, 
tnt cigarette cases. 


Theda Goh, 


NEW YORK « PARIS of (lads PUERTO RICO 
LONDON « ROME JAMAICA, B.W.I. 


316 Barrow St., Jersey City 2, N.J. HEnderson 5-5900 (Direct N.Y. phone Digby 9-1230) 
New York Showroom: 10 W. 33rd St., Room 1102 » Phone CHickering 4-3337 





ch Pliers cre Crest a aereers. 


Cownide, GOLORS: 


cL i ath 


FRENCH PURSE—Genu 
Gold Plated French riltares 
Corners and Crest, inside { 
Purse and Spaci bill and 
com Saddie 


ents. 
COLORS: Antique White, Black, 
Red, Blue. Fessadn -" ait 

P 555.. . Met. $5.00 


4 4g a 


NEW YORK + PARIS 
LONDON « ROME 


) 
‘ati 


PARIS ORIGINALS 
by of 


INDIVIDUALLY GIFT-WRAPPED 
and BOXED 


IMPORTED ENGLISH HAND POLISHED 
24 K GOLD PLATED JEWELERS’ 
BRONZE FRAMES 


e SELECTED LEATHERS 
e 24K GOLD TOOLING 
e MOIRE LINED 


iS CASE with imported Genuine 
Pot Plated French Filigree Greet. . 

i F eheanet Bar. Hand ees yoy 
3 Accordion-foild Poc eereioe, 
COLORS: Antique White, Black, Red, he. lacoste color) 


airman -y 


CLUTCH PURSE—Combination Purse-Billfold. All-over 
ogg Tooled Fioral Design on Cover. Full length 

loves, tog lipstick, etc. Removable Pass 
oe COLORS: Antique White, Black. he 


des ) 
. 7 ~ Rng in im 
aci ‘Bill pas Card men : 

: Antique White, Black. (Spec. color) \ 8 


25 (o— SPRING ACTION "ga 
“i es —$_ = MAPS IN~SHAPS our oe 


MEN'S BILLFOLDS & SECRETARIES 
* ALL ONE-PIECE STITCHLESS 
1 CONSTRUCTION 
MAND-TURNED EDGE 
> SVUE FLIP BAR REMOVABLE PASS CASE 


TAILORED BILLFOLD IN oe ENGLISH 
tate eee rae Sv oees 


n. (Speci 


CANADA « PUERTO RICO 
JAMAICA, B.W.I. 





PERMANENT WESTCLOX WATCH DISPLAY CASE 


with EXCLUSIVE ‘traveling message” 
THAT SELLS FOR YOU... 





 WESTCOLOX _C ines. ites 
! permanent display with 
Lit po colorful, continuously- 
, _UNBREAKABLE MAINSER : changing sales message 


that dramatizes Westclox. 
watch quality features 


e complete watch selection 
..- best-selling men's, 
women's and youth 
models...high fashion... 
waterproof* 





e compact, high profit 
unit that takes less than 
one square foot of 
counter space 























e attractive individual 
gift boxes included 


* Stays waterproof and dustproof 
provided original sea/ is replaced 
if opened for service. 





~ —e 
16%” wide, 161%" high, 51%” deep 





YOURS FREE WITH ASSORTMENT NO. 77700 TODAY 


Contains these 14 fast-selling Westclox watches: 





RETAIL PRICE RETAIL PRICE 
. 658-L Coquette Waterproof, strap..........$12.95 . 780 Lancer Automatic Watch, strap....... $14.95 
. 660-B Coquette Dress Style, metal band $12.95 . 755 Shadow Thin Waterproof, strap... $13.95 
. 661 Coquette Diamond Design, strap $13.95 . 728 Shadow Thin, strap... er | $11.95 
. 662 Coquette Square Design, strap $12.95 . 728-B Shadow Thin, metal band... , $12.95 
. 671-L Torch, pink strap...... $ 8.95 . 688-L Wrist Ben Waterproof, strap........ $10.95 
. 770-L Westclox Automatic Watch, strap... $19.95 . 688-LB Wrist Ben Waterproof, metal band. $11.95 
. 775-L Westclox Automatic Watch, strap. ...$17.95 . 740-LB Scepter Waterproof, metal band... .$12.95 


YOUR COST *125.11 


YOUR PROFIT $64.19 


IT’S A WONDERFUL TIME TO BUY! 


Above are suggested retail or Fair Trade prices and subject to |O% Federal Excise Tox, 


WORLD'S LARGEST MANUFACTURER OF TIMEPIECES « YOUR FULL PROFIT LINE! 


LO x 


WATCHES 


DIVISION OF GENERAL TIME CORPORATION + LASALLE-PERU, ILLINOIS 


Remember, August 31 through September i2is WESTCLOX WEEK! 
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PORTRAITS 
PERMANENTLY ETCHED 
IN PRECIOUS METAL 


For the first time—everlasting, 
personalized gifts—etched photo- 
graphs in sterling silver or 14 Kt. 
Gold—made from any good snap- 
shot, color print or portrait. 


WRITE FOR BROCHURE 


Simply order a counter 
display showing—Sterling 
Silver Bracelet — Retail 
$2.50—Sterling Silver 
Key chain—Retail $2.50 
~Sterling Silver Charms 
—Retail $8.50, $10.00 and / : 4 A 
$10.50. PORTRAITS PERMANE, 40% 
ETCHED IN PRECI 


< oe / 
for only $17.00— . TAL 
this small 
investment will 
create additional 
sales and then 
multiply them. 


August 9-13 

Retail Jewelers 

of America 
Waldorf-Astoria Hotel 
Booths 332, 333 
August 2-13 
Chicago Gift Show 
Palmer House 
Room 965W 

August 23-28 

New York Cift Show 
Trade Show Building 
Room 605 


LEONORE DOSKOW 


MONTROSE NEW YORK 


/; 


PORTRAITS, INC. 











Automatic Music Boxes 
hs, _y oe 


+AL 350 
Three Tunes 
50 Notes 
$35.00 Key. 


Each THORENS music-box is precision built in Switzerland. 
They play a choice of multiple melodies—36 notes, two and 
three tunes—50 notes, three and four tunes. 


* 
Catalog Sent on Request * 
4 You are cordially invited to suite 
# 921-923, Waldorf-Astoria, Aug. 9-13. 


SILVERITE CO., INC. "SsSihirs." 














They’re New. . . 


“Winsome,” new silverplate pattern from 
Community division of Oneida, available in 
55-piece service for eight ($49.75 retail) and 
in 79-piece service for 12 ($69.75 retail). 


New line of children’s jewelry in sterling 
and 1/20-12K gold filled features bangle brace- 
lets, charms and miniature necklaces. $3 to 
$7.50 retail. From Forstner, Inc., Irvington, 
N. J. 


“Charm Houses” are from 14K gold line 
featuring American home motif. Some set 
with pearls and rubies. $18 Keystone. From 
Reller, Inc., 216 N. E. 2nd Ave., Miami, Fla. 
































Gemex’s men’s bands are accented with 
“woven mesh.” Style 737 (top) retails for 
$12.95 FTI ($11.70 Keystone) in gold filled. 
Style 738 retails for $11.95 ($10.80 Keystone) 
in gold filled. Both also available in stainless 
steel. 
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GOLDSTEIN | 
_ GERSON 2 


| 
! 


You must see it 
| Col] 9) 9) ¢-\el f=) (a 


Pt ee Cee co.,inc. 
/he Toute of Wahiade 130 WEST 46th STREET, NEW YORK, N.Y. 


West Coast 448 South Hill Street, Los Angeles 13, Cal. 
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THE ONLY 
“TRANSISTOR 

7 oF ae _\ & } RADIO IN THE 
tne AAG, msn wir 


5 ~ ; Be os 
’ j , . ; = 58 ; : 

’ y { Jere. SPAS 

} F { mei aee oe ‘ 
S$ otli if ee | BUILT IN DYNAMIC 
i lc : P : ae . J 
Pw os, —_ pS Gls r. 
, - - = ; 





SPEAKER AT SUCH 


NEW’ SS An nmr oF 
_— _Z6 10M, LOW PRICE! 
\WAR y 3 ee 


SHIRT=POCKET RADIO 
Has everything it takes to be a runawa y best-seller: 


* Built-in dynamic speaker 


® Tremendous appeal for every age group from 
Pre-teens to old-timers — 


® Unbreakable Enduron case with Loop-Stick antenna 


e CHALLENGES EVERY KNOWN VALUE IN RADIOS 
AT TWICE THE PRICE AND MORE 


i ie O | 276 4th AVE., NEW YORK 10,N. Y. © GRamercy 7-7500 
215 West Sth St., Los Angeles, Calif. 
Ss HR BID sates orrices: 25.5305 '0 Arete cot 


International Offices London . Biel-Bienne ° lelelaleh aelale : Tokyo . pale lanite) *~ Bangkok . Kualo 
Lumpur ° alolubelelas . Montreal ’ Rio de Janeiro . Osaka . Silale lel lola . OF Tel celare . Penang . Ipah 
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EW SMASH HITS 


EYE-POPPING CUSTOMER GETTER! 


UP YOUR TRAFFIC. UP YOUR VOLUME. UP 
| YOUR PROFITS WITH THESE HIGHEST-RATE- 
OF-SALE PROMOTIONS ON THE MARKET! 


AMERICA’S MOST SALES-APPEALING ALL TRANSISTOR RADIOS 


}] | CROWN 6-Transistor ‘Slimline’ Shirt- il LINMARK 4-Transistor Shirt Pocket Rae 
eu ew 


Pocket Radio smartly fashioned and dio , . . designed for big-time sales with 
crafted for perfect performance! Less plenty of big profits packed into the 











dio .. . world’s smallest radio with builte 
in dynamic speaker that'll take your 


New / CROWN 7-Transistor Shirt-Pocket Radia 
customers by storm, it’s that great! 


. Operates on ordinary low-cost pens 
lite batteries for over 300 hours! 
: Ne LINMARK 8-Transistor Shirt-Pocket Ra- 
fk CROWN 8-Transistor ultra powerful qi? dio ... the only “8” shirt pocket radio 
cut Pocket Radio .. , boasts both standard powered by inexpensive penlite batteries, 
and short-wave receiving bands. Terrific receptivity and tone! 


PRAISE-WORTHY, PRIZE-WORTHY, SALES-WORTHY CAMERAS. 
lle NEOCA 35K 35MM Camera ..: improved Ne / VANGUARD 8MM Movie Camera... outs 
Ww TU 








= model of a top-quality item value-priced standing star of the budget-range movie 
with a generous mark-up. camera collection in this country! 


CINEMAX Movie Camera with very fast 
ll NEOCA 35 IVS 35MM Camera’... a de- New J 1.4 lens, and electric eye exposure meter 
luxe version with a line-up of selling - . . One of the world’s finest, sure to be 

” ‘Saat as long as your arm! a a best-seller to your best customers, 


FAMED STANDARD FOR STAINLESS FLATWARE 


lew LINMARK Patterns in sales proven and tested . . . Linmark stainless steel flatware, 





YOU ARE CORDIALLY INVITED TO SEE 
THE NEWEST OF THE NEW SHRIRO national Avetaed 


NBC TV Network Show 


SALES PROMOTION SPECTACULARS TREASURE HUNT” 


Starring JAN MURRAY 


At The Following Trade Shows 


3¢ NATIONAL ASSOCIATION 3 
z OF MUSIC MERCHANTS (NAMM) CHICAGO CONVENTION AND TRADE SHOW PACIFIC TRADE SHOW 
urd HOTEL NEW YORKER, NEW YORK, N. Y, MORRISON HOTEL JULY 19 — JULY 23 HOTEL STATLER, LOS ANGELES 
iy JUNE 22— JUNE 25 ROOM 704 SKY SUITE NOS, 4127, 4129, 4132, 4133 AUGUST 30, 31, SEPTEMBER 1 


BOOTHS 4 and 5 
NTI ALLIED GIFT & JEWELRY SHOW 
SOUTHERN JEWELRY SHOW NEW YORK CONVENTION & TRADE SHOW ADOLPHUS HOTEL, DALLAS. TEXA 


HENRY: GRADY HOTEL, ATLANTA, GEORGIA WALDORF ASTORIA AUGUST 9—AUGUST 13 DETROIT JEWELRY SHOW 
JULY 19 — JULY 22 ROOM 714 BOOTHS 65 and 66 - STATLER HILTON HOTEL, DETROIT, MICH. SEPTEMBER 6 — SEPTEMBER 10 
AUGUST 23, 24, and 25th ROOM 904 
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CUSTOM-SIZE * 
WATCH BANDS? 


Good sales-clinching reasons — 
Duchess Bandmaster 
CUSTOM-SIZE permits 
on-the-spot tailoring of the 
band to customer’s wrist. 

You can add or remove 

links without special 
tools—close the sale 

while the customer 

is still “sold”’. 


(pL 
CO pe 
(Kip 
SO pO 
WT): a, 


Watch companies know this, know that quality Duchess 
Bandmaster helps sell their watches. That’s why more 
and more top watch companies specify Duchess Band- 
master CUSTOM-SIZE. That’s why you should feature 
CUSTOM-SIZE — it’s easier to sell any watch that 
wears one. 


It’s easier to sell Duchess as a replacement band, too. 
When you offer to tailor the band to the customer’s 
exact wrist contour — while he waits — you offer the 
service that makes sales. 


Look for Duchess Bandmaster Custom-Size — the sign 
of a better watchband! 


There’s a Duchess band to suit any watch, any customer. 


REE with your 


order for 12 tadies’ or 
men’s assorted attach- 
ments; 

The Duchess Spacesaver 
sales display that keeps 
your inventory at a fast- 
moving profitable level — 
never more bands than 
your volume warrants. 


‘6 Gp) 19 Sold through your wholesaler. 
, uchess JEWELRY MFG. CORP. 


- 300 OBSERVER H’'WAY, HOBOKEN, N.J. OL 6-5757 
| in New York City: WOrth 4-0322 


) Sales Office: Lewy & Goodman Co., 29 E. Madison St. 














They’re New... 


New process permanently etches _ photo- 
graphs on sterling silver or 14K gold. Avail- 
able in keychains, bracelets and charms. From 
Leonore Doskow Portraits, Inc., Montrose, 
me 2 


Toshiba six-transistor portable radio (6TP- 
314) comes with earphone jack, batteries and 
carrying case; measures 4%” high, 2%” wide 
and 1 3/16” deep. $39.95 retail. From Tran- 
sistor World Corp., 52 Broadway, New York. 


Ladies’ Paris purse has filigree design, bill 
and card department. In white, black, red or 
blue. $5 retail. From House of Nash, 316 
Barrow St., Jersey City, N. J. 


Elgin’s 17-jewel American-made “Starlite” 
is small enough to pass through a ring. $19.95 
retail. Other models in series retail up to 
$29.95. Men’s series available in same price 
range. 
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QUALITY 


Sterling SILVER ROSARIES 


SINCE 1935 . . . handsomely crafted of precious ster- 
ling silver and each with the finest rosary 
beads. Distinctive . . . beautiful original 
designs — All rosaries come gift boxed. 

All Prices Retail 


ay. @ Or 


i oe 
meant 


** 
o % 
x 
MM 


~~ 
*« 
a 


R300/3 ...$7.25 
Fire polished 


bead available R76C/87 $24.75 R376/20 $10.75 

in crystal and as- Genuine Rock Crystal, Salt the eet cea Sterling Miraculous 

sorted colors. each bead sterling fila- hand-engraved, 24" 

Gift boxed. gree capped, hand en- 
graved cross and 
center, pegged droop- 
ing head corpus. 


> 

“ony, 

= 
.) 


4 


hand engraved cross 
and center. 


R81 /3 ........ 

Men’s black oval bead 
rosary, comes gift 
packaged in genvine 


leather case. 


R320/10 . $8.55 
'Men’s black 
fround bead 
rosary, hand en- 
graved cross and 
‘center with 
peggeddrooping 
| head corpus, gift 
packaged in 
genuine leather 
case. 


R76/84 $18.75 
Genuine Rock 
Crystal, hand en- 
graved cross and 
center, pegged 
drooping head 
corpus. 


yee 
CF ee 


R33/88 $15.00 
Sterling hand en- 
graved cross and 
center, pegged droop- 
ing head corpus, cor- 
rugated beads. 


R500/31 $8.00 
Sterling plain round 
beads, hand engraved 
cross and center. 


R315/74 $8.55 Sterling Miraculous 
Sterling corrugated hand-engraved, 24" chain. 
beads, hand engraved 

cross and center. 


Sterling St. Christopher med- Sterling Madonna and Chil¢ 
al, hand-engraved, 18" chain. medal, hand-engraved, [8° 
chain. 


Selected and Serviced by 
Leading Wholesalers 





They’re New... 


Since 1890... the World's 
Largest Selections of 


TIMERS 


have been 
offered by 


RACINE 


GALLET TIMERS ig 





Five-piece silverplated tea and coffee ser- 
features eight-cup pots with insulated 
NOGRAPHS = ; 
CHRONOG J 4 handles, 21%-inch tray, gold-lined sugar and 
creamer. $120 retail. From Poole Silver Ce., 


© FOR SPORTS Taunton, Mass. 


° FOR RESEARCH 
* FOR PRODUCTION 


JULES RACINE 
THROUGH YOUR WHOLESALER b COMPANY. INC. 


Write for. CATALOG 


OG) “THREE TO GET READY”... 


For Greater WATCHBANDS Sales 


, — — new ladies’ bands featuring “Helmsman,” seven-jewel, eight-day ship’s 

iscreet fashion "touches" in rich textured leather, eae Pape aia ibe 

glistening black ebony plastic, and the highlight bell striking clock, has usec Taichi waterproof 
bezel. In brass, $79.50 retail; in chrome plated 


of the season, the popular new florentine finish. 

All these beautifully proportioned bands are brass, $85 retail. From Seth Thomas, Thomas- 
gang in 1/20-10K Gold Filled tops in yellow or ton, Conn. 
white 

All watchbands fully guaranteed. Each band 
handsomely packaged in attractive Mark VII dis- 
play package. 





t 
Be 
- 
Ee 


. 
/ 
s 
—— 
2 
| «€ 
2 


IR Com 


Ask your 
wholesaler to 
show you our 


complete line. 


= NORTH ATTLEBORC, MASS. ; 

es, Westinghouse’s 12-cup percolator has de- 
e WATCHBANI — INC. tachable control, making it possible to im- 
Gd merse the whole pot in water for cleaning. 


$26.95 retail. 








JEWELERS’ CIRCULAR-KEYSTONE, AUGUST 1959 





Ge Modboup 


AND OQUR MARRIED LIFE 


= | 7 * — 

Tl ol-TolaM-me A-relelialem-lele) ae) m- Mm Miii-tilaal— 
From the moment of that first meeting to the day of the weddin 

ale mmelamm deiaelercdammousiliele-iame-lalemecse-ialelenalilelasts Gibson specially 


nas esp 
designed this album to store all of the important events and fond 
memories of married lite together 


wedding information 


and activities, 


wedding guests and 


Space for engagement and 
Sifts, honeymoon, homes 
children, travels 


Career, 

od @- 1010100011101 4+) 8 ae 01010) 60)-0mrs 1010 maa lel a> 

72 pages delicately lithographed in shades of pink, | 
maaiene=lemmels 


peige 


« 


and 
+ specially designed 


design exquisitely stamped 


patterned paper. Title 
‘oan orclelelae 
inci 


tice 


and 
in stiver 


834x 1014 


A fine bridal gift and equally suitable 
as a lst anniversary gift. 


W302 (illustrated)—-padded simulated leather 
W304—-padded rayon moire 


foma-i¢-11m- ) ane wel @) 


Y O id nui 
Shee, EE « mgt 


to retail at 5.50 
W300—mult-o-ring looseleaf binding with acetate photo pages to retail at 10.00 


CL CGflbeon sn 


NORWALK, CONNECTICUT 
Publishers of Fine Albums Since 1872 


~ . A, / 
Displaying at leading Gift Shows ~\ tA 
N. Y¥. Showroom 225 Fifth Avenue 


ee 


a 


pence 


i > a 
) Ve. 
1 A aa gat 

ty any ad . 


Sd. 


™ 
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They're New ... 





Universal’s push-button electric can opener 
will open any shape can, remove lid and shut 
itself off. $27.95 retail. From Landers, Frary 
& Clark, New Britain, Conn. 





in a wide variety of chain desig 


as 
< ec aiiaaai 


“ae 
pie in Sterling Silver 
| 140 
on 


SOLD THRU LEADING WH FSALER‘ 


AUTOMATIC CHAIN COMPANY 


PROVIDENCE @® RHODE ISLAND “Florentine,” men’s watch band, has cross- 
mew v¥OoRK eMICAGO LOS ANGELES hatched soft finish. Available in yellow or 
white gold filled. $10.95 retail. From Flex- 
Let Corp., 580 Fifth Ave., New York. 





STOCK BOXES 


WITH A 


Custom Designed 


LOOK 


Now stock 

ith a “‘person 
Swiss-constructed wrist tally counter has 

push-button operation, totals to 99. Ideal for 

golfers, says manufacturer. From Edmund 


Scientific Co., Barrington, N. J. 


compiete 
availiabie 
DIATE 


We will gladly design 
your own specialized 
package for you. 


Phinney-Walker “Merry Tune,” 30-hour mu- 
sical alarm, has gilt metal case, enamel trim, 


luminous hands. In pink, white, light blue or 
BOX COMPANY black. $14.95 retail. From Semca Clock Co., 


523 Mt. Hope Street © Attleboro Falls, Mass. 30 Irving Place, New York. 








JEWELERS’ CIRCULAR-KEYSTONE, AUGUST 1959 








A FINGER'S TOUCH SETS ALL CONTROLS 
AND SWIVELS THE CLOCK FULL CIRCLE! 


? Pes 





























































































































MODEL 765 


Fully Automatic with Push-Button 
Clock Controls...10-inch Oval Speaker! 


Has everything that makes customers stop, shop and buy! $ 
Push-button controls for Sleep and Snooz-Alarm*, radio and 95 
buzzer alarm, delay-off lull-away circuit! Swivel clock, lumi- 
nous hands. Dial light. Magnecor antenna. Choice of colors. 


NEW VALUE SENSATI 
N E Ww a E L UXE F uae) TURE S EVERY AUTOMATIC FEATURE! 
ALL THROUGH THE LINE! (ci tara oie nt $3750 


pliance outlet. All in beautifully tapered cabinet 
with choice of three colors. : 


Ne ES “EROS ee = ae 
ei et alk See res 


MODEL 764 MODEL 762 MODEL 750 


ALL PUSH-BUTTON CONTROLS! FULLY AUTOMATIC! NEW VOLUME LEADER! 


Big, cheerful clock face with luminous $ 95 Has on-switch timer, buzzer or radio $ 95 Has top-of-the-line design, big, easy-to- 494% 
hands. Ali the fully automatic conven- 3 alarm and delay-off. Finely tapered cabi- read clock face! On-switch timer. Power- 

iences. Powerful speaker. Loop antenna. net. Lull-away circuit. Luminous hands. ful 4-inch speaker. Excellent reception. 

Control center. Choice of two colors. Loop antenna. Three exciting colors. Traffic-priced for high turnover! 


* REG. TRADEMARK OF CLOCK SUPPLIER ALL PRICES SLIGHTLY HIGHER SOUTH ANO WEST 


PHILCo 
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SAMPLES ON REQUEST 
.»« A BETTER TAG 
FOR LESS MONEY! 


PRICE TAGS 
$'$95 per 1000 


WITH SCRIBER 
e Easy to attach! 
e Once on — stays on! 
e Scribes quickly — legibly! 
ORDERS SHIPPED PROMPTLY ON OPEN ACCOUNT: 


TAGON 


CORPORATION 


43 SOUTH FIRST STREET we atiede), mms i ashe) 





Use the 
HANDY Coupon 
on page 289 
to send your 
Classified Advertisements 
to the 
Jewelers’ Circular-Keystone 


Chestnut & 56th Sts., Phila 39, Pa. 








4354-$32.00 K. 


WILLIAM 








They’re New... 


“Excentrique,” 18K gold men’s watch, has 
black dial, gold hands, 19 jewels. $540 retail. 
By Giibelin of Switzerland from Holzer Watch 
Co., 501 Fifth Ave., New York. 


International says expanding ecclesiastical 
market is yet untouched by many jewelers; 
offers chalice with gold plated sterling cup 
($55 retail) and ciborem with paten ($50 
retail). 


Florentine-finished 18K gold bracelet has 17 
diamonds. About $200 Keystone. Also avail- 
able in blank form for mounting with cus- 
tomer’s stones. From Marca d’Oro, Inc., 71 


W. 47th St., New York. 
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LETTERS... 


Small-Store Interests 
To the Editors: 


JC-K should publish more articles 
that help small jewelers. Most of what 
you print is about what the big cash 
stores are doing or promotions or 
methods used by the installment fellows. 

Isn’t it true that more than half of 
the jewelry stores in the U. S. have 
only one or two employees? My part- 
ner and I are in that class and we 
would like to see more in JC-K that 
applies to us. 

THOMAS R. SMOOT 
New York 


It’s a fact that 54.8 per cent of all 
the retail jewelry stores in the United 
States had annual sales of less than 
$30,000 in 1954, the latest Census of 
Business year ... and that these stores 
were staffed by only one or two people. 

But it is also a fact that many of to- 
day’s small jewelry stores will not al- 
ways be small. Their owners are 
growth-minded, eager to master the 
bigger stores’ methods and to apply 
some of these ideas to increase their 
own business. Every issue of JC-K is 
designed to help small stores.—Ed. 


Repair Dollars 


To the Editors: 

The article “More Profits from Your 
Watch Repair Department” written by 
William Scheibel and printed in your 
July issue was of great interest to me. 

I have just experienced a very costly 
transaction with a former watchmaker, 
and, at the present time, am without a 
watchmaker on the premises. I have 
been trying to weigh the value of hav- 
ing one, and, if I do decide to rehire a 
watchmaker, I would have to do so on 
an entirely different basis than my for- 
mer mechanic. 

If there is any way possible that I 
could secure a complete transcript of 
the articles without having to wait nine 
months for the complete series to run, 
I would be extremely grateful. 

NAME WITHHELD 


In writing to the editors, address JEWELERS’ 
CIRCULAR-KEYSTONE, Dept. E, Chestnut and 
56th Sts., Philadelphia 39, Pa. 
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SHOWCASE 
THAT SELLS..,SELLS...SELLS... 


THE LINDLEY BOX! Displaying merchandise, it 
makes the contents more attractive. Carried home 
ward, it verifies quality. In the homes of your custom 

ers, it’s a constant reminder of yuur place of business 

... your merchandise... your service! And there are 
Lindley folding boxes for your needs... available 
dalgelescas 

“THE LINDLEY MAN” 

He offers you the benefits of more than 1000 years 

of packaging experience...and the finest folding 
boxes in the world. Boxes famed for attractiveness, 
quality, dependability and service... boxes created 
and produced to help turn every customer into an" 


steady customer 


ae Contact “The Lindley Man” ...a card or a wire 
LN Zs will start you on the way to better packaging 
“=> 


LINDLEY 


+ Fem 


Marion, Indiana 


FEDERAL PAPER BOARD COMPANY, INC 











It’s Vendomatic... 


the “sales force” 
that turns browsers 
into buyers! 





whe 





PM PO ER OE Te er 


























It’s Versatile... 


Vendomatic meets 
all requirements 





; 


= aes 


— 














Shown here are two- and three- 
unit arrangements. Units can be 
placed back to back... or 
“‘wrapped”’ around a center post 
to utilize valuable selling space. 
A cinch to work with, Vendomatic 
goes where you want it—in the 
arrangement you require. 
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Versatile Vendomatic Merchandising Program 
helps you 


MOVE MORE 
MOTOROLA! 


most of a full-fledged display of the line—radios, 
portable stereo, phono and TV. Help sales along 
with Vendomatic, the compact silent floor sales- 
man. Call your Motorola Distributor today for 


full details and colorful free literature. Me 


Here’s your key to Mass Merchandise Movement! 
Motorola® Vendomatic is the proved traffic-stopper 
that makes browsers turn buyers. Single-unit 
Vendomatic means showmanship in cramped 


quarters; multiple-unit Vendomatic makes the 


Motorola Portables ...in the sizes, styles 
and price ranges wanted most. 























MODEL L12 


MODEL X11 


All-transistor shirt- 
pocket powerhouse! 
Built-in antenna 
and easel stand. 
Comes in Black, 


Blue, Red, Green. 


MODEL X12 


A powerful pocket- 
ful of radio! 6 
transistors, 2 
diodes. Push-pull 
amplifier and Gold- 
en Voice* Speaker. 


The “‘tote-able”’ radio that 
sells looks and power of a 
table model, yet a the 
get-up-’n’-go of the handi- 
est portable! 500 hours on 
inexpensive batteries. 


Special Pilfer-proof Shelf Case! Here's Sell-O- 
Matic, the ideal way to display up to 12 Motorola 
Transistor Portables. Sliding glass doors lock up 
to keep the case tamper-proof. Ties in with Vendo- 
matic ...or perfect for counter tops, store win- 
dows, even walls! 


"TRADEMARK OF MOTOROLA, INC. 





CONFIDENCE 


BRAND 
NAMES 


SATISFACTION 


&’ MOTOROLA 


JEWELERS’ CIRCULAR-KEYSTONE, AUGUST 1959 





You've 
got a date 


for more sales 
with Doxa’s new 


CALENDAR 


Only Doxa’s stunning Calendar grafic offers 
the date-window in this dramatically different 
location. Gives you an important, exclusive selling 
feature... gives your customer the distinction of 
a truly unusual Swiss watch. (Good news: Doxa’s 
regular grafic for men now comes in self-winding 
version, too. Chic ladies’ grafic as well as mens 
model offer choice of dial and strap colors.) 


New for physicians is Doxa’s handsome 
Sfygmos Pulsometer—it times the pulse auto- 
matically with the help of one 3-function button. 
No figuring needed... pulse speed is read directly 
from dial. Ring magnifier makes reading easy. 
Precise and reliable, the Sfygmos makes the per- 
fect gift for doctors... opens a new and profitable 
market for you. Write for prices and more facts. 


























You've got another date... 
at Booth 34 in the Waldorf-Astoria 
August 9-14 — you'll see more rea- 
sons why Doxa means business! 


Sell “the face 
youcan trust” > © > 4 A 
grafic 


New Sfygmos 
‘Pulsometer 


DOXA WATCH COMPANY, INC. 
665 Fifth Avenue, New York 22, N. Y. 
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634" Vase dz. pes. 15. dz. pes. 24. 6" Vase, 2kinds dz. pcs. 12.00 834" Swan Bowl = diz. pcs. 24.00 
6” Vase dz. pcs. 18.00 342" Bowl dz. pcs. 13.20 1042 4” Planter dz. pcs. 13.20 3'2" Lipstick holder dz. pcs. 9.60 
5” Sprinkling Can dz.pces.24.00 834 7” Vase dz.pes.18.00 1198 4” Vase dz. pcs. 9.00 4" Cigarette Set dz. sts. 12.00 
8” Vase dz. pcs. 18.00 829 6” Vase,3kinds dz.pcs.12.00 1229 Cov.Candy Box dz. pes. 24.00 3” 3-pe. Cig. Set dz. sts. 12.00 


" itt 4'2" Shoe dz. pcs. 6.00 
6" Flower Vase dz.pces.18.00 827 412” Planter dz.pcs.12.00 949 3>Pc. PerfumeSet dz. sets 36.00 3” Bells. 12kinds dz. ae 6.00 


612" Vase dz.pcs.12.00 839 6” Vase, 2 kinds ra = 12.00 826 312’ Planter dz. pcs. 12.00 212” Shell Tray dz. pcs. 6.00 
52” Vase dz. pcs. 18.00 1197 734" Vase 2 kds. cs.15.00 1203 434” Planter dz. pcs. 12.00 


| impos ore shiver: ~—--« GEO. ZOLTAN LEFTON CO., Imports LEFTON-PACIFIC. INC. 


. L . 
mg —— GENERAL OFFICE & WAREHOUSE 


| Lefton-Pacific Inc., 3622 SOUTH MORGAN STREET, CHICAGO 9, ILLINOIS 
Les Angeles Warehouse CHICAGO SHOWROOM: 1555 MERCHANDISE MART LOS ANGELES, CALF. 


527 W. 7TH STREET 











PRECISION - 
MADE 


for costume 
jewelry 
manufacturers 


Ballou safety catches, joints, 
and pin stems can’t be beat 
when it comes to costume 
jewelry manufacturing. Each 
piece reflects the quality and 
workmanship that are traditi- 


onal with the name Ballou. 


Be sure you insist on Ballou 


findings. 


IIlustrated greatly enlarged: #90L 
catch (for hot nickel or vacuum 
plating); #101 stem; and #142B joint. 


THE 
aeORSR Tey Wares, 
OF 

GOOD 
JEWELRY 


FINDINGS 


SOLD TO THE MANUFACTURER 
. ; 


B. A. BALLOU & CO. INC. 61 Peck Street Providence 2, R. |! 
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from Admiral! an amazing new watchband development! 


ONE BAND 


saat ! om “eer Lae” 
AO Sa 
iin? 


: m <A 
seas 


a 7 
Ve 
er “ 


oe. 


BA 


Ss 


* straight oe ad converts to curved or straight, adjusts to — 
oo > at any width — and no extra parts needed. 
© short Combined with exclusive “Adjust-O-Link;’ 


* jong this one band fits all watches. 


Now! You no longer need to order a variety of sizes to be well stocked. This dramatic new kind of 
watchband takes all shapes and sizes in its stride, is convertible to either curved or straight ends, 
adjusts to any width and any length. One band replaces 18. Concentrate on styling, forget about size. 
Down goes inventory, up go profits when you order this simpler, better way. Sold only through 
wholesalers, this completely adjustable Admiral watchband costs no more than ordinary bands. 
An exclusive product of M. EF G. Watch Band Co. Inc., 9 Desbrosses Street, New York City 


Admiral watchbands make a fine watch finer! 
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THE SLIM MIDO A revolutionary one-piece water- 
proof case gives the new “Ocean Star” a thin silhouette — 
without sacrificing Mido’s famous “worry-free” features. 
Note the concealed stem. Stainless steel case, 18K gold 
markers $110. Yellow Midoluxe $125. 14K gold $275. 


‘ 


THE WEAR-EVERYWHERE MIDO “Starlet” is 
small enough and smart enough for any occasion, yet 
fully waterproof and worry-free. Swim with it. Golf with 
it. Nothing daunts this versatile beauty. Stainless steel 
case, 18K gold markers, sweep second hand $99.50. 


THE MASSIVE MIDO Slightly oversize, “Wyoming” 
is a man’s idea of a man’s etch. If he’s six-foot plus, 
or built like an athlete, he'll appreciate its rugged good 
looks. Waterproof. Concealed stem. Stainless steel case, 


18K gold markers $97.50. Similar models from $79.50. 





A GIFT GUIDE 
Q SELF-WINDIN 
WATCHES 


From the world’s largest selection 
of self-winding watch styles 


Suddenly, everybody wants a self-winding 
watch! And who but Mido could offer such a 
magnificent variety? Mido is the leading author- 
ity on self-winding timepieces because only 
Mido makes them exclusively. The perfect self- 
winding watch for every person, every activity. 
On this page we've shown you just a few. Your 
jeweler can show you dozens more. 

A Mido winds itself as you wear it. Its main- 
spring stays wound to exactly the right tension 
for consistent accuracy. And a Mido is virtually 
indestructible. Fully waterproof*. Protected 
against jolts. Falls. Magnetism. Name the hazard! 

Study this page. Then go to your jeweler and 
choose your gift Mido. More styles? Write 
MIDO, Dept. L23, 580 Fifth Ave., New York 36. 
In Canada: 699 St. Maurice Street, Montreal. 


Sold and serviced in 103 countries. 


with pee 


THE WATCH YOU NEVER HAVE TO WIND 
*As long os cose, crystal ond crown remain intact 


All prices include Federal Tox 


THE CLUBWOMAN’S MIDO She'll never be late 
because the “Datorette” tells her the correct time, the 
correct date (see the calendar window?) and she'll 
never have to remember to wind it. Waterproof. Stain- 
less steel case $97.50. In yellow Midoluxe $110. 


THE GLAMOROUS MIDO A blaze of 18 diamonds 
sets off this tiniest of all self-winding watches. “Darling” 
is in the Mido Miniatures group —all smaller than a 
dime. 14K white gold dustproof case $400. Other Min- 
iatures from $89.50. Gold bracelet models from $175. 
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THE CALENDAR MIDO “What's today’s date?” The 
man with a “Datometer” will always find it in the calen 
dar window. Changes automatically at midnight. Water 
proof. Take it swimming without worry. Stainless st 
case $97.50. Yellow Midoluxe $110. 18K gold $35 


THE MAGNIFICENT MIDO Where elegance is a 
important and price is no object, give the “Tycoo 
Handsome 18K gold case. Massive 18K gold me 
bracelet. And for truly distinctive markers—8 gleami 
gem baguettes. Calendar window. Waterproof. $1,00 





only 


% You'll see this full page 


in LIFE November 23 


Who else but Mido could offer so many different kinds of self- 


winding watches—over a hundred different models to satisfy 
every possible need! And in so many price ranges! Calendar 
watches. Sports watches. Extra-large watches. The world’s 


tiniest self-winding watches. High fashion diamond watches. 


And make no mistake—you will need this kind of variety. This 


Fall, self-winding watches will take the biggest bite yet out 
of the market. 


What an opportunity for Mido jewelers! They’ll be able to sell 
from the world’s largest selection of self-winding watch styles. 
They'll be backed by a big, exciting national advertising pro- 


gram with every conceivable help at point of sale. And they'll 
sell with pride a watch with the most dependable self-winding 


movement and waterproof* case on the market. 


You can do it! Stock Mido watches. Display Mido watches. 


= And how you'll sell Mido watches! 
Mipo WATCH COMPANY OF AMERICA, Inc., 580 Fifth Avenue, 
New York 36. In Canada: 699 St. Maurice Street, Montreal. 


*As long as case, crystal and crown remain intact. 


i AND THROUGHOUT THE FALL—MIDO GIVES YOU 
T is ADDITIONAL ADVERTISING SUPPORT... REGION 
BY REGION in... 
ae 
The Saturday Evening 


POST eaders | 


...and on/ . 
; : J The New York Times Digest | 
Mido jewelers Magazine 


Ca f) Pr oft by It / Write for new Jewelers’ Catalog Supplement! 
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« 
World’s Newest 


Most Powerful © 
Rechargeable 
Flashlight 


RECHARGEABLE 


Fahl 


EASILY RECHARGED NEVER NEEDS BATTERIES 


Now for the first time Life Lite Super “200”, a powerful full beam 
yas rechargeable flashlight that never needs batteries and burns brightly for 
7 hours in a single charge. Can be recharged thousands of times in any 
electrical outlet (110 AC). 
FEATURES: Built in ALNICO magnet: Metal clip - Luminous push 
button - Uses standard bulb - Leather belt loop - Unbreakable case 


¢ 7 FULL RECHARGES FOR 1¢+* PAYS FOR ITSELF IN SAVINGS 
AVAILABLE ACCESSORIES: Automobile cigarette lighter charger - Calf- 


grain carrying case ° 


Separate two halves as shown. 





Ask about our new full line Life Lite merchandising program 


Insert prongs into any outlet (110 AC). 
oTner Life Lil RECHARGEABLE FLASHLIGHTS 


” 





- 


Law AN POWERFUL BEAM BUILT-IN ALNICO MAGNET CARRYING STRAP LUMINOUS SWITCH 

= \  y 
“ay 

The two-tone gray The Sithouette is all 

with golden trim is pink with Ae 


trim. A tiful j 
Section ita & Gulton industries, Inc., Metuchen, N.J. 


for a woman’s 
sets a See us at Retail Jewelers’ Show, August 9-13, Waldorf-Astoria Hotel, N.Y.C. Room 241 


USES STANDARD BULB @ CANNOT LEAK OR CORRODE @ UNBREAKABLE CASE @ GIFT BOXED @ MADE IN U.S.A. 
blight, Fits into 
| pockets or aes 
| compartment. $5.95 
Pier Abo he 
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- BRI0104 


THE NAME THAT HONORS PEARLS | 
BRIO101 


42 WEST 48th STREET, NEW YORK, N. Y. 


Cl 6-9252 Ci 6-9253 


S-LICT 40CL 
Wo! T72 
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ISN’T THIS THE KIND OF AD ACTION 





YOU WANT? 





JC-K’s March issue ran 162 classified ads. 80 of those ads were box num- 
bered. The latest count of inquiries to those ads shows a JC-K record! Here's 


the accounting. 


To date, 857 replies have been received to those 80 box-numbered ads. That 
averages to more than 10% inquiries per ad! And experience has shown that 
JC-K’s classified ads live as long as five months so even more inquiries may 


still come in! 


Every investor should be interested in a return this abundant. 


The next time (maybe right now) you want to change jobs, hire somebody, 
sell something like watch or jewelry repairing, engraving or perhaps auc- 
tioneering or sales promoting—here’s what to do: 


. Turn to page 289 in this issue. 
. Decide under what heading you wish your ad placed. 


. Write your ad in the order blank provided and send it 
along with check or money order. 


Odds are you'll get what you want—in a big hurry—through JC-K. 
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Increase your Sales 


and Profits by having 
ALL the Sterling Flatware Patterns 








at your fingertips 


This book is a necessary selling tool. The Sterling Flatware Pattern Index 


Used every day by jewelers across the is handsomely printed on heavy coated 


, ‘ : , , c nd i venien epar i 
nation, it contains actual-size illustra- stock and is conve tly prepared in 


, ; ; ; loose-leaf form. Revision sheets are 
tions of active, inactive and obsolete 


; ; made availabl reason 
sterling silver flatware patterns made by ade available at reasonable cost every 


; : few years. 
manufacturers in this country. y 





Easy-to-use, this valuable reference 
P ‘ : THE JEWELERS’ CIRCULAR-KEYSTONE 
book has a complete index which lists: Chestnut and 56th Sts., Philadelphia 39, Penna. 


Enter our order for a copy of THE STERLING FLAT- 
* rer’ 
the manufactu ers name WARE PATTERN INDEX. 


With binder $27.50 Without Binder $17.50 
Revision sheets $6.75 


® the current status of every pattern Check or Money Order for $.............. is enclosed 


® the pattern name 


® With binder $27.50 © Without binder 
$17.50 


FOR THOSE WHO ARE ALREADY USING THE INDEX 
THE 1958 REVISION SHEETS WILL BE SUPPLIED AT $6.75 
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There’s a difference... 
in gold filled stock 


fp 


The time you know is when you use it. For in manufacturing, 
ohm -1- 44-1eme al bdo) @aalh a am- tale Mieoiiol-1-1 ain dell-1a-talet-t- mm ol- 0 moh ai 
Tale olgole i © ion diolalmeolo)-)¢_fumm Mal-bal-mn. deh aml -t-lollale Ma. 4-t¢eia mmol tale) 
ear Celebs Cotdeia-1a- Mn] ] -leoiha am CPs ogee Clo] lo Ml fli lem} ¢eles. © 
Tome Ceokoibdlola Pm Cl-Jal-la- tim odt-04-M-Misalia ge) dlsll-ialmeih 4-1 medal Jig 


fale im ol@eleolelosameia 7-t4-1ame 4-1 - lame -taleMl > eda - Ue] -1- C5 a's 


Wl an oN es OC) Ne lo) 


LEBORO. MASSACHUSETTS. U S.A 


A VISION OF TEXAS INSTRUMENTS INCORPORATED 


GENERAL PLATE PRODUCTS 


Me] 
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Waterman-Bic Pen Corporation 





factory / one waterman place, seymour, connecticut / TUxedo 8-256] 





Dear Friend: 
May I introduce myself? I am C. A. Chanaz. 


You have: heard about the recent combination in the U. S. of two inter- 
nationally famous pen companies to form the Waterman-Bic Pen Corpora- 
tion. But, as our new president, I want you also to know the real 
meaning of Waterman-Bic to you, who sell pens, and to the American 
consumer. 


ABOUT OUR COMPANY: Waterman invented the modern fountain pen in 1874 and 
for 75 years has been a symbol of quality. BIC, starting in France, has 
achieved an incredible success throughout Europe, Africa, and South 
America, with a popular line of ball pens of excellent writing quality, 
mass distributed at reasonable prices. Waterman-Bic now join unmatched 
craftsmanship and industrial ability to give America quality writing 
instruments in all price classes. 








ABOUT OUR PROGRAM: We will continue to make Waterman's fine pens. We 
will manufacture the fabulous line of Bic ball pens with new high pre- 
cision equipment already in operation. We will try always to develop 
new and better writing instruments. 


ABOUT OUR THINKING: We will keep faith with distributors and dealers in 
every promise. We will support our line with advertising and promo- 
tion. We will establish fair distribution policies and live up to them 
honestly. We will maintain quality of product always. 











We are now emerging from a transition period to become, we believe, the 
rightful inheritors of the proud Waterman and BIC names. I thank you 
personally for the understanding and cooperation shown us while we have 
been getting organized. And I pledge you my cooperation ... now and for 
all time in the future. We need your help and we will work very hard to 
deserve it. 


Cordially, 


Pa fe 


C. A. Chanaz, President 
WATERMAN=-BIC PEN CORPORATION 
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FLL MORE WHERE You PROFIT MOS 


Bello FORMULA OF SALES TESTED MERCHANDISE AND SALES TESTED MATS 


Ou Display at the 
R.J.A. SHOW 


WALDORF ASTORIF- 
SUITE 961 


AUGUST 9" to 13° 


USE * Wedding 


perrect’ ‘100° 
$10¢ 


are 3? ® 


*$ 
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Ww 4a 
a* > e 
> 4 


a ee : : 
er dreams come true... 


NE ®@EG'STERED 


Wedding Betls 


G ARANTEED 
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: ~ : ‘ 
perrect’ 200 mi 
$- | 7 7 ) 
Both Ho" 
$4 Down « $4 A Week 
PERFECT ‘100 r ie 
$10 PERFECT® ‘100 oo E 
For Both &ing : 
$2 Dowr *$2 A Weer — ee | 
Met hing Weeding Ring $7 50 ane 
$2 Down + $2 A Week 2 Down *$2 Ay 
$2 Down +$2 A Weer 
vdden! ¢ 
= ’ every drearr 5 come true... and the Ddeeut tu! 
a8 her happiness is her Wedding Belts rata 
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' Napprly ew 
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aces ane eg'Stration she recewes with her Weddin, 
Poi in rut. guaran ts exquisite cut 8nd color ¢ 
per m of cent 
— -_ under ten p nificat ‘sane 1 
ret a - Cation. with matching ude dhamong 
PERFECT’ ‘300 it PERFECT* , to choose fro ne oe emerge semana 
o om when v z 
cr “ rr" . you want to make Greams come true 


PERFECT’ “300 
$30 

"i4n - o 

mite Gold OF platinum priced from $50 


*K MATS ILLUSTRATED ARE AVAILABLE $6 Doe" 
in 2, 3, 5 and 7 COLUMN SIZES. 
STORE NAME 


OTHER DEALER-AIDS INCLUDE: IN-STORE 
DISPLAYS AND CONSUMER LITERATURE REESE JEWELRY CORP 
AD No. 59-1 


©1959 Reese Jiry. Corp 


JEWELRY CORP. 


Creators of Wedding Bells Diamond Rings 


666 FIFTH AVENUE * NEW YORK 19, N.Y. 
Telephone: JUdson 6-0234 


. t yer 
109 $10,000 Rin 
es anda amond 
. Ss entar te 
. Bed to show detail. Ai 


ch Monge 
« $6 A Weer 
For Both @ ngs For Born 
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Armbrust presents 
quality chains 

in a variety of the 
latest textures. 

If you want the 
newest in style, 

the highest in fashion 


pane design your line 


‘ 
—s 


with Armbrust chain. 


er men 
Ms 


"i 


Write... Wire... Phone... 


Our representative will call 


Ps 


with our complete line. 


a 
Y rd 


ARMBRUST CHAIN COMPANY, 
Manufacturers Of Quality Chain For 39 Years 
735 Allens Avenue, Providence 5, R. 1. STuart 1-3300 


366 Fifth Avenue, New York 1, N. Y. Wisconsin 7-1091 


657 Mission St., San Francisco § DOuglas 2-2040 
29 East Madison St., Chicago 2. Financial 6-4593 


330 S. Swall Dr., Los Angeles 48 CRestview 4-3071 
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AUGUST 9TH is the day Sessions introduces two revolutionary new developments 
in clock-making at the Retail Jewelers’ New York Convention & Trade Show. 

See the SESSIONS MIRACLE CLOCK... the amazing new cordless electric clock 
with the million-dollar patented movement that stays accurate even as the 

battery runs down! See the SESSIONS LOVE-ALARM ...the unique new 

alarm clock that wakes only one person... lets the other sleeper sleep! 

Both are made only by the Sessions Clock Company of Forestville, Connecticut... 


THE COMPANY THAT’S STARTING A REVOLUTION IN TIME! 
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L. BORRELLI CORP. 


665 Fifth Ave., New York 22, N. Y. 


SUITE 508-509 @ MURRAY HILL 8-0648 ~ 








Fashion sells watches... 
and Sheffield has the most extensive line of 
umported fashion watches retailing 
from *10” to *49” 
Visit us at the Waldorf-Astoria - August 9th to 13th -« Main Ballroom +» Space #126 


-AMERICAN BARTER CO., Inc., 663 Fifth Avenue, New York 22, N. Y. 





SCHICK EARLY 


10% EXTRA PROFIT FOR YOU 


on the new Schick 3 Speed Razor and best-selling Lady Schick Futura Shaver. 
Orders must be placed by September 12. Now you get extra profits on top 
of already bigger profits and the stable selling policies that Schick represents. 
Here’s a real incentive for you to buy early... because you'll sell early. 
Schick’s unparalleled Fall National Advertising Program and Planned Selling 
Programs start this month! 


GREATEST SELLING POWER EVER 


e TV SPOTS —a terrific barrage of hard-selling commercials breaking this month and build- 
ing up to a tremendous Christmas peak — reaching practically every home in the country! 


e TV—“SGT. BILKO’’— through the Summer and into September, Phil ‘‘Sgt. Bilko’’ Silvers 
will be working for you... atop salesman... atop CBS-TV Show. 


e TV SPECTACULARS — all Fall and up to Christmas, Schick sponsors a series of star- 
studded ‘‘special’’ shows on the CBS-TV network that will be the talk of the town. 


@ MAGAZINES —there’s never been a campaign to compare with this one! Full-page after 
full-page of Schick 3 Speed and Lady Schick ads in Life... Look... The Saturday Evening Post 
... Time... Newsweek ... Sports Illustrated... Esquire ...Ladies’ Home Journal... 
McCall’s ... Good Housekeeping... Charm. . .Seventeen... Mademoiselle . . . Glamour 
... page after page between August and Christmas! 


NOTE: IMPORTANT! 
. IN ADDITION TO SCHICK EARLY-BIRD INCENTIVES— 
OTHER EXTRA-SPECIAL OFFERS FOR YOU! 


‘BE SURE TO GET ALL THE DETAILS! CONTACT SCHICK INCORPORATED 
RIGHT AWAY AT ANY ONE OF THESE CONVENIENT LOCATIONS. 


(All offers are subject to withdrawal without notice.) 
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Akron 8, Ohio 
289 S. Main St. 


Albany 7, N. Y. 
55 Maiden Lane 


Atlanta, Ga. 


113 Peachtree St., N.E. 


Baltimore 1, Md. 
114 N. Howard St. 
Beverly Hills, Calif. 
9361 Wilshire Bivd. 
Birmingham 3, Ala. 
519 19th St. North 
Boston 10, Mass. 
153 Franklin St. 
Brooklyn 2, N. Y. 
101 Court St. 
Buffalo 2, N. Y. 

38 Niagara St. 
Charlotte, N. C. 
135 West 4th St. 
Chicago 3, Ill. 

34 East Adams St. 
Cincinnati 2, Ohio 
435 Main St. 
Cleveland 14, Ohio 
1849 East 9th St. 


Columbus 15, Ohio 
73 East Gay St. 
Dallas 2, Texas 

1217 Elm St. 

Dayton 2, Ohio 

34 East 4th St. 
Denver 2, Colo. 

715 18th St. 

Des Moines 9, lowa 
604 Mulberry St. 
Detroit 26, Mich. 

110 Clifford St. 

Fort Worth 2, Texas 
1003 Houston St. 
Grand Rapids 2, Mich. 
123 Ottawa Ave., N.W. 
Hartford 3, Conn. 

142 Church St. 
Hempstead, L. I., N. Y. 
109 Jackson St. 
Houston 2, Texas 
1201 Caroline St. 
indianapolis 4B, Ind. 
21 East Maryland St. 
Jacksonville 2, Fla. 

42 West Monroe St. 
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The sales sensation of ’59! 


Top seller and top 


money-maker in 
store after store! 


Jamaica 32, L. |., N. Y. 
164-01 A 89th Ave. 


Kansas City 6, Mo. 
109 E. 10th St. 


Long Beach 2, Calif. 
9 American Ave. 


Los Angeles 13, Calif. 
404 S. Spring St. 


Louisville 2, Ky. 
606 S. Fifth St. 


Memphis 3, Tenn. 
120 Monroe Ave. 


Miami 32, Fla. 
114-116 N.E. 2nd Ave. 


Milwaukee 3, Wisc. 


757 N. Plankinton Ave. 


Minneapolis 2, Minn. 
904 Marquette Ave. 
Newark 2, N. J. 

1183 Raymond Bivd. 
New Orleans 16, La. 
931 Canal St. 

New York 16, N. Y. 
20 East 40th St. 

New York 16, N. Y. 
100 Nassau St. 


Oakland 12, Calif. 
337 14th St. 

Oak Park, Ill. 
1116 Westgate 


Oklahoma City 2, Okla. 


325 W. Grand Ave. 
Omaha 2, Neb. 
219 South 19th St. 
Peoria, Ill. 

625 Main St. 
Philadelphia 7, Pa. 
1210 Walnut St. 
Phoenix, Ariz. 

123 W. Adams St. 
Pittsburgh 22, Pa. 
806 Liberty Ave. 
Portiand 3, Me. 
477 Congress St. 
Portland 4, Ore. 
929 S.W. 5th Ave. 
Providence 3, R. I. 
211 Weybosset St. 
Rochester 4, N. Y. 
46 North St. 
Sacramento 14, Calif. 
1129 9th St. 


St. Louis 1, Mo. 

213 North 8th St. 

St. Paul 1, Minn. 

111 E. 6th St. 

Salt Lake City 1, Utah 
165 S. State St. 

San Antonio 5, Texas 
107 E. Travis St. 

San Diego 1, Calif. 
922 8th Ave. 

San Francisco 5, Calif. 
681 Market St. 
Seattie 1, Wash. 
1220 Third Ave. 
Spokane 4, Wash. 

W. 508 Sprague Ave. 
Stamford, Conn. 

298 Bedford St. 
Syracuse 2, N. Y. 
307 E. Fayette St. 
Tampa 2, Fla. 

206 E. Cass St. 
Toledo 2, Ohio 

238 Erie St. 
Washington 5, D. C. 
1217 H. St., N.W. 


SCHICK INCORPORATED; LANCASTER, PA. 





FOLLOW 994-995 
THE LEADER 


e FOR STYLE 
e FOR QUALITY 
e FOR VALUE 


Smart jewelers who are interested in 
increasing their diamond business follow 
the style leader... Kaspar & Esh, Inc. 


New York RJA Convention 
Suite 994-995 


Waldorf Astoria Hotel 
New York City 
August 9 - 13, 1959 


RASTA & £an, INC. 


MANUFACTURING JEWELERS * DIAMOND IMPORTERS SINCE 1916 


126 West 46th Street, New York 36, N. Y. ° Antwerp - 62 Rue de Pelican 
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new clocks 
for fast Fall selling! 


NEW LIGHTED DIAL ALARMS 
NEW DECORATIVE WALL CLOCKS 


NEW MINIATURE ALARM 
NEW SNOOZ-ALARM® CLOCKS 


These are clocks you can sell twice as fast . . . because they’re clocks you can sell to both the gift trade 
and your everyday trade. The reason? They’ve got “gift clock” features and “everyday clock” prices! 
They’re just a few of the sales winners in General Electric-Telechron clocks’ Fall line. Order today! 





MINIATURE ALARMS are just 
small enough to save space, 
just big enough for easy read- 
ing. The Cue-ette model shown 
(7S261-K, $6.98) is always easy 
to read near or far, even at 
night, because the dial lights 
up. Two other Cue-ette minia- 
ture alarm models: with lumi- 
nous dial (7$261-L) at $5.98, or 
regular dial (78261) at $4.98. 











GOLDEN TIMES: Gleamin 
golden tines radiate from a 
dramatic black dial. Majestic 
dimensions. Graceful hands and 
numerals. Model 2H68, $29.95. 


DUTCH TREAT: Charming Penn- 
sylvania Dutch design. Copper 
color, Model 2H69-C, $11.95. 
Other background colors: black 
or white, Model 2H69, $9.98. 


FESTIVAL: Colorful folk-art de- 
sign. Wall-hugging metal case. 
Gleaming copper color, Model 
2H111-C, $7.98. Also in black 
or white, Model 2H111, $6.98. 


RADIAL: Modern alarm with 
new lighted dial, beige case, 
Model 7H245-K, $7.98. Also 
regular dial, pink or turquoise 
case, Model 7H245, $6.98. 











SNOOZ-ALARM CLOCKS: America’s fastest selling alarm clocks, now in new models that wake them, let them snooze, then wake them 
again. Shown left to right: Richwood with African mahogany case, brass bezel, Model 7H260, $14.95; Golden Circle with bright brass 
bezel, luminous, Model 7H265-L, $9.98; Snooz-Alarm clock with new lighted dial, Model 7H241-K, $8.98; Little with new pink or blue 
case, also popular gray case, luminous, Model 7H253-L, $6.98... with regular dial, antique white case, Model 7H253, $5.98. 


GENERAL @@ ELECTRIC 


SUehion 


Clock and Timer Dept., Genera! Electric Co., Ashland, Mass. 


Snooz-Alarm is a Regfetered Trademark of General Electric Co. 
to identify its brand of repeat alarm clocks. 


All prices are manufacturer’s suggested prices—plus applicable taxes. 
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“salesmen” to help you sell 





Artcarved 


DIAMOND AND WEDDING RINGS 


and the 


Permanent Value Plan 


Here is the most exciting, the largest advertising campaign in Artcarved’s his- 
tory. August through December, 20 pages of compelling advertisements will 
help you sell in nine leading national magazines. Seven full pages are in blazing 
color — including a spectacular two-page spread. And, for the first time, there 
will be wedding ring advertisements in memorable color to create a lasting im- 
pression on your fast-growing wedding market. 

And this handsome boy and girl are doing the selling job. They will influence 
your customers everywhere . . . reach one family out of every three. Every 
seven days they will appear together, or the bride alone. They will tell young 
people about the exquisite styling in Artcarved rings . . . sell them on the remark- 
able Artcarved* Permanent Value Plan, which enables budget-minded buyers in 
your town to grow their diamonds with their income. Be sure you tie in. Plan 
now to make your profit picture reflect all this great national excitement. 


MORE PAGES...MORE COLOR IN THESE LEADING NATIONAL MAGAZINES 


se} Pll ecm ’ os LIFE 


os ~ 


ei 


ey LAO ag . i 
r\\\ (yt S a MODE Sw; CNS | ee) HOTOPLay 


Bs jet: 


<” . ne _ 
Bp Mecornn ay Bride s Heo then 


oi : # * 
, wrta;’r Mi ret ar ,/ a ; 
fa: \'.4 . cea a 


USE THESE ARTCARVED MERCHANDISING AIDS TO HELP 
YOU PROMOTE ARTCARVED RINGS IN YOUR STORE 


NEW DISPLAYS. Bride displays, folders, gift books, ‘“‘Wedding time for local tie-ins. 

flasher and motion units for Guide for Bride and Groom.”’ FULL-COLOR MOVIE PLAYLETS. 
window and counter. NEW RADIO DISCS. One-minute For local indoor and drive-in 
TIE-IN LITERATURE. Full - color and twenty-second spots with theaters. Also, in B& W for TV. 


COPR. 1959, J. R. WOOD & SONS * TRADEMARK 


J. R.WOOD & SONS, INC. 


216 East 45th Street, New York, N.Y. 
NEW YORK +- AMSTERDAM + ANTWERP 
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TIMES “(7 THE 


PAN AMERICAN GAMES 


Chicago, August 27—September 7 


Greatest athletic festival ever held in the United States, the Pan American Games bring 
together some 2500 athletes from 27 nations of North and South America, in 11 days of 
competition in 21 sports, As a public service, Longines is providing technical personnel and 
use of over $150,000 of certified timing devices, some of which are pictured below. 

The Pan American Games, and the 1960 Olympic Winter Games, are the first interna- 
tional Olympic events to be held in this country in over a quarter of a century. Both cre 


Longines-timed, exclusively. 


LONGINES PRINTING TIMER, prints 
time to 0.002 seconds; starts and finishes 
automatically. 


a * 


@eeeeeesce 
: 7 + 
eS ESOP 





LONGINES SWIM-O-GRAPH shows thetime LONGINES CINE-TIMER takes 100 pictures 
finest split-second timing watch. Records time to 0.01 seconds for each individual swimmer per second; shows time to 0.01 seconds; port- 
to 1/10th second. in § lanes; the perfected swimming recorder. able and self-powered. 


LONGINES 


THE MOST HONORED WATCH IN THE WORLD OF SPORT 
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oo FOR ALARM? Once we get 
a real man-in-the-moon,  dia- 
monds may be as plentful as_ the 
women who want them. 

A Wisconsin scientist, Dr. G. P. 
Kuiper, says that certain lunar cra- 
ters look like South African diamond 
“pipes.” Through a_ high-powered, 
§2-inch telescope, you can see that 
the moon’s craters are of two types, 
says Dr. Kuiper: bowl-shaped ones, 
probably gouged out by bombarding 
meteorites; and cone-shaped 
formed, conceivably, by explosions 
of gas inside the moon when it was 
still in the hot stage. That’s the kind 
of thing that caused the earth’s dia- 
mond pipes. 

But the heat has to be terrific; and 
there's the rub. Scientists differ 
wbout whether the insides of the 
moon ever got that hot! 


ones 


Pg wang cLock: If you saw 
a jeweler climbing a ladder into 
the dusky tip of a 60-foot clock tower, 
youd look around for the camera 
crew. Jewelers just don’t do that kind 
of thing any more—not outside period 


movies! 

Well, one jeweler does—regularly, 
once a week. Robert Judge is the third 
generation of his family to be respon- 
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SPEAKING OF THE JEWELRY TRADE 


sible for keeping the Adrian, Mich., 
town hall clock in order. The city 
pays him $25 a year for his services; 
but that’s not why he does it. He loves 
the old clock. He enjoys climbing the 
ladders to check it each week and to 
oil it each month. (In 1945 it was 
electrified so he no longer needs to 
wind it as his father and grandfather 
used to do.) 

Even when the clock gets into 
trouble, Robert Judge isn’t annoyed. 


Last year a carpenter left his apron 
(full of nails) on the clock’s drive 
shaft. The apron got all tangled up 
i the gears and they broke. Mr. Judge 
thoughtfully ordered a new drive shaft 
made of light tin. Now, in case of 
trouble, the shaft rather than the gears 
will break. 

Two years ago, in midwinter, an ice 
storm coated the wooden minute hand 
on the clock’s east face and snapped it 
off. Despite bitter cold and the danger 
of slipping, Mr. Judge raised a ladder 


on the outside of the clock’s cupola, 
removed the injured member, had it 
duplicated by a cabinet maker. Then 
he climbed up that precarious ladder 
again and tenderly put the new hand 
back in place. 

The city has promised that Mr. 
Judge may buy the clock if it’s ever 
taken down. “I don’t know what I'd 
do with it; I just want to keep it in 
the family,” he says. You can get 
awfully fond of things that depend on 
vou—like a great, big, 56-year-old 


clock. 


fees IN GRIEF: All women aren't 
“diamond diggers.” Norman Pat- 
tison of Connolly’s Jewelers, Pontiac, 
Mich., has proof of that. 

Recently he received a_ tightly- 
wrapped, white paper parcel, ad- 
dressed to the store. Inside was a 
square-cut diamond engagement ring. 

“At first I thought it was a job for 
repair,’ says Pattison. Then he no- 
ticed the note, scrawled in_ pencil: 
“Value $125; it means nothing to me 
any more. My loved one is dead. 
Keep the money or give it to charity.” 

That was all; no hint oi a signa- 
ture. Even the postmark was almost 
obliterated. Only the state came 
through: California. Nor had the ring 
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. 


So far as she knows she is “‘simply’’ picking out her sterling pieces that 


Y a 4 : she will live with proudly and perhaps pass on to her daughter. Though 

, > t . + fa ® - 4 
S h CS Pi C k nig Out she’s unaware of it, her choice is prompted by years and years of integrity 
and craftsmanship that have made sterling the lasting choice of millions. 


a Hundred Years 


The finished beauties of sterling, the designs, shapes and patterns come 
about through the “‘good offices”’ of the sterling manufacturer. He is the 


. s o 
of A bilit Y one that causes our young lady to say, ‘‘It’s so hard to choose!’’ And, 
. ; having chosen, to be happy with it ever after. Because it is sterling! 


and Integri t} o Handy & Harman has supplied leading sterling manufacturers with their 


“raw materials” for over half a century. For the simple and difficult-to- 


maintain reason that, whatever its guage, shape, size or form, Handy & 
Harman sterling silver is of exceptional and undeviating quality. 


Your No.1 Source of Supply and Authority on Precious Metals 


HANDY & HARMAN 


General Offices: 82 Fulton St., New York 38, N. Y, 
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come originally from Connolly’s. Mr. 
Pattison examined it to find out. 

He says it’s a “nice” diamond, 
worth about $175. But he'll sell it for 
the $125 which the sender specified. 
The money will go to the United Fund 
te start the Fund’s Fall campaign. 
Hopefully, this gift of grief will prime 
a pump of generosity in Pontiac which 
will put the fund over the top. 


oo FOR TWEENS: Here’s a new 
fact or two to tuck into your 
tween-age kit. (Tween-agers are girls 
10 to 16; the pre-pre-bride-to-be set.) 

According to an American Girl 
sample survey, 71.5 per cent of its 
2 million readers (all tweens) now 
own one, two or three watches; and 
87 per cent received the timepieces as 
gifts. 

Even more important, a surprising 
57.5 per cent of the girls interviewed 
said they were given “all the choice” 
in selecting their watches; another 11 
per cent got “most of the choice.” 

If these figures are indicative of 
all 10- to 16-year old girls, a small 
slice of your watch advertising budget 
might well be directed toward tweens. 


— DEPARTMENT:  Tif- 
fany’s is stocking cultured pearls 


for the first time in its long and ex- 
alted history! They’re not featured 
prominently, up front, of course. 
They’re along with “semi-precious” 
over on the 57th Street side. Even 
sv, their price range is $1,600 to $30,- 
000. At $30,000 you can get a 17 inch 


A 


| EVERYTHING MUST Gof 





HURRY I 








graduated strand with a diamond 
clasp, made of the finest 5-years-in-the- 
water cultured pearls that Tiffany’s 
could find. The center unit is as big 
as an agate marble — much bigger 
than any oyster-conceived pearl in the 
store’s top price “real” strand (which 
retails for $34,000). Man has come 
a long way in his gem-producing 
know-how. But pure oyster still gets 


top billing. 


HE FIRST POCKET WATCH: We can’t 

verify this story. But it appeared 
as fact in a “usually reliable” Slo- 
venian magazine some 20 years ago. 
In any event, we like it—and think 
it’s worth including among the nicer 
Peter Henlein legends. 

It was the year 1500, in Nurem- 
berg, Germany. Peter Henlein’s wife 
fretted about the strange conduct of 
her husband. He had shut himself in 
his workshop and wouldn’t come out, 
day or night. Could he be possessed 
of the Devil? 

Then, one day, a neighbor per- 
suaded Peter to lend a hand with 
some repairs. Mrs. Henlein’s oppor- 
tunity had come! She slipped into 
the workshop—and heard a strange 
noise coming from a cupboard. There 
she saw something that resembled a 
miniature drum. It ticked, diabolical- 
ly. In horror, she threw the thing to 
the floor where it smashed into a thou- 
sand pieces. At last she had broken 
the satanic spell which had possessed 
her husband, 


When Peter found what she had 








"Sam, try to look excited!" 
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done, he raved like a maniac. Finally 
he calmed down and trudged off to 
see the mayor. “Put me in prison,” 
he pleaded. “Lock me and my tools 
into a cell; and keep us there!” 
This strange request seemed to 
prove that Peter had, indeed, taken 
leave of his senses. A madman should 
be locked up—and the mayor has- 
tened to comply with Peter’s wishes. 
Many days later, Peter sent word 
to the mayor that he was ready to be 
released; and would the mayor come 


to see him. When that official arrived 
surrounded by a protective coterie of 
advisers—Peter proudly presented him 
with a tiny drum-shaped object that 
ticked. It was a new kind of time- 
piece—the very first pocket watch. 


pr ce eapee IMPERFECTION: An in- 
clusion in a diamond—one you can 
see with your naked eye—is likely to 
kill a sale. Certainly such a flaw never 
adds to a gem’s value. 

Never? Well, hardly ever. .. . 

Not long ago David Widess of I. 
Widess and Sons, Los Angeles in’ 
porters, came across a two-carat dia- 
mond with an inclusion you could spot 
a mile off. 

Inside the gemstone was a very rare 
demantoid crystal in a glorious green 
color. Mr. Widess has never seen the 
likes of it, in 65 years’ experience. 

The “freak” made a big stir at the 
Gemological Institute of America; and 
it sold to the highest bidder, a jeweler 
who coveted it for himself. 

Which only goes to show that what’s 
“imperfection” and what’s “beauty” 
is all in the point of view. 


ne Re SUSTAINED: For two hours 
Benny Goldsmith (M. B. Smith 
Jewelers, Charlotte, N. C.) patiently 
showed watches to a woman customer; 
seven times he patiently answered her 
plaintive question: “What makes 
watches so high priced?” 

When that question came for the 
eighth time, Benny couldn’t take it 
any longer. 

“It’s the profit, lady!” he exploded. 
“It’s the great, big, fat profit!” 





It's Christmas 
at the Waldorf 


Aug. 9 starts “‘Jewelers’ Week”’ at the world’s most 


famous hotel. Here is a preview of what you'll see 


and hear during the five-day RJA show 


@ “NO TIME,” the Retail Jewelers of America 
cautions, “will be devoted to impractical pro- 
posals.”” Which seems rather an unnecessary 
warning, judging from the content of the con- 
vention program set up for the 12,000 U. S. 
jewelers who will flock to New York Aug. 9-13 
for the annual RJA convention and trade show. 

The business sessions, all of them quite ma- 
terial, start Monday morning, Aug. 10, after an 
address of welcome by President Arnold A. 
Schiffman. Oscar Kind, Jr., of S. Kind & Sons, 
Philadelphia, is chairman of a sales forum which 
“will give all jewelers something concrete to take 
home with them.” Panelists with Kind are J. 
L. Ratner of Rogers & Co. of Columbus, Inc., 
Columbus, Ohio; Carroll Seghers of Carroll’s 
Jewelers, Coral Gables, Fla.;and John B. Stevens, 
vice-president of International Silver Co. 

On Monday afternoon Director Charlotte 
Thompson of the Fashion Coordination Institute 
will tell jewelers how they can make more money 
through the selling power of fashion. 

On Tuesday morning, Aug. 11, seven industry 
leaders will explore installment selling’s future 
in a seminar entitled “Credit Jewelry Business 
from the 20’s into the 60’s.” An open forum dis- 
cussion will follow the predictions of these panel- 
ists: William Wagner, chairman; Oliver A. 
Jenkins of Duval Jewelry Co., Jacksonville; Leo 
Weisfield of Weisfield’s, Inc., Seattle; Fred B. 
Dreifus Jewelry Co., Memphis; Jay C. Lighter- 
man of Tappin’s, Inc., Newark, N. J.; Melvin Foer 
of Melart Jewelers, Inc., Washington; and Mel- 
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vin Rudolph of Rudolph Bros., Inc., Syracuse. 
Two films will be shown Tuesday afternoon, 
courtesy of The Watchmakers of Switzerland 
and the Watch Material Distributors Association 
of America: “Time in Switzerland” and “What 
Makes It Tick?” 

Wednesday morning, Aug. 12, will be devoted 
to a symposium on advertising, moderated by 
Lester Thomas of Thomas Jewelers, Findlay, 
Ohio. Participants: Charles Telchin of Telchin 
& Campanella New York; Phillip R. Kahn of 
Falk & Kahn, New York; Ferd Ziegler of Mc- 
Cann-Erickson, New York; and Edwin Freed of 
Alpert’s, Elmira, N. Y. In the grand ballroom 
of the Hotel Astor on Wednesday evening, con- 
ventioners and their ladies will sit down to the 
RJA 1959 annual banquet. 

The concluding business session will be held 
Thursday morning, Aug. 13. This is the annual 
membership meeting, when several directors will 
be chosen. 


8 Per Cent More Exhibitors 


Before, during and after the business sessions, 
some 260 exhibitors will show their fall and 
Christmas stocks to the expected record shopping 
crowd. At least 65 kinds of merchandise will be 
shown ‘in 400 exhibit spaces, an 8 per cent in- 
crease over 1958 showings. Save for quarters oc- 
cupied by its permanent guests, the Waldorf will 
assign all of its rooms to the jewelers during the 
five days, starting Sunday, Aug. 9. Majority of 
exhibits are on the first 9 floors. Zee 
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CONVENTION 


MONDAY, AUGUST 10 


Address of Welcome by President 
Arnold Schiffman. Morning sales 
forum—Oscar Kind, S. Kind & 
Sons, Philadelphia, chairman; J. L. 
Ratner, Rogers & Co. of Columbus, 
Inc., Columbus, Ohio; Carroll Seg- 
hers, Carroll’s Jewelers, Coral Ga- 
bles, Fla.; John B. Stevens, Interna- 
tional Silver Co. Afternoon address 
by Charlotte Thompson, director of 
the Fashion Coordination Institute. 


JY. 


Telchin 


1959 
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TUESDAY, AUGUST 11 
Morning seminar—“Credit Jewelry 
Business from the Twenties into the 
Sixties.” William Wagner, JC-K con- 
sumer credit consultant, chairman; 
Oliver A. Jenkins, Duval Jewelry 
Co., Jacksonville; Leo Weisfield, 
Weisfield’s, Inc., Seattle; Fred B. 
Dreifus, Dreifus Jewelry Co., Mem- 
phis; Jay C. Lighterman, Tappin’s, 
Inc., Newark, N. J.; Melvin Foer, 
Melart Jewelers, Washington; Melvin 
R. Rudolph, Rudolph Bros., Inc., Syr- 
acuse. Afternoon films—‘“‘Time in 
Switzerland,” “What Makes It Tick?” 


Weisfield 


Rudolph 


Ziegler 


Stevens 


Dreifus 


PROGRAM 


WEDNESDAY, AUGUST 12 


Symposium on Advertising. Lester 
Thomas, Thomas Jewelers, Findlay, 
Ohio, chairman; Charles’ Telchin, 
Telchin & Campanella, Architects, 
New York; Phillip R. Kahn, Falk & 
Kahn, New York; Ferd Ziegler, Mc- 
Cann-Erickson, Inc., New York; Ed- 
win Freed, Alpert’s, Elmira, N. Y. 


THURSDAY, AUGUST 13 


Annual RJA membership meeting. 





LIST OF EXHIBITORS AT RJA NEW YORK SHOW 


(numbers indicate Spaces at Waldorf-Astoria Hotel, unless indicated otherwise) 


Accro Watch Co., Inc. 
Adams, William, Inc. 
Adler, Albert 
Admark 
Adwar Jewelry Co. 
(See Jewelers Guild, Inc.) 
Aetna Creations, Inc. ..S-28, $-29, S-30, 8-31 
Aisenstein, Louis, & Bros. Inc. 8 


Allsopp-Steller, Inc. 
(See Krementz & “ee 
Alsten Co., The 
Altheimer & Baer, Inc. 
American Charm Corp. 
American Greiner Electronics, Inc. ..... 245 
American Lip Corp. 
Anchor Casting Co., 
Anson Distributor 
(See Berwin Jewelry Co., Inc.) 
Apex Accessories Co., Room 910 
BY Rey or 44 
Arduino, Victoria, Corp. ............. S-33 
Argentum Silver Co. .............. 315, 316 
Armack Importers, Inc. 306 
Arnow Jewelry Co. 
(See Jewelers Guild, Inc.) 
PE Bee GIR. vases cvcvsccsee B-4, B-5 


B & B Monogram Jewelry Co. 
(See William J. eee 
Baden & Foss Co. 


Baker Setting Division 

(See Engelhard Industries, Inc.) 
Balda Camera Co. (See King Photo Corp.) 
Ballou, B. A., & Co., Inc.. Suite 912, 914, 916 
Baltes Mfg. Co. 

(See William Adams, Inc.) 

Barzel Crystal Imports 208 
Basch & Co 
Basilica Rosary Co. 


Bates, C. J., & Son 
Baumstein & Feder 
Carpenter White Room & Foyer 
fF ea eee * E-18 
Benjamin & Medwin 
(See Armack Importers, Inc.) 
Benrus Watch Co 977, 979, 981, 983 


Berco, Inc. 


(See Ferri Bros., Inc.) 


(See Enicar Watch Corp.) 
Berg Selector Co. 308 
Berwin Jewelry Co., _ 

Blackinton, W. & S., 
(See Frank M. Whiting & Co.) 
Boardman, The J. C., & Co. Silversmiths 
329, 330 
GS Ro 129. 130 
Bristol Silver Co., Inc. 
(See Poole Silver Co., Inc.) 
Broadway Ornamental Products, wr -M- 124 
Brown & Gravenson, Inc. 
Buffalo Jewelry Case Division 
(See Bufkor, Inc.) 
Bufkor, Inc. ...... 77, 78, 81, 82, 88, 89, 90 
Bulova Watch Co. .. . Park Ave. Terraces 


Caribe Time Products, Inc. 
Celsa Corp. of America 
Chesterfield Jewelers, Inc. 
EC o's, ks oe ovcdcaen's 2: 
is ekeen Room 99] 
Citron, J. H. & Son 
Clebar Watch Co. .. (See Zodiac Watch Co. ) 
Coehler, Henry, Co., Inc., Silverite Co. 
Room 921, 923 
Cohen, A., & Sons Corp. Jansen Salon & 
Blue Room; 4-U-1 


..326, 327, 328 


Cole, Henry, & Son, Inc 
Cole Steel Office Machines, Inc 
College Seal & Crest Co. 
(See Jewelers Guild, Inc.) 
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Columbus Show Case Co....Model Jewelry 
Columbia Silver Co., Inc 
Pe a ., on tebndewnse eb one 240 
Coro Fashion Watches, Ltd 
Coronet Jewelry Mfg. Co 
Corum Watches 

(See Tessco Jewelry Creations) 
Cramer-Tobias, Inc. 
Croton Watch Co., Inc.. 
Crown Luggage Co., Inc.. 
i Ee. os Lea eeeseedans O4 
Cuckoo Clock Mfg. Co., Inc 
Cyma, Division of Berco, Inc. 

(See Enicar Watch Corp.) 


Davidson & Sons Jewelry Co., Inc........38 
i SO ise packeeadeceeees s 305 
Delaware Watch Co. 

(See A. Schwarcz & Sons, Inc.) 
Delgard Watch Co. 

(See A. Schwarcz & Sons, Inc.) 
Deltah Pearls 

(See Pearls by Deltah, we 
Dennison Mfg. Co. 
Dershowitz, L., & Co 
Dolan & Bullock Co. 
Donard Associates, Inc. 
Doskow, Leonore, Inc. 
ee a ee 34 
Dumbell Smamports Ca, 2... ccccccccccccccs S-8 
Dunston Leathers, Inc. ..............-. 234 


Edison Sewing Machine Co. 
(See Royal Sewing Machine Co., Inc.) 
Electric City Box Division 
(See Bufkor, Inc.) 
Empire Hollowware Co., Inc............. 93 
Endura Time Corp. 
(See L. Harris Co., me 
Engelhard Industries, Inc. .............. 
English Silver Mfg. Corp 323, 324, 395 
Enicar Watch Corp. 51 
Eton Jewelry Mfg. Co 3 
Evans Case Co. ......... 410, 411, 412, 413 
F & F Charm, Inc 
Fairbanks Ward Industries, Inc..... 
Farrington Jewel Cases 
Farrington Mfg. Co. 
Feature Ring Co. 
Feffer, Harry 
Feinstein, E. 
Ferri Bros., Inc. 
Fiddelman, J. & Son, Inc 
Fleischmann, Louis 
Me 6 oi veacctdacadeees 49, 50 
a ng wa 9 ie mile ace mie eel E-12 
Forestville Clock Co. ............ 320, 321 
Forman-Cutler Co., Inc. 5 
Formed Products Co. ..........00.00+-24 
ENS, SR a FE See 9G-9H 
Four Aces Jewelry Corp. 
(See Joseph Pollak & Distributors) 
Freed, Edwin, Inc. 30, 31 
131, 132 


G. C. & G. Jewelry Mfg. Corp......... E-27 
Gardner Silver Co., Inc . 
Gemex Corp., The 

Suites 9R- 98 sr 
ee Institute of America 
Gon Paatinem Bile, Ca... .cccccccscece 596 
General Charms, Inc , 86, 87, 91 
General Electric Co., Clock & Timer Dept 


Glenwood Products Corp. 
Goldcraft Jewelers 

Golden Shield by Sylvania 
Gold Filled Mfgrs. Association 
Goldscheider of Vienna, Inc 


Goldstein-Gerson Co., Inc. 
Goodman & Co. 7 
(See Goodman & Co.) 


Goodson Mfg. Co..... 
Gorham Co., The Suite 942-944- 
946-948-950 


Gorman, Henry, & Son, Inc 60 
Gruen Watch Co. ..... 4-J, 4-K, 4-L, =. 


Gulten Industries, Inc. 


241 
Gutschneider, Jack, Jewelry Co., Inc.....13 


Hamilton Watch Co. ...... Louis XVI Suite 
Hammerman Bros. 
Harlee Creations, Inc. 
Harris, L., Co., I 
Heart O’ Romance 
Heavenly Creations, Inc. 
(See Sun Gold Industries) 
Hochman-Korman Associates (See Apex 
Accessories, Inc.) 


benée Gostadukonsawes 7 


Honora Jewelry Co. 
House of Oland, Inc 46 
Huye Space Savirg Box System, Inc. 98, 99 


Ikora Importers, Inc. .............243, 244 
Imperial Lamp & Shade Co............ 203 
Imperial Pearl Syndicate, Inc.....39 & 40 
PU OM 9 dnon0snchedecrndvdisonds 59 
Inku 
International Silver Co., The.. 
S-12, S-13, S-14, S-15, S-16, 'S-17, S-18, 
S-19, S-20, S-21, S-22, S-23, S-24, e- ~ 
International Trade Counter 
Iris Floating Opals 

(See George Schindler mene 
Italian Jewelers, Inc. S-2 
Isaac, Charles, M. .......... Regency ei 


Jaffe, A., & Son, Inc.........Suite 967-969 
Jayposon Charm & Jewelry Mfg. Co..... 
Jewelers’ Buyers Guide 117 
Jewelers’ Circular-Keystone ........... 237 
Jewelers’ Consultants, Inc. ...... noon a 
Jewelers Guild, Inc B-7, 
Jewelry Industry Council 
Jones & Woodland Co. (See Krementz & bo 
Jordan’s Importing Co..............-- 
Junghans & Diehl Clocks (See 

Chronos Clock) 


K. S. K. Jewelry Co., Inc 
Kahn-Jacobeon, Inc. .....ccccscccccce Suite 
Karpeles, Maurice J., Inc............-.-33 
Kaspar & Esh, Inc Suite 994-995 
Katz, Frank M., Inc.........cccccceccess 21 
Kaufman, Bert ; a Co. 
(See Berwin Jewelry Co., Inc.) 
Kelbert Watches & Jewelry 
(See Carbide Time Products, Inc.) 
Kessler Bros. Jewelry Corp. 
(See Jack Gutschneider Jewelry Co., Inc.) 
Keystone Camera Co., S-7 
Keystone Silver, Inc. ..........-- 313 & 314 
Kin Lock & Tru So Diamond Rings 
(See David Sarkin, Inc.) 
Kling Photo Corp M-1 
Koch, Fred J., Imported Clocks 
Korn, William, Display Division 
(See Bufkor, Inc.) 
Kousin Jewelry Co., Inc. 
(See Jewelers Guild, Inc.) 
Krementz & Co. ........+- Suite 900-902-904 


SS ee a cee ced eaweddawe 112 
Lady Alice Pearls 

Landau, Max, & Co., Inc 

La Triomphe Creations, Inc 

Lawrence Jewelry Co. ........-+eee0e- 211 
Laytan Jewelers, Inc. 

Lazarus Jewelers, Inc. 

Lederer, Victor E., Co 
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.309, 310 


Lehman Bros. Silverware Corp.... 
Lemore Jewelry Mfg. Co. 
(See Jewelers Guild, Inc.) 
Lifton Gold & Asher, Inc. 
(See Harold Lifton Co.) 
Lifton, Harold, Co., Inc 2 
Lignum- Vitae Products Corp 
Linde Co.—-Div. of Union Carbide Corp. 
S-32, Suite 953-955 
Lohengrin Ring C 
(See L Fiddelman & Son, I 
Lona Mfg. Corp. 
(See George D. Schindler Representatives) 
Longines-Wittnauer Watch Co., Inc. Suite 
Look Magazine 118, 119 
Lovebright Diamond Co., Inc.. .Suite 9L-9M 
Lucien Piccard 6 & 15 
Luria, L., & Son, Inc. 
Chinese Room & Salon 


nc.) 


Lesco, Ltd. 
(See George Schindler Representatives) 


M. G. M. Jewelry Mfg. Co., Inc. 

(See Jewelers Guild, Inc.) 
M & M Jewelry Creations, Inc M-101 
M & N Silvers 

(See Jewelers Guild, wr ) 
Maimone, Marquis De, Inc -26 
Major Electronics Corp. ........... NM 115 
Manheim, H. M., & Co. 

(See B. Murachanian & Co., Inc.) 
YC ks. cc cctesewed Suite 968-970 
ee EM cc icccscncsataes M-105 
Marhill Co., Inc., The 
Matissee, Ltd (See Renoir of Calif.) 
Mautner Co., Imc. ........... 140, 141, 142 
Medana Watch Co. 

(See Louis Aisenstein & Bros., Inc.) 
eee Bes Ct eo cuk swans sawanwe E-14 
Merchandise Selectors, Inc. 

(See Robbin woewen. 
pene Tes CO, 5 nc ctccavenecdiasal 
Minox Camera Co. (See Kling Photo Corp ) 
BEORG JOWOEG CORR. cc vcccccedeseseses 233 
Model Jewelry Store ....100, 101, 102, 103, 

104, 105 
Modern Onyx Mfg. Co., Inc. ........... 116 
Monarch Watch Co., 
Monte Jewelry Mfg. Corp. ............. 106 
Monterey Jewelers, Inc. ...............- 16 
Morel Jewelry Displays Suite 941-943 
Moss Photo Service, Inc. 96 
Most, N. J., Corp., The 
Murachanian, B., & Co., Inc. 
ge te a ee ee eee 209 


Napier Co., The 
National Everbrite Co., Inc. 
(See A. Cohen & Sons Corp.) 
National Jeweler Magazine 238 
Neptune Cultured Pearl Syndicate 
(See Jewelers Guild, Inc.) 
New Hermes Engraving Machine Corp. 
55, 56 
North American Philips Co. ......... 47, 48 


Olympic Luggage Corp. ........... 107, 108 
Omar, Inc. 135 
Oneida Silversmiths. ..... E- 

E-7, E-8, . 
NS epee e eae 230, 231 
i as a a a Nr ae 64 
Overocean Clock Co. ..... ORE Pee Pee 46 


Page, E. F., Co (See Van Dell Corp.) 
Pan American Barter Co., Inc., The 
(See Sheffield Watch, _ : 
Parker Pen Co., The 
Perregeaux, Paul, Watch Co. 
(See A. Schwarcz & Son, ~~ ) 
Pearls by Deltah, Inc. 
PI EM ced cvincwnsnecoen el $1, S-2, $3 
Philips Mfg. Co. 
(See George Schindler Representatives) 
Phinney-Walker Clock Co. 
(See Semca Clock Co., Inc.) 
Photo-Sculpture, Inc. 
(See Honora Jewelry Co.) 
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Pollak, Joseph, & Distributors 
Pomerantz, Reuben, Co., Inc Carpenter 
White Room & Foyer 
Poole Silver _~ - 80, 84, 92 
Posner, J., & So 
(See pais Charm & Jewelry a 
Present Trading Corp. 


Rachmuth Bros. 
BR. Civ cancads oken watas aber 322 
Reed & Barton Silversmiths. ..Suite 779-781 
Reese Jewelry Corp. ............ Room 961 
Reich, M. A., Co., Inc Suite 907-909 
Relide Clock Co., The M- 
Remington Rand Dealer Sales, Div. of 
Seasee MORE COG. occ ccicevcsesceves 14 
Remington Rand Electric Shaver, Div. 
of Sperry Rand Corp. 9, 
Renoir of Calif., Inc. ........ M-122, M- 123 
Rensie Watch Co., Inc. ..........0¢: M-112 
Revere Silversmiths 
(See Crown Silver, Inc.) 
Richie Premium Corp. 
(See Brown & Gravenson, Inc.) 
Robbin Products 
Rocket Jewelry Box, Inc 
(See Standard Unbreakable Watch Crystals, 


Inc.) 
Rockwell Silver Co., The........ E-24, E-25 
Rondette 312 
NE Cac oe cckseeaedsces ues S-4, S-5 
Rose Crystal Import Co., Inc. ........ M-103 
Rothman, Charles, Co. 

(See George Schindler, Representative) 
Rotkel & Landy S- 


Roxhall Time Co. 
(See Dunhall Imports 3 ) 
Royal Sales Co., Inc. B-6 
Royal Sewing Machine Co., 
Royal Zircon Co. 


(See E. S. Feinstein & Co.) 


ee sae 
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Samsonite Luggage Co. 


(See Shwayder Bros., —° 4 


Sarkin, David, Inc. 


Sauteur, Sterling by 
(See Renoir of Calif., Inc.) 
Savoy Watch Co., Inc. ........... Room 965 
I, a iin n dt sdesncenh bos ceuneake 29 
Schick, Max, Jewelry Co., Inc. 
(See Chesterfield Jewelers, Inc.) 
Schindler, George D., Representatives 
Room 963 
Schliff, J., & Sons, Inc. 
(See Gem Platinum Mfg. Co.) 
Schotland, Maurice 
(See William J. Sufian) 
Schmetzer, Inc. ] 


Schwarcz, A., & Son, Inc. 
Selsi Co., Inc. 
Semca Clock Co., Inc. .......... E-20, E- 91 
Sessions Clock Co. ; | E-5, E-16, E-17 
Seth Thomas Clocks ...............-27, 28 
Shefheld Watch Inc 
Shriro, Inc. 
Shwayder Bros., Inc. 
Siamese Imports Co., 
bic mcckdweescadevuen 207 
Silver City Glass Co., Inc.......... 205, 206 
i ee Pe... ona ckesccabaane 41 
Silver Polish (See Crown Silver, Inc.) 
Silver Shower Umbrella 
(See Jewelers’ Consultants, Inc.) 

Silver Protector. ...(See Crown Silver, Inc.) 
A oc ona ne sn caedebsabe 114 
rer (See Lucien Piccard) 
Solow, Harold, & Co. 318 
Speidel ee 4F, 4G, tH 
Standard Camera Corp. .......0cccece: 401 
Standard Unbreakable Watch Crystals, 

Eg EES = a Cee Se ED ede 136 
Steamaster Co., 
Stern-Lite Luggage pdb alike 0 ha edad 
Stern & Stern, Inc..... (See Jewelers Guild) 
Steven, David G., ine. , 139 
Stieff Co., The 


Stratton of London, Inc. 
Suberi Bros. 
Sufian, Wm. J. 
Sunbeam Corp. ........-++++++ B-1, B-2, B-12 
Sun Gold Industries ..........-++- 219, 220 
Superior Chain Co., Inc. ........ 144-Stage 
Superior Jewelry RTS 32 
Supreme Cutlery Comp. .......-++++++ 122 
Swedish Metalcraft, Inc., Div. of 
Nils-Johan, Sweden 
Swift & Anderson, Inc. 
Swiss Clocks of Distinction 
(See Relide Clock Co.) 

Syndicate Diamonds, Inc. 

(See J. Fiddelman & Son, Inc.) 
Syracuse Ornamental Co., Inc E-1, E-2 
Syroco, Inc. 
Sobie, Simon, & Co., Inc. .........-.+-- 109 


Tanebaum, B., & Co., Inc. ............- 83 
Tanz, Philip Co., WE 4a weceueul 201, 202 
Tenna Creations, Inc. E-23 
Telchin, Charles S., Architect, Telchin & 
Campanella, Architects 
Tessco Jewelry Creations ............-..29 
Tishman & Lipp Carpenter White 
Room & Foyer 
Towle Silversmiths Suite 842-844 
Transistor World Corp. E-29 


Underwoed CO. cosccccccsccccensenss 125 
United States Time Corp. ..........53, 54 


Vacheron & Constantin-Le Coultre Div. 

(See Longines-Wittnauer Watch Co., Inc.) 
Van Dell Corp. ..........Suite 901-903-905 
Vibrograf Corp. ...... (See Incabloc Corp.) 
Watchmakers of Switzerland, The, 

Information Center, Inc. ...... 11, 12, 110 
Waterman-Bic Pen Corp. ......... 133, 134 
Weissman Watch Corp. ............- 4-V-1 
Westclox, Div. of General Time Corp..26, 27 
LUE Ree 
Whiting, Frank M., & Co. 

Wilton Mdse. Co., Inc..... (See Alsten Co.) 

Winard, Inc. 

Winston, Harry, Inc., Loose Diamond Div. 
Suite—Outside of the Exhibit Area 

Wittnauer Camera Div. 

(See Longines-Wittnauer Watch Co. » Inc. ) 
We GMs coc awe cus aneeeauceue 229 
Wideband Jewelry Corp. 

(See Jewelers Guild, Inc.) 
Wood, J. R., & Son, Inc......Suite 915, 917 


Zell Companion Products Corp...... 
GND: WIEN Ga as ba newcéecdodka tetas 145 
Zuckerman, Nat, & Co., Inc. . 





ALSO, A BIG PACIFIC 
SHOW: The Retail jewelers 
and the 
Jewelers 


of America, Inc., 
California Retail 
Association will co-sponsor 
a repeat performance of 
last year’s first annual Pa- 
Jewelry Show. This 
event is set for Aug. 30- 
Sept. 1 at the Hotel Statler 
in Los Angeles; show officials 
expect more than 1200 
Christmas shoppers. For list 
of exhibitors and preconven- 
tion story, see page 253. 


cific 














Christmas room was a favorite of New Yorkers—and sold dozens of gold charms 
(the toys under the Christmas tree). Furniture and crystal chandelier are authentic 
Venetian miniatures rented from an antique shop. We, ourselves, made the parquet 
floor (squares of brown and beige paper); background walls (Upson board covered 
with fabric) and the cardboard stairs. Also the tree, fashioned of wire and Norwegian 
lichen (available at dime stores). Tree trimmings are tiny ornaments and colored 
stones detached from dime store jewelry. A turquoise bracelet dangles from a chair; 
one brooch stands upright on the settee and another on the carpet. We always show 
brooches upright or suspended—never flat—to give their beauty airiness and full play. 


Ideas You Can Use from 


TIFFANY’S CHRISTMAS WINDOWS 


by Ronald Prybycien, assistant display director, Tiffany & Co. 








These pictures are examples of Tiffany & Co. 
Christmas windows for the last four years— 
since 1955, when Gene Moore became display 
director and turned the store’s five windows 
into the talk of New York. .. . Tiffany 
windows are usually planned months in ad- 
vance, and changed about every two weeks. 
Changing takes place in the evening. After 
dark, says Mr. Prybycien, “‘the window glass 
becomes a perfect mirror to show us whether 
we're getting the effects we want.” Each dis- 
play is a “picture” with an actual wooden 
frame. Floors are 22 inches deep, 70 inches 
wide; but the width is usually reduced to 
about 30 inches by adjusting draperies and 
sides of the “frame” which move on tracks.— 


The Editors 








® SOME JEWELERS MAY THINK that Tiffany’s 
windows lack “sell.’’ Actually, they sell like crazy! 
They seem to inspire impulse buying, especially 
during the big gift-giving seasons. Around 
Christmas, for instance, I’m always crawling into 
a window to remove a one-of-a-kind item some- 
body wants. 

When planning our windows, though, our 
chief purpose is to please the passerby; to give 
him an aesthetic lift which he connects with 
Tiffany’s—and which, we believe, carries over 
in his attitude toward all fine things. It is our 
philosophy that jewelry stores have an obliga- 
tion to promote good taste and to stimulate the 

(please turn to page 126) 
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Balsa wood cathedral expressed our regard for the re- 
ligious dignity of the Christmas season. It was done by 
Jordan Steckle, a fine young New York artist. (A con- 
test among high school art students might produce some- 
thing similar.) The church is three dimensional, in nat- 
ural balsa wood color backed by a midnight blue cyclo- 
rama. Colors in the stained glass window (scores of tiny 
chips of cellophane paper pasted on a circle of clear plas- 
tic) are picked up by the jewels lying on the white “snow.” 
Lighting was important here. We used daylight blue 
spots across the snow and from the upper right, so that 
light streamed through the church and the “stained glass.” 


ee 
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Madonna and Child plaque, with a single burning white 
candle, was one of our successful institutional windows. 
(Jean Owens of New York sculpted the piece in clay and 
‘ast it in plaster.) Except for the amber flame, the 
window is all white, lighted with blue spots from the top 
and sides. We placed snow-sprayed twigs tight against 
the window to form a frame and used a thicker frame of 
sprayed twigs to edge the plaque. Background is our 
midnight blue cyclorama and the floor is “make-it” snow. 
The blue spotlight across the foreground helps create a 
spiritual feeling of the mystical and unknown. 


Men’s jewelry is displayed in this Christmas window. 
The small mahogany carriage-maker’s model (an antique) 
against a red velvet background, gives a masculine flavor 
to the scene, sets the stage for casual arrangement of 
cuff-links, gold and pear! tie clips, rings, watches, cigaret 
case, lighter, etc. We made the tiny gift packages and 
Christmas tree in the shop. ... Toy kits for making some- 
what similar carriages are available at any crafts store. 
You might commission an art-minded high school student 
to do one for you—and give him credit on a tiny white 
card. . . . Notice how much more effective the carriage 
is without driver or horse—an example of what we mean 
when we say: “Don’t be too literal.” 





een date Teas 
« C5 4 * Bos 
All-silver window, with its unconventional treatment, was 
questioned by our hollowware department during the 
planning stage. “Show silver against silver?” they wanted 
to know. But they gave in when they saw the handsome 
effect. The background is chicken wire, stuck through 
with scores of bunches of tiny silver beads from the dime 
store. Silver foil, sprinkled with beads, covers the floor. 
The Tiffany coffee and tea service seems to be suspended 
in air—but really it’s resting on clear plastic blocks. The 
lighting—blue and daylight blue filters—was essential in 
dramatizing all this silver. (Notice that we seldom place 
important objects on the window floor. Raising them 
produces better display and finer effects.) 


Festive holiday spirit is symbolized by this stag’s head 
window—which looked so jolly that many passersby ac- 
tually burst out laughing. We rented the head and 
wreathed its neck in silver (dime-store) beads intertwined 
with Italian Christmas lights (also dime-store). Metal 
bases, fitted to the antlers, hold the champagne glasses. 
The stag has “thrust” its head through green, seamless 
paper. Red felt shows through in back of the paper 
and the floor is red felt. We sprayed a pile of “snow” 
in the foreground. (“Make-it” snow looks more alive if 
you sprinkle it with “diamond dust.’’) 


TIFFANY’S WINDOWS 
(continued) 


desire for beauty—and for beautiful things. 

By “good taste” we don’t mean merely what 
the past has praised. Good taste can be excit- 
ing, arresting, amusing; different, and yet 
familiar. We often use ordinary objects for 
“props —everyday things with which people can 
identify. The “ice cream cones” in our windows 
last month, for example, probably gave some peo- 
ple a jolt as well as a chuckle. Seeing a diamond 
and ruby brooch standing casually upright in a 
row of strawberry, pistachio and vanilla ‘‘cones” 
was rather startling. When we planned that 


window, Gene Moore, my boss—and a truly great 


(please turn to page 170) 


Winter landscape makes an ideal setting for a display 
of Christmas gifts. The bracelet, necklace, lipstick, etc., 
are out of proportion to the trees (made from Norwegian 
lichen; then snow-sprayed) and drifts (“make-it” snow 
out of an aerosol container). But that is part of the 
window’s charm. It’s not “too literal.” The crystal balloon 
is an antique suspended from the ceiling. Hundreds of 
tiny paper ribbons attached to the balloon are kept in 
gentle motion by a fan, out of sight at the left. (Subtle 
motion is a great attention-getter.) Background is a 
midnight blue cyclorama. 
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by Beth Egan* 


What Pre-Christmas Mailing 


Is Right for Your Store? 


Few jewelers can afford their own bound catalogs. Here is “‘how to’’ advice: 
what to send, to whom to send it, when to mail, and what postage to use 


@ NEARLY ONE-THIRD of most jewelers’ sales are 
made during the six (or fewer) weeks before 
Christmas. For the jeweler, more than for any 
other retail merchant, the all-important Christ- 
mas selling season determines the measure of 
success for the whole year. 

Instead of reaching for the aspirin, in plan- 
ning for those six weeks, it makes better sense 
to reach for the advertising budget. 

For overall advertising throughout the year, 
the jeweler’s best medium is his local newspaper. 
But the importance of supplementing that ad- 
vertising with a _ direct-by-mail approach at 





* Miss Egan is vice-president of Cramer-Tobias, Inc., New York. 
She directs its mat services and direct mail promotions for fine jewelry 
stores, as well as advertising services for department stores. She has 
been with Filene’s of Boston and R. H. Macy & Co. of New York. 
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Christmas cannot be over-emphasized. There is 
a limit to how great an impact a newspaper can 
make for the retail jeweler during a season when 
big space-users overshadow its pages, and when 
readers are at their busiest and have less time 
than usual to devote to the daily paper. Direct 
mail is never more effeetive than when it goes 
into the homes of customers and prospective cus- 
tomers at Christmas. 

In apportioning the Christmas advertising 
budget between additional newspaper space and 
direct mail, remember that your ad in the news- 
paper goes to a large percentage of people who 
are unlikely to set foot in a jewelry store. Your 
mailing, however, is directed to your own cus- 
tomer list and to selected lists of business execu- 
tives, professional folk and others in income 

(please turn to page 184) 
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Despite the problems of working 
together, most jewelers agree 


Theres Pay-Off Impact in 


Armchair Christmas shopping: A 36-page “jewelry” 
supplement is published each December by the Toledo 
Sunday Blade; 95 per cent of Toledo jewelers cooperate. 





Friendly Meetings 


For several years, Brockton (Mass.) jewelers 
have been meeting at informal luncheons to dis- 
cuss uniform business hours, advertising policies, 
etc., and “we are happy with the results,” says 
William T. Brystrom of Taft’s Inc., Brockton. 
“The informal atmosphere—we have no formal 


organization—seems to breed mutual trust... . 
It is a pleasant feeling to know that business 
men can work together as friends, rather than 
as competitors. We all have the same problems; 
often, by talking them over, we can find common 
solutions.” 


Cooperative Christmas Ads 


® IN UNITY THERE IS STRENGTH—and powerful 
promotional value that can help every jewelry 
store in town. 

Jewelers in many cities believe that firmly— 
and band together each year to give impact to 
their Christmas newspaper advertising. 

In Toledo, Ohio, a special supplement of the 
Sunday Blade is devoted entirely—text, pictures 
and advertisements—to jewelry items as the 
finest of Christmas gifts. According to the ad- 
vertising manager of the Blade, 95 per cent of 
Toledo jewelers cooperate year after year in this 
enterprise which was begun in 1956, by the news- 
paper and the Toledo Jewelers Association. 

“The project has been worth while because 
it makes the consumer jewelry conscious,” says 
William N. Osterman of Osterman & Levey, To- 
ledo Jewelers’ Association president. “While 
it is difficult to measure the exact success of any 
form of advertising, the jewelers here have will- 
ingly cooperated each year; and that is indica- 
tive.” 

Edward J. Neumann of Neumann Brothers, 
Toledo, declares that any well-planned coopera- 
tive promotion, which receives majority support, 
can create business. “No item has so much 
romantic appeal as jewelry,” he says. “An entire 
supplement devoted to jewelry advertising and 
editorial material about jewelry, helps us all. We 
advise jewelers in every town to adopt some such 
advertising plan—the more, the better for jewel- 
ers everywhere.” 

Joint action of this kind works in small cities, 
too. Howard Ludwig of Ludwig’s, Walla Walla, 
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Wash. (pop. 25,000) points out that “other lines 
of business are doing it; and if jewelers don’t 
get together they will suffer in the long run.” In 
Walla Walla, a full page of jewelry ads and edi- 
torial material was run for the first time last 
year in an early December issue of the daily 
newspaper. The Watchmakers of Switzerland 
supplied text and photographs for the project. 

Jewelers in Brockton, Mass. (pop. 62,000) take 
six to eight pages (including a cover page labeled 
“Gifts of Jewelry’) in the Brockton Daily Enter- 
prise each December. 

“We feel that it is important for jewelers to 
check inroads on the consumer’s dollar, being 
made by other businesses that are taking coopera- 
tive advertising action,” says William T. By- 
strom of Taft’s, Inc., Brockton. “In our experi- 
ence, the public is always favorably impressed 
whenever we group together in a joint enter- 
prise. That’s true when any of our merchants’ 
groups, work together on a project... .” 

It’s no problem for jewelers or newspaper ad 
men to fill special sections with editorial mate- 
rial. The Jewelry Industry Council offers a wide 
variety of excellent articles, mats and glossy 
photographs relating to jewelry products—with- 
out charge. You can get what you need by writ- 
ing to Albert E. Haase, president, Jewelry In- 
dustry Council, 608 Fifth Avenue, New York 
City. Each of the groups we have mentioned re- 
lies heavily on this material. So do some 50 other 
jewelers’ groups which, according to Mr. Haase, 
have sponsored Christmas promotions ranging 

(please turn to page 180) 
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DALIS JEWELS: 


spectators please bring a spirit 


® SPANISH-BORN ARTIST SALVADOR DALI, who has 
grown world-famous transferring his subcon- 
scious to canvas (to the varied delight and mortifi- 
cation of his audiences), has also become a jewel 
maker of international note, “to help uplift the 
spirit.” The six images shown here, all born in the 
vast Dali mental sub-cellar (in which Freud obvi- 
ously resides) went on display for three weeks 
recently at the French & Co. art galleries in New 
York, compliments of the philanthropic Owen 
Cheatham Foundation. The creations drew the 
traditional gamut of art criticism, from “. . . the 
craftsmanship of Cellini!” to the somewhat less 
complimentary “Bosh!” What do you think? 
Adelard Legault 
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The inimitable Dali poses with Sponsor Mrs. Owen Cheatham, wife of a Georgia plywood 
executive (left), and with Mrs. Robert Dowling, one of the benefactors of the Spence- 
Chapin Adoption Service, to whom the exhibit proceeds were given. 


in 
ree 


art 2 ERD 


“gold cube cross’”’ has background rays “prayer for peace” is Dali's answer “lapis lazuli cross’’ has a _ golden 
studded with diamonds. This expresses to Picasso’s Dove of Peace. Each of tree shaped into a cross, with ruby 
the nuclear power that Christ controls. the gold hands is different. Diamond drops, diamonds, lapis cubes. 

rays are ringed by lapis lazuli. 


“‘swan lake’’ owes its inspiration to the ‘“‘living flower’ is 18 inches tall, sig- “royal heart” is of beaten gold with 
ballet. A gold swan-mermaid has a dia- nifies “‘the light we all seek.’’ One a ruby center which pulsates. It was 
mond heart studded into sapphire. flower remains in bloom, the other made for Queen Elizabeth II. 

opens electrically from bud to bloom. 
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Why 


Diamonds 


by Dr. P. T. Wedepohl 

of the Diamond Research Laboratory, 
Industrial Distributors (1946) Ltd., 
Johannesburg, South Africa 


Are So Hard 


1,000,000,000 carbon atoms are in the tiniest speck of diamond dust; 


and science is now discovering the secrets of their orbiting electrons 


This is an easy-to-understand description of a 
complex subject—the atomic structure of diwa- 
monds. Even if you are not a mineralogist, you 
will benefit from this inside information about 
your most important bread-and-butter item.— 
The editors 


® A DIAMOND’S MOST IMPORTANT PROPERTIES— 
from the viewpoint of the diamond cutter—are 
its great hardness and the variation of hardness 
with polishing direction, sometimes called the 
“grain.” 

These properties are well known to everybody 
in the diamond industry. But, do you understand 
why the diamond crystal shows these remarkable 
characteristics? What makes it the hardest cry- 
stal known to man? Why is it relatively easy to 
cleave a diamond parallel to the face of the nat- 
ural octahedron—and yet so difficult to polish this 
face? 

Scientists at universities and other research 
institutions have done much work on the physical 
and chemical properties of the diamond. As a 
result, we now know some of the answers. In 
other cases, though, different groups of research 
workers have different theories; and more work 
must be done before definite answers are found. 

This article is an attempt to show how knowl- 
edge of the atomic structure of the diamond 
crystal leads to a better understanding of its 
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properties. Also, current theories concerning the 
hardness of diamond will be presented. 


How Diamond and Graphite Differ 

Both graphite and diamond consist of pure car- 
bon; hence they are chemically identical. (Both 
burn with the formation of carbon dioxide when 
heated in air, for example.) The enormous phys- 
ical difference between graphite and diamond 
is due to the arrangement of the carbon atoms 
in the substances, and not to the nature of the 
atoms themselves. 

The carbon atom has a compact core (the 
nucleus) consisting of six particles carrying 
a positive electric charge (protons) and six 
neutral particles (neutrons). Circling the nucleus 
at relatively large distances are six negatively 
charged particles (electrons). Two of these are 
closer to the nucleus. The remaining four have 
larger orbits, and are known as “valence” or 
“bonding” electrons for reasons which will be 
described shortly. 

These atoms are so small that it is impossible 
to really visualize their size. A vague conception 
of this may be gleaned from the fact that a 
speck of diamond dust which is just visible in 
the best optical microscope in the world contains 
approximately one thousand million carbon atoms. 

In graphite and diamond, the carbon atoms are 
held together by forces due to the four outer 
electrons mentioned above. In a sense these 
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In graphite, the carbon atoms are arranged in 
sheets. Their parallel bonds are stronger, shorter 
and more numerous than their vertical bonds. Fig- 
ure 1. 


electrons can be regarded as hooks fixed to the 
atoms, which are attached to hooks on neighbor- 
ing atoms and thus hold the whole structure 
together. That is why they are known as “bond- 
ing” or “valence” electrons. Valence is simply 
the scientific term for inter-atomic bonding. 

In graphite, the atoms are bonded together in 
parallel sheets which are shaded in figure 1. As 
can be seen, the bonds within the sheets are 
shorter (and therefore stronger) and more nu- 
merous than the bonds between sheets. This 
means that it is much easier to separate the 
sheets than to break up individual sheets, and 
one would therefore expect a crystal of graphite 
to wear away in thin flakes when rubbed with, 
say, a piece of metal. This is exactly what hap- 


In diamond, the carbon atoms have a more “three- 
dimensional” arrangement, with four bonds of equal 
strength radiating from each atom. Photo shows 
model of crystal structure. The cube plane is paral- 
lel to the plane of the paper. Figure 2. 
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pens; and it is the property which gives graphite 
its excellent lubricating qualities. 


Four Tight Grips 


The arrangement of atoms in a diamond crystal 
is difficult to visualize without a model. However, 
the next best thing is a photograph of a model 
(see figure 2). The main feature of the structure 
is that each carbon atom is surrounded sym- 
metrically by four others in such a way that 
these four surrounding atoms are situated at 
the corners of a regular tetrahedron. (A tetra- 
hedron is a pyramid with a triangular base.) 
Each of the four valence electrons of the central 
atom is paired with one of the valence electrons 
of a corner atom. This pairing of electrons to 
form a bond is known as covalent bonding, and 
is extremely strong. It is typical of the diamond 
crystal. 

This pattern of atoms is repeated regularly 
throughout the crystal, and the experienced 
crystallographer can tell from the position of 
the edges and faces on a regular stone just what 
the orientation of atoms within the stone is. 
For example, in figure 2 the plane of the paper 
is approximately parallel to the 4-point or cube 
face of the diamond. 

Comparing graphite with diamond we see that: 

(1) In diamond, four bonds of equal 
strength radiate symmetrically from each 
atom, whereas the bonds in graphite are 
either parallel to the “atomic sheets” or per- 
pendicular to these sheets. Also, the bonds 
to the carbon atoms in graphite are not all 
of equal strength; the “parallel’’ bonds are 
stronger than the “perpendicular” ones. 

This can be briefly summarized by saying 
that the bonding in diamond is more three- 
dimensional than in graphite, so that the 
breaking strength of diamond does not vary 
as much as that of graphite when the direc- 
tion of the applied force is changed. 

(2) The covalent bonds (pairing of elec- 
trons) in diamond are inherently stronger 
than graphite bonds, so that the overall 
strength of diamond is much higher than 
that of graphite. 


Cleavage Directions—Why 


Although the bonding in diamond is more 
three-dimensional than that in graphite, there 
is still a considerable variation of strength with 
direction in the crystal. 

Figure 3 is another photograph of the diamond 
structure, taken from a different angle. In this 
figure the cleavage plane is perpendicular to the 
plane of the page, and parallel to the top edge 
of the page. A sharp blow struck parallel to the 


cleavage plane cuts across the relatively few 
(please turn to page 188) 
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Security Diamond Co. typifies aggressive Honolulu jeweJer. Firm has branch shops in two large Waikiki hotels. 


away from Waikiki’s surf, lots of hard sell 





Hawaiu's jewelers—strikingly like you 


by Donald A. Dowden 


® FOR ROMANTICISTS, it is disappointing that 
Hawali’s 161 jewelers operate modern, aggressive 
jewelry stores. 

The glorious beaches, spice-scented air and 
tropical verdure seem almost to dictate that they 
operate like Trader Horn from lazy lagoons, 
plucking emeralds from abandoned pirate treasure 
chests while dusky native maidens chant hymns 
to the volcano goddess. 

Yet modern and aggressive Hawaii’s jewelers 
are. It would in fact be hard to distinguish the 
Islands variety from his mainland counterpart. 
He sells the same goods, worries about the same 
excise taxes and credit risks and high shipping 
costs, is plagued by the same discount houses, 
post exchanges and bait advertising. His finest 
store is as fine as the mainland’s finest, his pro- 
motions and advertising campaigns are as dy- 
namic. 
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Three-fourths of the Islands’ jewelers are in 
Honolulu (pop. 305,000—larger than the largest 
city in 31 U.S. states), or in its suburbs on Oahu. 
The other 43 stores parade up and down the 
rest of the 8 inhabited islands (there are 20 is- 
lands in all, each voleanic or coral in origin). 
There are 19 jewelers working in the shadow of 
Mauna Loa, world’s largest active volcano, on 
the island of Hawaii, which comprises some two- 
thirds of the land area of the long chain of is- 
lands. There are 14 stores on Kauai, 10 on Maui. 
The Hawaiian jeweler serves more than 560,000 
inhabitants, including Polynesians, Japanese, 
Caucasians, Filipinos, and Chinese, plus thousands 
of tourists. 

Ask Samuel Ching, graduate of the Uni- 
versity of Michigan and son of Founder Lambert 
Ching of Lambert & Son Jewelers, one of Hon- 
olulu’s top stores, how he would describe Ha- 
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Best retail window display in Honolulu during 1959 
Cherry Blossom Festival, by Security Diamond Co. 


Island jewelry industry leaders meet with RJA 
President Arnold A. Schiffman (second from right). 
From left: Connie Conrad, 1959 Hawaii RJA presi- 
dent; Stephen S. J. Ching, 1957 HRJA president; 
Honolulu official Thomas Shields; T. Miyamoto, 1958 
HRJA president; jeweler Anthony D. K. Ching. 


Wailan jewelry store operation. “We sell just 
about the same items at about the same prices 
as on the mainland. We get our merchandise 
through local wholesalers and directly from main- 
land producers and wholesalers. Among our prob- 
lems are two large discount houses, but they 
don’t affect our business much. 

“Most of the tourist business (third most im- 
portant source of Island income) is done in the 
Waikiki area, but more and more are shopping 
downtown. Diamond wedding sets are just as 
important here, but silverware and crystal don’t 
go as well—mainly because of our informal way 
of living. We have just joined two new local 
charge account clubs, like the Diner’s Club.” 

Biggest headaches for Hideo Kuniyoshi, Ha- 
waiian-born of Japanese parents, are discount 
houses, supermarkets and department stores en- 
croaching into the jewelry line. His best custom- 
ers are the plantation workers which harvest 
Hawaii’s important pineapple and sugar cane 
crops. He does some $20,000 annual volume (best 
line is watches, slowest silverware—‘We gave up 
sterling’), pays $150 monthly store rent. 
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Store of Kansas native George Durham, which com- 
bines modern front with familiar Island setting. 


Reuben Smira operates Kailua Jewelry Shop in 
suburban Honolulu, does a good business in 
ratchbands, neck chains, religious items. Born 
57 years ago in Providence, R. I., he came to the 
islands as a musician in 1924, stayed seven years, 
then returned during World War II. The thorn 
in his side is “a house known as Gem (Govern- 
ment Employees Mutual), which sells nationally- 
known merchandise at my wholesale cost or less.”’ 

Al Wonder, 50-year-old Kansas-born watch- 
maker who set up shop in 1932 in Hawaii, does 
$45,000 yearly sales smack in the middle of the 
largest pineapple-producing area in the world, 
next door to the U. S. Army’s famous Schofield 
Barracks on Oahu. Military posts abound on the 
Islands, which are the nerve center of the vast 
U. S. Pacific defense network. Al hopes that 
Hawaiian statehood will bring a more equitable 
tax structure (314 per cent sales tax now on all 
sales, U. S. and Territorial income tax). 

Minnie Lachman was born in Winnipeg, Can- 
ada, came to Hawaii in 1940 as a visitor, never 


(please turn to page 195) 
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by 
Virginia 
Dixon 


Lure the ladies 


South Seas accessories: A “Salute to Hawaii” is sug- 
gested for a display of hospitality accessories. In the 
background is natural fish net. Elevations are covered in 
Tapa Paper—Polynesian designs in tones of brown on 
paper 24 inches wide. You may want to add leis, starfish, 
fish and pineapple cutouts, cork and glass floats as deco- 
rative accessories, and sketch palm trees on a background 
panel. Then, display such merchandise as pitchers and 
trays, salad bowls, cups and saucers and silver items. 


_ oe SS an 
, . 4 
_ ‘* 
: og 
ae Rs. 
" vig 


Rae a Bas; 


with orchids from Hawai 


—these exotic blooms aren’t too expensive; 


and now is the time to salute our 50th state 


® TO BRING GLAMOUR TO YOUR WINDOWS, what 
could be more timely than orchids from Hawaii? 
With Hawaii shortly to become our very welcome 
50th state, a “Salute to the Islands” is surely in 
order. Orchids and other interesting decorative 
materials imported from there can add a special 
touch of interest and beauty to almost any 
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jewelry merchandise display. And use of a South 
Seas theme can emphasize the strong influence 
of the Orient on all our home furnishing. 
Orchids of Hawaii, Inc., 305 Seventh Ave., 
New York 1, N. Y., specializes in supplying re- 
tailers throughout the United States with many 
types of Hawaiian materials which can be used 
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for promotion. These include fresh orchids grown 
in their own fields—at Hilo, Hawaii—and shipped 
to arrive in good condition at the time specified. 
They are available in both the miniature Vanda 
orchid and the large Cattleya orchid, made up as 
corsages or in lovely leis. 

Among other items offered are tiny live palm 
trees, woodroses in attractive arrangements or as 


Tiny orchids sell fashion 
jewelry: Miniature fresh Vanda 
orchids make an eye-catching 
background for this display of 
fashion jewelry. The little cor- 
sages are pinned to lengths of 
orchid colored ribbon suspended 
against the window back- 
ground. Along with the mani- 
kin head, on elevations near the 
center of the window, is a 
larger corsage. Merchandise is 
arranged on manikin forms. 
The corsages, ready to pin on 
the ribbons, cost only 14 cents 
each in a minimum quantity of 
100, delivered to you. They’re 
still less expensive in larger 
quantities if you wish to give 
them to customers as part of a 
special promotion. 
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leis, fishnetting, palm hats, hula skirts, star fish 
and paper leis. Many items, including the minia- 
ture orchids, are priced, in quantity orders, for 
premiums or giveaways for special promotions. 

Write to Orchids of Hawaii for catalogs and 
prices of the materials suggested for use in the 
accompanying sketches. You may be the first in 
town to “sell” through the Hawaiian theme. 


Salesmen for tableware: Orchid 
corsages add a festive note toa 
display of table settings. Ar- 
range place settings on eleva- 
tions, each with an orchid cor- 
sage resting on the napkin. In- 
clude candelabra and other 
table accessories in the ar- 
rangement. Then, pin several 
orchids to a length of ribbon 
and suspend it against the 
background wall. One orchid 
holds the copy panel, “Orchids 
to Your Table,” against the 
wall. The large Cattleya or- 
chids are suggested here. Or- 
dered from Hawaii, they cost 
$1.75 each for a minimum order 
of 12 delivered to you. 





by William Scheibel 


Motivating the Watchmaker 


THE AUTHOR KNOWS 
HIS WATCHES 


The Service Department is a top revenue 
producer in the retail jewelry business. Com- 
ing right after diamonds and watches as a 
source of income, it’s a mighty important 
part of the store, and it deserves to be or- 
ganized and operated efficiently. 

Few men are as well qualified as Bill 
Scheibel to show ‘‘How to Make More Profits 
from Your Repair Department.’’ Watches 
have been his life. He has been: (1) adver- 
tising manager of the Bulova Watch Co., 
(2) advertising and sales promotion man- 
ager of the Benrus Watch Co., (3) sales 
manager of the Waltham Watch Co., and (4) 
sales promotion director of Jacoby-Bender, 
Inc. 

Mr. Scheibel is a frequent contributor to 
JC-K. He wrote ‘“‘What’s What in Inventory,’’ 
which JC-K published serially during the first 
half of 1958. 


This is the second in a series of nine articles ex- 
plaining all phases of service department manage- 
ment. Watchmakers’ compensation plans are described 
in this installment, together with the differences be- 
ween selling a $3.50 “cleaning job” and a $14 over- 
haul.—The Editors 


@ WATCHMAKERS SALARIES vary in different 
parts of the nation. According to records com- 
piled by the United Horological Association of 
America, hourly rates paid to skilled mechanics 
are somewhat lower in New England, along the 
Atlantic seaboard, in some of the Southern states 
and Illinois than in the Northwest and most of the 
Midwest and Rocky Mountain areas. Watch- 
makers in California are well paid because of the 
demand for their services by manufacturers of 
electronic instruments, timing devices, missiles 
and other delicate and sensitive instruments. 
Watchmakers today earn from $75 to $85 per 
week in the so-called low figure areas, whereas 
they earn from $110 to $120 per week in the 
better paid sections of the country. 

On the basis of salaries paid, jewelers are quite 
unanimous in saying that a watchmaker’s weekly 
production in dollars and cents should be at least 
double his paycheck. Thus, a man paid $110 per 
week is expected to produce at least $225 worth of 
work. Many jewelers go so far as to set a mini- 
mum quota of 214 times a man’s salary, which 
means that a $110 watchmaker should produce 
work totalling $275 each week. 


Bonuses and Percentages 


In some stores a slightly different method of 
remuneration is employed. In addition to his 
salary the watchmaker receives an _ incentive 
bonus of 20 percent to 30 percent of all work pro- 
duced over the minimum quota set for him. It is 
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HOW TO MAKE MORE PROFITS FROM YOUR 
REPAIR DEPARTMENT: Part II. A watchmak- 
er’s weekly output should bring in twice his 
weekly pay-check—or more. There are many 
compensation plans and each has its benefits: 
straight salary, straight commission and varia- 
tions of salary-plus-incentive-payment 











to More and Better Work 


possible, therefore, for a capable and diligent man 
to earn considerably more than his established 
basic salary. 

In other stores percentage arrangements are 
employed, exclusively. They vary from a straight 
50-50 set-up to a variety of plans. For example, 
one of the best known establishments in Southern 
California pays its watchmakers a flat 40 percent 
of the work done by them. Thus, a man whose 
output runs to $300 a week can earn $120 and 
this is easily accomplished because this store has 
established a rather high minimum charge for 
overhauling watches with proportionately high 
prices for all other services rendered. With a 
minimum overhauling price of $12.50 it is possible 
for a man, in that store, to average as much as 
$3.50 per hour or $150 to $160 per week. 

In other stores, the watchmaker buys and pays 
for all material required for jobs turned over to 
him. He is paid a flat 60 percent of his output 
with the other 40 percent going to the house. In 
still other places this percentage and operational 
basis is reversed; the store buys all materials and 
pays the watchmaker a flat 40 percent with the 
balance (60 percent) remaining with the store. In 
all instances the stores supply all equipment and 
facilities, except the watchmaker’s personal tools 
which he brings with him. 


Three Ways of Paying 


Each of these methods of remuneration has its 
advantages both for the store and the watch- 
maker. The benefits are as follows: 

Straight Salary. The watchmaker knows ex- 
actly what his earnings will be each week. Al- 
though it has a fixed salary overhead, the store 
can call on the watchmaker, at any time, to help 
wait on customers. He can be called on to make 
minor adjustments on new watch sales; he can 
be asked to sell and attach new watch bands, 


JEWELERS’ CIRCULAR-KEYSTONE, AUGUST 1959 


straps, etc.; because he is under no pressure to 
rush his work in order to pile up his earnings, he 
is expected to produce quality work on every job 
entrusted to him. 

Straight Commission Basis. A good man can 
earn more money working on this plan. He feels 
that he is sharing in the money he is making for 
the store. It is an incentive for him to work 
diligently. The store has no fixed salary over- 
head but enjoys increased profit as the watch- 
maker increases his earnings. Quality of work 
is guarded and assured since all come-backs are 
turned over to the man who originally worked 
on them. He receives no pay or credit for work 
done on such come-back jobs. Hence, it is to his 
interest and advantage to do the work properly 
the first time around. 

Salary and Commission Arrangement. Many 
men like the idea of a guaranteed salary and in- 
centive commission. It assures them of a definite 
minimum income with a bonus for diligent work. 
The store has a fixed overhead for salary but it 
enjoys the satisfaction of knowing that the 
watchmaker will not loiter on the job. The store 
also has the privilege of calling on the mechanic 
to help out in waiting on customers, etc. As in 
the straight commission plan the watchmaker is 
held responsible for all come-backs and loses his 
bonus percentage on work that must be re-done. 

Whether or not the watchmaker should have 
selling experience is a matter that will be dis- 
cussed later. Suffice it to say that many jewel- 
ers insist that their repairmen be qualified to 
work with customers and to assist salesmen who 
may call on them for answers to questions pro- 
pounded by customers, etc. In those stores where 
a watchmaker works on a percentage basis he 
will be paid the full 50 percent on all work done 
by him regardless of the fact that the store sup- 
plies the material needed. 





In establishments where watchmakers work 
on any sort of percentage arrangement and where 
they are entrusted with the task of estimating 
and quoting job prices, there is always the dan- 
ger of over-charging. This has two serious ef- 
fects. First, it may price the store out of a lot 
of work that will find its way to competitors. Sec- 
ond, if the jobs are left to be done at the prices 
quoted, the customers may never come back when 
they learn that similar work could have been ob- 
tained elsewhere at a lower cost. This situation 
is handled and overcome in several ways. 

In a large store in Arizona, where five watch- 
makers are employed on a percentage basis, the 
estimating is done by a different man each day. 
In other words, the responsibility for establishing 
job prices is rotated among the men. The esti- 
mator shows his initials on the repair envelope or 
work tag for each job priced by him and no man 
is permitted to handle any work on which he has 
established the price. Needless to say, all quo- 
tations are based on a standardized set of prices 
covering every conceivable type of work and part 
replacement. These prices are determined by the 
jeweler and by the type of clientele the store 
attracts. 

In a well-regarded store in Minneapolis the 
head watchmaker determines and quotes all job 
prices. He works on a straight salary basis with 
a year-end bonus arbitrarily set by the store 
owner. Thus, prices are properly and fairly 
quoted to the benefit of both the customer and 
the establishment. 

Many jewelers are qualified, themselves, to 
make all prices. Where this is not so they have 
the watchmakers examine the watches to deter- 
mine the nature and amount of work to be done. 
The jeweler then estimates and quotes the price. 


“Cleaning” vs. Overhauling 


As may be expected, watch repair prices vary 
all over the country and run from the sublime to 
the ridiculous. For example, a certain “Tiffany” 
type store in San Diego, Calif., maintains a basic 
charge of $12.50 to $14 to overhaul a watch. But 
within a radius of five blocks of that establish- 
ment are eight other jewelers whose basic prices 
for similar work run from $6 to $7.50. And ona 
side street is a tiny shop that will “clean any 
watch for $3.50.” 


MEE ONE PRICE ONLY! 


Any watch cleaned and repaired 
One Year guarantee * 
(Mail orders accepted) 50 
D *haspring net included 


Name and address 
DELETE 


9:30 te 5:30 Mon. thry Set. BRING THIS AD 





A side street shop will “clean 
and repair any watch” for $3.50 


As may be expected the prestige store, just 
mentioned, has built an enviable reputation for 
itself through the high quality of its work and 
the many little extras which it adds on to each 
job it handles. Watch cases are always buffed 
bright and clean; crystals are cemented in place 
and crystal corners made dust tight. Watch bands 
are shined to look like new. Scratched crystals 
are replaced and delivery promises rigidly ob- 
served. Thus, customers feel they get a lot for 
their money and the fact that the work is of a 
very high quality has enabled this store to build 
up a large and profitable repair volume at prices 
nearly double those charged by other stores in the 
immediate vicinity. 

This store, like many others of its kind, charges 
a little more for handling diamond watches and 
certain “name” brands whose original cost was 
considerably higher than that of the ordinary run 
of watches brought in. For example, Rolex, 
Vacheron Constantin, Movado and other expen- 
sive types carry an extra charge of from $5 to 
$10. This enables the repair department to take 
sufficient time to “boil out” diamond-set cases 
and thus restore original fire and sparkle to the 
stones. When a silk cord is frayed it is replaced 
with a new one at no extra charge. 


Handling Diamond Watches 


It would be well at this point to include a word 


. of caution in connection with taking in diamond 


watch repair work. To eliminate controversies 
and possible legal entanglements, it is a good idea 
to examine all diamond-set cases right before the 
customer. The diamonds should be carefully 
counted and checked to make certain they are 
securely set. Jf any gems are missing the mat- 
ter should be pointed out to the customer and a 
record made of this fact on the repair envelope. 
The actual number of stones should be indicated 
and the customer made to sign as evidence of his 
or her awareness thereof. This routine should be 
repeated when the watch is delivered and a signa- 
ture obtained indicating recognition of the num- 
ber of stones in the case at time of delivery. (See 
Figure 1.) 

In hundreds of watch repair departments care 
is exercised to avoid use of the expression “clean- 
ing a watch.” It has a bad connotation. It creates 
the impression of a watch being given a bath or 
dry cleaning. The inference is “cheap,” to say 
the least. 

“Overhauling the watch” is a far better term. 
It connotes a more inclusive, complete job. It in- 
dicates replacement of parts that may be defec- 
tive or troublesome. It gives the feeling that the 
movement is completely taken down, all parts 
thoroughly gone over and then re-assembled, lub- 
ricated, timed and regulated. 

When a customer compares your quoted price 
with a lower figure obtained or advertised else- 
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where it is good policy and sound salesmanship 
to explain the difference between the other fel- 
low’s “cleaning job” and the complete overhaul- 
ing service on which your higher price has been 
based. No customer ever objects to paying a lit- 
tle more for a lot more in quality. But it is up to 
the man behind the counter to show what that 
difference is .. . and why it is worth a little more 
money. 


“Selling” Quality Service 


Higher prices can be justified easily if correct 
sales-tested methods are followed. And it is so 
easy to do this honestly and convincingly. Here 
is how a jeweler in East Cleveland, Ohio, does it: 

A customer comes in with a woman’s 514 ligne 
watch that is in need of a complete overhauling 
job plus a new balance staff. The jeweler ex- 
amines the watch in front of the woman. “Ah, 
you have a fine little watch here, madam,” he tells 
her and instantly she is flattered to know that her 
judgement in buying that watch was good. Even 
if she did not purchase it herself she is pleased to 
know that its quality is recognized and affirmed 
by an expert. 
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The jeweler completes his examination of the 
movement and then says, “Your watch, madam, 
is badly in need of a complete overhauling. It 
also requires a new balance staff, which is vir- 
tually the heart of your watch. That is why this 
wheel wobbles so and why the watch won’t run 
at all. The complete job, including a genuine re- 
placement staff... made by the company that 
originally made your watch ... will be $14.50. 
When we deliver it back to you... and you put 
it on your wrist again... it will run like a 
charm.” 

Every word he has spoken has positive sales 
value. He has told the customer that he will use 
a genuine replacement part; he has told her that 
he will completely overhaul the movement and 
that “it will run like a charm” the moment she 
puts it back on her wrist again. Please note that 
he did not say that the watch would be as good as 
new again. Away back in the corner of his mind 
lurks the hope of selling her a new watch some 
day, but if she is given the impression that the 
old one will be made good as new such a sale 
becomes remote indeed. 

(please turn to page 200) 
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Elegance, spaciousness: This is what you see when you 
walk into the main section of the new Roger’s store in 
Scranton. The 19-foot ceiling of the old bank allows 
plenty of room for a balcony where finest jewelry is dis- 
played. Handsome carved moldings, once a dull mahog- 
any, take on beauty and charm when treated with white 


and gold antiquing. Walls and tailored draperies (which 
soften large, blank areas) are a warm gray; so is wood- 
work on the 30-year-old fixtures which have been expertly 
streamlined. Floor is black and white vinyl terrazzo chip 
pattern. At left, you see departments for gold-filled 
jewelry, precious stones, watches and clocks. 


Qld Buildings Make Fine Jewelry Stores 


—especially in the heart of downtown where there’s plenty of customer traffic 


by George E. Toles 


® IF YOU WANT LARGER QUARTERS in an important 
traffic location, don’t overlook the possibilities 
among old buildings in your city’s downtown area. 
Those “monstrosities” of the Gay Nineties have 
architectural features which can add elegance and 
distinction to any fine jewelry store. 

The pictures here tell how A. E. Rogers Com- 
pany made expert use of an old landmark in the 
heart of the Scranton (Pa.) business district. 
Remodelling cost around $40,000; but Jack New- 
man, president, doesn’t regret a cent of it. He is 
sure that “we’re on the right track,” because 
“every city can support one fine jewelry store.” 

The new store was opened in March; and sales 
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volume is running considerably ahead of the same 
period last year at the old location, where they 
had only two display windows and were “lost in 
a lineup of other stores.” Besides, many more 
people come in to look around: business men and 
women on their lunch hours and after work; sub- 
urban shoppers who take advantage of the new 
300-car garage just half a block away. 

“This type of roomy store seems to invite 
browsing,’ says Mr. Newman, “and, sooner or 
later, browsing leads to sales.”’ 

Location aside, though; you’ll find good ideas 
here for beautifying any jewelry store—ancient 
or modern. 
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Privacy, comfort: Balcony over main part of store allows 
customers for more expensive Jewelry—karat gold, pearls, 
finer diamond pieces—to make choices in leisurely com- 
fort. Rug is durable gray tweed; light from attractive 
fixtures shows gemstones to best advantage. Off the bal- 
cony are a private showing room and the office of Jack 
Newman, Rogers’ president. His office has gray steel fur- 
niture, gray carpeting and tailored gold draperies. Two 


Two floors from one: Long, narrow section at rear of old 
bank, next to the vault, was problem for renovation archi- 
tects. They solved it by dividing area into two floors. 
First floor (above) displays hollowware and glassware. 
Stairs lead to second floor Bride’s Room and fine table- 
ware department. Also on upper floor are business 
offices. Both levels have carpeted floors, acoustical 


ceilings and specially designed wall cases lighted from 
below and (in cornices) from above, creating a sparkling 
visual display. 


large, gold and crystal chandeliers (you see one in back- 
ground at right) add to the store’s elegance. 


After ... In just 40 days, the cold, forbidding bank front you see at 
left was transformed into the warm, inviting Colonial-type facade, 
above. Awkward corner entrance became semi-circular display win- 
dow while a large window (around the corner) became the main 
entrance. Upper areas were covered with white clapboard; lower 
stone walls with warm gray paint. Other display windows, projecting 
18 inches, received sloping, metal roofs, painted black. Spotlights, 
concealed strategically beneath the 12-inch cornice at the top of the 
new front, provide glamorous night-time illumination. Baa 


Before ... When A. E. Rogers Company 
took a long term lease on the first floor of 
this old brown stone bank building in down- 
town Scranton, Pa., the dismal structure 
seemed to have just one “plus” as a jewelry 
store: a good location at a busy inter- 
section. 
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A new face—at 85! At left, Ruth & Sons’ 
old entrance; above, “windows that sell!” 


Do You Make the Most 


of Your Anniversaries ? 


Traffic—and sales—took a big upturn 
when Ruth & Sons, Alabama jewelers, held 


open house on their 85th birthday 


® ANNIVERSARIES THAT MARK 
the birth of a jewelry store are 
well worth celebrating. If han- 
dled adroitly, they build good 
will, increase business and are 
a pleasant experience all around. 

Ruth & Sons of Montgomery, Ala., will endorse 
that statement. The week-long observance of 
their 85th anniversary last October brought re- 
sults which exceeded all expectations. 

“During the six days of the event, we had at 
least 6000 visitors,” says James H. Ruth, one 
of the owners. (Montgomery is a city of more 
than 100,000.) ‘‘And, to our surprise, business 
was very good. Sales for the week topped sales 
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by MARION K. STOCKER 


for the entire first three weeks in October 1957. 
. .. Our diamond business increased greatly, and 
costume jewelry sales more than tripled over 
the same month in the previous year. We are 
still having calls for items received during the 
show. Traffic still is wonderful and we are open- 
ing new accounts every day. . . . We consider 
the event a huge success... .” 

That enthusiastic report would not have been 
possible, you may be sure, without careful plan- 
ning and thoughtful action. 

First, Ruth & Sons timed completion of their 
new store front to coincide with their 85th 
anniversary. (As you can see from the before- 
and-after pictures above, the transformation is 
striking. ) 

Then they sent invitations to everyone on 
their customer list—skillfully designed invita- 
tions which teased folks into reading. 

“Don’t you love surprises?” were the only 
words visible when the folded letter was pulled 

(please turn to page 153) 
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IN WATCHBAND HISTOR 
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FLEX-LET 1S \ 
BETTER AND BIGGER 


FLEX-LET GIVES YOU 
AN EXPANDED LINE 


OF GREAT NEW PRODUCTS 


_ FLEX-LET GIVES YOU 
THE GREATEST 


QUALITY IMPROVEMENT | 
\ | 





Documentary evidence follows... 








JULY 1943 


LEX-LET 
NNTRODUCED 


TRU -RIVET 
the greatest 


yality : 
Savolution wes 


watchband 


history: 


For 16 years Tru-Rivet was available 
ONLY in Flex-let’s better bands 





In ALL Men’s Bands pistt town to © 


® 90 stainless steel floating eyelets 
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® 100% stainless steel skeleton Hi-tensile stainless steel springs 
— corrosion resistant 


Tru-Rivet Construction Means 90 Extra Parts Working For You — 
Parts You Don't Get In Any Other Watchband 


e Almost Unbreakable Construction e Reduces Repairs to A Minimum 
© So Flexible It Can Tie In Knots e Amazing Durability 





All of these Tru-Rivet features add up to a quality watchband 

sale for you; you know that every customer who buys a Flex-let (piensa atic 
Tru-Rivet band — EVEN AS LOW AS $4.95 — will be a lasting none | rav-aiver constuction & 4 
customer. 


HERE’S THE KIND OF PROOF YOU NEED TO REALLY SELL 

An outstanding display that shows your customer Tru-Rivet’s amazing flex- 
ibility. Actually ties the band in knots — a feature found only in a Tru-Rivet 
Flex-let band. Yours free with your regular fall order. 
Pot. #$2,444,684 


FLEX-LET corporation 580 Fifth Ave., New York, N.Y. 
in Canada: Flex-Let of Canada 830 George St. Sherbrooke, Quebec. 





A Great Design Achievement Inspired 
by the ITALIAN RENAISSANCE... 


lorentine 


by FLEX-LET 


Flex-let has captured the look and the spirit of 15th century Florence with 
its elegant new Florentine watchbands. The beautiful muted finish of these 
bands (in white or in Florentine gold) is perfectly in keeping with the cur- 
rent American fashion revival of Renaissance styling. 

Their intricate design reflects the ornate and embellished motifs that flour- 


ished in fabrics, leathers and metals at the height of the Renaissance: a period 
when hand ornamentation reached a climax of centuries. 








“FLORENTINE” '45 10K G.F. 
Size-O-Matic. Keystone 7.80. 
RETAIL $10.95t.i. Yellow & 
White. Available with 
straight or curved ends. 


J INSTANT SIZE-0-MATIC MERCHANDISED TO SELL FOR YOU 
o ay gr coaeak, Genet caolnine _. . this distinguished custom made display unit 
Pm +f watchband ever made. was especially designed to show off the extra- 
/ | This mound of links can ordinarily beautiful finish and the superior styl- 
be assembled into a watch- ing of the Florentine bands. 
band in just 30 seconds — 


“A and without any tools! 


FLORENTINE blends the modern and traditional for superb design. 


Left: “RENAISSANCE” /90 1OK 
G.F. Size-O-Matic. Keystone 
6.40, RETAIL $8.95t.i.. Yellow 
& White, Straight or Curved 
Ends. . 


Right: “CELLINI” '45 10K G.F 1 it ty ' : : rl } 
Size-O-Matic. Keystone '7.00 | | ‘ "| i e.| \ | Ub 
RETAIL $9.95ti. Yellow & jj i ww 
White, Available Straight or ' | | 4 | ) \ 


FREE with your minimum order of 6 watchbands. 


Curved Ends. 


Below: “FLORENCE” ‘45 10K 
G.F. Size OD Fh dion Keystone 
5.70, RETAIL $7.95t.i. Yellow & 
White. 
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with an assortment of 12 jewel boxes 
You get this beautiful window card 
WY pl lola ie}ale) cn are) a sielelal-malel(ellal-Mali-mel 7a 
autographed jewel box and displaying 
the autographed picture inside 


YOU GET A HANDSOME COUNTER — Maaliela 


| 


is a duplicate of the Windov isplay 


USE IT AND CREATE IMPULSE SALES. 





NEWSPAPER MATS 


FLEX-LET corporation 580 Fifth Ave., New York, N.Y. 


ET ek Oe Nee 


SALES surEePROFIT 


with FLEX-LET’S elegant new 
Pat Boone JEWEL BOXES 


Take advantage of this great ‘Boone’ to 
jewelers. Stock and sell the new Pat Boone jewel ergs 


Style #: 
boxes for girls and boys. Remember, the Pat Boone Brown Kid — Rust Velvet Interior Pistachio Pebble— Peach Velvet 
Keystone 4.20 RETAIL $3.95 Interior Keystone 5.20 
name is a proven TRAFFIC MAGNET. Style +4302 ents eens RETAIL $4.95 
Black Pig—Wine Corduroy Interior Pink Pebble—Powder Blue Velvet 


, : ,; Keystone 5.20 RETAIL $4.95 5.20 
YOU CAN'T LOSE with this great Flex-let Pat y Interior Keystone 5. $4.95 


; FOR GIRLS: Style #4344 

Boone Promotion. Make your store headquarters for Style 24341 | Gold & White Brocade — Azalea 

the largest future market of America—the teen-ager Ivory Snake—Pink Velvet Interior Velvet Interior Keystone 7.00 
Keystone 4.20 RETAIL $3.95 RETAIL $6.95 

of today. Create excitement with the new Pat Boone 


displays and point of sale materials by Flex-let. 





(For Girls, cont'd.) 























Style #4302 ‘ : i Style 4342 

















Style #4343 Style #4301 ’ Style #4341 


(Ali Jewel Boxes Carry A 10% Fed. Excise Tax) 
BRE BEEBE REE BERBER EE 
m- Vale me of. 4 3 


with every dozen Pat FLEX-LET Corporation 373 Taunton Ave., East Providence, Rhode Island 


Roone Jewel Boxes 


you get 12 POPULAR a Please send me [| PAT BOONE ASSORTMENT #9180 


ble ine ata ce 12 PAT BOONE JEWEL BOXES (2 of each style) 
EACH customer with : 1 COUNTER DISPLAY 

Gis mire naceale ee a Consisting of} 1 WINDOW DISPLAY 

Just imagine the traffic that om ‘ 12 PAT BOONE RECORDS 

will flock to your store when \ 12 PAT BOONE AUTOGRAPHED PICTURES 
ee i te pte i betel sai ‘ ) | Keystone $62.00 RETAILS $59.40 pilus tax 

\fel@ecloi'am’ ahaa -y- loin 

iewel box you sell ‘ Store Name 


PLACE YOUR ORDER NOW emer | ececene cence eI SMD. 








[PLEX-LET | crt 
.[DEPENDABLE| 


low priced watchband line 











, , Style 
The new Regal line is your answer sii ite i 
Yellow Retail $5 2:40 
to the demand for Keystone 3.40 tht 
a good watchband at a low price — = Reteone 4 op 
ame | : ‘957, 





Because it is from Flex-let you 
know that it is smartly styled and 
well constructed. A product you can 
trust! 


You get fine craftsmanship at a 
price far below comparable bands; 
a really tremendous value. Protect 
yourself. Buy the low priced mer- 
chandise you need from a manufac- 
turer you can rely on. 


This beautiful merchandising unit is yours 
free with your minimum order of 24 Regal 
watchbands. Use it and self more watch- 
bands for men and women. 


Each band in individual Acetate Box 


YOUR REGAL ASSORTMENT +400 CONSISTS OF 

3 Men’s Bands—ST. STEEL retait @$2.95T.1. 

7 Men’s Bands—YELLOW’* retait @$3.95T.!1. 

3 Men’s Bands—ST. STEEL retait @$3.95T.!1. 

2 Men’s Bands—YELLOW" retait @$4.95T.1. 

6 Ladies’ Bands—YELLOW* retait @$3.95T.1. Sty, 

3 Ladies’ Bands—YELLOW® retail @$4.95T.1. Yelio,, * 470 

Cyst, Wh; 

YOUR COST KEYSTONE 79.30 RETAIL $96.80T.!. Retajy $8 2.99° 

*Iho-10K G.F. ned 2) 


FLEX-LET Corporation 580 Fifth Ave., New York, N.Y. 





i N T R O D Gl CIN G FLEX-LET MINIATURES with either gold 


filled or sterling silver neck chains feature 
floating opals or turquoises, rock crystal 
rounds, cornelian diamond shaped stones, 
cultured pearl drops and white agate hearts. 
There are 6 styles retailing from $2.95 to 
$3.95. 

STYLE #4101 STYLE #4109 


ma stone 3.40 Keystone 2.70 
AIL $3.95 RETAIL $2.95 


by FLEX-LET 


AN EXCITING NEW LINE 
OF LADIES JEWELRY ms sey 


STYLE #4105 
The most wonderful news of the fall season is the new ALLURE line | avetess 5.8 


4 


of ladies necklaces, bracelets and miniatures by Flex-let. 

Flex-let famous quality is apparent in every one of these finely wrought pieces — 

so delicate and so highly styled that they cannot help but create 
extra sales for you. Beautifully packaged, of course! 


The necklaces, on dainty Aurora Borealis 
bead chains of 1/20 12K gold filled, come 
in 6 styles, retailing from $8.95. There are 
% rock crystals in teardrops, Chalcedony tear- 

STYLE #4505 drops, white agate hearts, cultured pearl 


D akan ones drops and a rock crystal oval. 


Wy 


y fp 3 LE #4159 

yg bores #4503 : Pes! Keystone 7.20 

eystone 9.80 feet. < RETAIL $8.95 
RETAIL $10.95 Ms . yy : . 


“he, 


; 
vs 


STYLE #4155 
Keystone 7.20 
RETAIL $8.95 


STYLE — 
Keystone 9.80 
RETAIL $10.95 


The custom bracelets 1/20 of 12K gold filled, are 

available in a wide variety of designs. There are 7 

styles ranging from $10.95 to $13.95 retail. There is a 

beautiful engraved link double-strand oval, and a 

plain link oval; a double strand rope link oval and 

a triple strand rope link round; a twist cage punctu- 

ated with 5 demure coral stones, an engraved cage STYLE #4151 
bracelet with 5 cultured pearls, and a round cage tate es ro 
with 6 scarabs. rena 


Consists of 12 Ass't Miniatures In DVellow & Sterling—Visually Sbows 9 Miniatures 


UNIT #9160 Keystone 38.70 RETAIL $44.40 plus tax 
All Jewelry Shown Carries a 10% FED. Excise Tax 


i FREE! EXQUISITE VELVET MINIATURE DISPLAY 


FLEX-LET Corporation 580 Fifth Ave. New York, N. Y. 





Only FLEX-LET Gewes You 


Styling : Packaging : King-Size Mark-U 


With the 14K Gold Look g Luxurious and Eye-Appealing Which You Need So Badly 


with “REPLICAS OF 14K GOLD ORIGINALS!” 


Flex-let brings you luxury at pop- 
ular prices with beautiful replicas 
of 14K Gold Originals from $3.95 
to $9.95. Styling so authentic that 
only you, the jeweler, can tell them 
from priceless originals. 





There is more selling power in the Se 
Flex-let line of men’s jewelry because | Re : | . A 

it is crafted, priced and packaged to Style #6201—White 
bring you the Keystone — PLUS profit Keystone 4.60 Retail $5.95 T.I. Keystone 3.90 Retail $4.95 T.I. 
you need. Hand Engraved 


This Wonderful Merchandising Unit 
Shows and Sells 


12 FLEX-LET MEN’S SETS 
AT A GLANCE 


Fingertip unit that gives you quick, effec- 
tive presentation across the counter. 


oxy 
oS de 


Style #6192—Yellow Style 3£6238—Yellow 


Keystone 3.60 Retail $3.95 T.I. Keystone 3.90 Retail $4.95 T.1. 
Two-Tone Finish—Satin & Lapped 








YOUR PRIVATE BRAND st-2) —— 


More than 1,079 jewelers from coast to coast 
are carrying Fiex-let’s men’s jewelry PROFIT- 
ABLY UNDER THEIR OWN BRAND NAME. 


Sell your own brand with pride 


Style 46112—White 


Keystone 4.60 Retail $5.95 T.I. 
Hand Engraved 
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FLEX-LET corporation 580 Fifth Ave., New York, N.Y. 





THE MOST FROM YOUR ANNIVERSARIES 
(concluded from page 144) 


from its envelope. What woman could resist 
such a message! (Men have large bumps of 
curiosity, too.) Naturally, the receiver unfolded 
the communication to learn more, and saw: 
“Don’t you love just to look at fabulous things? 
And don’t you love to win divine things? Well, 
then . . . You are cordially invited to Ruth & 
Sons 85th Anniversary and remodeling celebra- 








Win a lovely prize... 


Without even pinning on the donkey’s tail, 
at our birthday party you may win something 


S22 SEAS TRE Sa 


Xe) 


divine (we're giving over $1,000 in door 
prizes... watches, jewelry, silver, china). 

Just come help us celebrate our 85th birthday 
and wonderfully remodeled store beginning 
today, October 13, 14, 15, 16, 17 and 18. 
What's more, rare and marvellous exhibits 
have been sent to us especial'y for our party 

. .. fabulous diamonds, rubies, pearls, unusual 
silver, china, glass. You're invited . . . do come. 


iI 


MONTGOMERY'S OLDEST JEWELERS 
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Newspaper ads, such as this, prodded interest 
each day during Ruth & Sons’ anniversary 
week, kept traffic pouring into the store. 





tion October 13, 14, 15, 16, 17 and 18 to see 
marvelous displays and exhibits and perhaps 
win these—[pointer indicates you must turn in- 
side]. 

There you discovered “we’re giving more than 
$1,000 in door prizes and just to start you dream- 
ing, here’s a partial list of them. . .” Some 35 
items were listed, everything from “diamond and 
opal ring” to “military brush and comb set,” to 
“6 flannel silver covers.” 

The opposite page told about “wonders to look 
at and marvel” including “fabulous displays of 
rare and unusual collector’s items. ... Magnificent 
diamonds, among them breath-taking ‘cyclotron’ 
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gold and green diamonds . . . Precious rubies, 
emeralds, imported garnets and turquoise... 
Antique and modern jewelry ... Handsome and 
unusual pieces of English, French, Italian, Ger- 
man and American silver. . . . Collector’s delights 
in imported china and glass épergnes. .. .” 

Finally, you came to “a short history” of the 
firm. The long line of Ruth jewelers started with 
George Washington Ruth of Raleigh who “ap- 
prenticed to learn silversmithing and watchmak- 
ing in 1816.” Eventually George Washington’s 
two sons joined him in business. And in 1873, 
son, Charles Leon Ruth, purchases his own shop 
in Montgomery, Ala. 

Today that business is owned by four Ruths: 
Brothers Emmett Crook and Charles Leon; and 
Charles’ sons, Charles L. and James H. 


Full-page Ad Invites Public 


All this information and more appeared in a 
full-page newspaper ad on the Sunday preceding 
the event. It invited everyone to come to the 
party. 

“On our birthday we’re giving hundreds of 
free gifts” said the ad. “At 85, we’ve had our 
face lifted... .” 

The daily newspaper gave the anniversary ex- 
tensive editorial recognition. And Ruth’s kept 
up the interest with attention-getting ads each 
day during the week. 

Townsfolk turned out in droves. Well-wishers 
showered the store with floral gifts; compliment- 
ary letters poured in. 

So gratifying was the response that the Ruths 
inserted a “Thank you” ad on the following Sun- 
day. “Grand Party” it was titled. “Our 85th 
birthday and remodeling party was delightful 
.. . thanks to all of you . . . do drop in again 
Mics 

“We believe that the big drawing attraction 
was our $1,000 in door prizes,” James Ruth ad- 
mits, “and next, the unusual exhibits.” 

A large factor in continuing the good work 
started during anniversary week, is the store’s 
new front, Mr. Ruth believes. 

“We're selling many items from the window 

. and that seldom happened with our old 
‘box’ windows. Shoppers notice something in 
the window, come in and look at it—and, very 
often, buy it and wear it out.” 

The Ruth’s are convinced that their anniversary 
celebration, plus the remodeling, have given them 
a big boost toward a prosperous future. 8 BS 





Nonmetallic materials, such as glass, terra 
cotta and porcelain, can be coated with platinum 
or palladium to enhance their beauty—or to se- 


cure electrical conductivity. 





With 400 trophies on display—and more in stock—customers of 
Cuquet’s in St. Louis are bound to find just what they want. En- 
graving is done in the store; so, within a matter of hours, the 
award can be ready for presentation. 


by Leslie G. Kennon 
and Frank Begley 


TROPHIES: YEAR-ROUND PROFIT MAKER 


® BUILD UP TRADE IN TROPHIES, and you’ll have a 
growing procession of sure-fire customers coming 
into your store. 

Cuquet Jewelry & Optical Co. of St. Louis has 
found that gratifyingly true. Trophies account for 
nearly one-third of the store’s total volume. 

“A nice part about selling trophies is that when 
a person walks in our door for a trophy, he al- 
ready wants to buy,” says Jim Douglas who is 
in charge of this department. “It’s just a matter 
of helping him make a choice.” (Cuquet’s is said 
to have the largest trophy business in St. Louis.) 

The firm first added class rings, graduation an- 
nouncements, cards and diplomas to its regular 
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jewelry lines in 1940. (Way back then, they saw 
the wisdom of appealing to teenagers and young 
people.) With the school crowd coming into the 
store, they began to get requests for trophies from 
coaches in the athletics departments. “We de- 
cided to buy a few more than we had orders 
for so we’d have some in stock,” explains Dr. 
Arthur Cuquet, the store’s owner. Before long, 
the trophy business was booming. 

Today, Cuquet’s sells trophies ranging in price 
from $1 to $500. In their display cases are 400 
different trophies and behind scenes is a large 
reserve. To have lots of variety, they buy from 11 

(please turn to page 206) 
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Jlareus & Go. 


is looking for 


diamonds and jewelry 
you don't want! 


Here’s why manufacturers, wholesalers, retailers turn 
to us to dispose of their idle inventories, 


slow moving pieces and overbought items that are 
tieing up their working capital. 


They get more for their merchandise 
because we pay more! 


You too can get all the advantages of having one of 
the country’s largest outlets advertising, promoting 
and selling your goods at retail to the biggest buying 
audience in the world through our unique brokerage 


plan. You avoid the financial and prestige losses that go 
with distress sales and dubious auctions. 


You can’t lose with the Marcus Plan! 


Let us tell you what we’ve successfully done for others. 
Then compare what Marcus & Co. can give you against 
any offer from any organization. Let’s talk about it. 


No piece or no stock is too large or too small. Call 
or write today. 


Jlareus & Go. 


Jewel Galleries 


(purchasing division) at G | M B ELS 


33rd Street & Broadway, New York 1,N. Y. 
PEnnsylvania 6-0808 
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Successful credit jewelers tell what they are 
doing to boost traffic and open new accounts 


by William Wagner* 


*William Wagner was executive sec- 
retary of the National Association of 
Credit Jewelers and the National 
Jewelers Association. He is now exec- 
utive secretary of the Diamond Coun- 
cil of America, installment credit con- 
sultant to the Retail Jewelers of 
America, Inc., and a contributing edi- 
tor of JC-K. 


Which 
Promotion 


Items 
Work Best? 


© PROMOTING BY INSTALLMENT JEWELRY STORES, sometimes 
criticized as too sensational, always has been considered 
essential to the credit jewelry business. And this attitude 
has changed little in the last 30 years, judging from com- 
ments by representatives of single unit and chain opera- 
tions. 

Credit jewelers agree on the need for offering attractive 
items at attention-arresting prices and the easiest of terms; 
but they are far apart on what to use as promotional mer- 
chandise and on how and when to present their tempting 
bargains. To a large extent, jewelry-store promoting has 
been, and still is, a matter of trial and error. Most of it 
qualifies as “fishing expeditions.”’ 

As a rule, traffic builders and account openers are se- 
lected from non-jewelry lines; for a number of reasons. 
The one heard most often—and not necessarily valid—is 
that jewelry just does not lend itself to promotion efforts. 


Appliances Ideal for Add-on Sales 


Contrary to the common belief, brand-name electrical 
appliances never were used extensively to build store traffic 
and to get new installment accounts on the books. In the 
past, small, nationally advertised appliances were fair- 
traded; and jewelers used them successfully to increase 
sales volume and for profitable add-on business. 

Then came the virtual ending of retail price maintenance 


(please turn to page 196) 
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MERCHANDISING 
OPPORTUNITIES 
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especially prepared for jewelers 
by Bell « Howell 








—the fastest turnover line in 
the photographic industry* 
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* According to independent market research, 1959 
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the electric eye still camera that 
never lets you spoil a shot! 
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Complete outfit features: 


© INFALLIBLE electric eye still camera e Match- 


ing flashgun e Flashgun Battery e 1 roll color 
film e 1 color slide viewer e Batteries for 


viewer e Leather carrying case e Twelve 5-B 


Flashbulbs e1 roll B/W film e Photo album 


® Photo mounting corners. ea 


The perfect camera for everyone who has ever wanted fool- 
proof pictures . . . 12 times out of 12! This complete outfit 
features the INFALLIBLE camera that sets its own lens, au- 
tomatically, with every change of light. Here is everything 
your customers need for taking slides or prints, color or 
black and white, indoors or out. The INFALLIBLE outfit has 
been merchandised successfully by jewelers coast-to-coast 
at the suggested retail of $69.95. 





























Be SUNO - 


| the “Magic Memory Button” camera 
and a complete outfit for home movies! 
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Complete outfit features: 


© SUNOMETER meter-equipped 8mm movie 
camera e MONTEREY movie projector e Cam- 
era carrying case e Camera handle e 400-ft. 
take-up spool e 50-ft. roll color film e 50-ft. 
Castle cartoon e 2-lamp light bar. 


Ideal for budget-minded families with no photographic 
knowledge. The meter-equipped SUNOMETER camera has 
a ‘‘Memory Button” that (1) signals the correct exposure 
and (2) locks in place to remind you what the setting 
should be. The rugged Monterey projector shows home 
movies brilliantly. The SUNOMETER outfit at $139.95 is a 
proven success in jewelry stores throughout the country! 


FINER PRODUCTS THROUGH IMAGINATION 


> Bell s Howell 
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Automation in home movies. The electric 
eye movie camera that sets its own lens! 
































Complete outfit features: 


© PERPETUA electric eye movie camera 
© MONTEREY movie projector e Camera carry- 
ing case @e Camera handle e 400-ft. take-up 
spool e 50-ft. roll color film @ 50-ft. Castle car- 
toon @ 2-lamp light bar. 


Here’s the “thinking’”’ camera that millions have seen on ; ] 
network T'V. America’s fastest selling 8mm electric eye Co-op Allo wance, too! 


model. Your customers can’t miss—every foot of film is per- i 
y ” Backed by Bell & Howell advertising on na- 
fectly exposed. With the Monterey projector and complete tional network TV, there are ad mats espe- 
9-piece package at $199.50, this is one of the most exciting Cally ter aewele ee ee 
: | h bl ff hei lowance, too. In addition, there are counter 
3c 3 If ~ } 3 - 3 : . : 
values jewelers have ever been able to offer their trade. displays, free sales folders and sales training 


literature for you. Call or write for details. 
CALL COLLECT for de- 
tails— AMbassador 2-1600, 
Chicago—or write Bell & 


Howell. 7100 McCormick 
Road, Chicago 45, Illinois. FINER PRODUCTS THROUGH IMAGINATION ) Bells Howell 
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by Dr. Frederick H. Pough, Gemological Consultant to JC-k 


There’s ancient tradition— 
and unrealized opportunity 


for sales—in 


SARDONY X 


The Birthstone for August 


@®SARDONYX, AN ANCIENT STONE, long associated with August, 
is rather drab compared with its scintillating alternate, peridot. 
Sardonyx, however, has much tradition in its corner. 

Sard (and sardonyx) is a brown, microcrystalline variety of 
quartz. As it becomes paler, it grades into carnelian. Like car- 
nelian, it was probably found at one time in fair abundance as 
small, water-worn pebbles and cobbles, more or less uniformly 
colored. These pebbles often were a suitable size for fashioning 
beads, seals and ringstones. 

Little is found that way today, however. Our commercial sard 
now comes from Brazilian agate boulders, the same sort of 
Stones at $250; three-quarters por- masses in which amethyst occurs. In a sense, they are “petri- 
traits at $750, and full face at fied bubbles,”’ which formed in old lava flows. Subsequently they 
$1,000. Such a “birthstone” sale weathered free from their lava matrix, then wound up in the 
for a brooch would be worthwhile! boulders which were deposited in stream beds in Rio Grande 

do Sul. 

Some of these ‘“‘bubbles’”—or geodes—are hollow, lined first 
with thin bands of agate, immediately followed by a skin of 
amethyst points projecting into open space. Others are solid 
or nearly so, with many successive layers of agate, and a final 
filling of clear quartz crystals. Some are concentrically banded 
throughout; others start this way and then are filled by straight 
flat bands which probably preserve the horizontal plane where 
water stood as the cavity was being filled. 

No one knows why amethyst filled one geode and agate an- 
other; we can only say that in different parts of the old lava 
flow the filling varied. Amethyst and agate are never jumbled 


CAMEO PORTRAIT 
OF WAGNER 


A profile cameo, like this master- 
piece by Ewald Leyendecker, key- 


(please turn to page 164) 
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PLAN A DIAMOND 
LECTURE PROGRAM 


to promote your diamonds 
and your store 


| 3 popular lectures FREE—in complete text and note form 
“WHO oe | ideal for talks before club, church and school groups 
IND 


€ On diamond facts and fallacies. 
Fascinating 30-minute talk—for both men and women. 


The history of jewelry, and of diamond fashions, from the 
earliest times through the Middle Ages, right up to today. 
It tells of kings and queens who have made diamond history 
and of today’s “queens of fashion.” 


With this lecture you can whet interest in your own dia- 
mond collections. It lends itself to a display of your own 
diamond jewelry, gives you a chance to implant the idea of 


“SECRETS OF THE | diamond gifts for family occasions. 
DIAMOND EXPERTS” | |) 





: € On diamond facts and fallacies. 


Fascinating 45-minute talk—for both men and women. 


This interesting lecture has been prepared with the assistance 
of some of the country’s leading gemologists, diamond cutters 
and other diamond experts. Informative and factual, it’s aimed 
at correcting the most popular misconceptions about diamonds. 


Presenting this lecture gives you an opportunity to talk 
to many potential customers about your diamonds and your 
store — to show rings and other diamond jewel pieces. 


W< On famous diamonds. 
Impressive 30-minute talk—for both men and women. 
The histories of 30 famous stones, this diamond talk has 


romance, adventure and drama. It has been enthusiastically 
received by audiences throughout the country. 


This lecture, with its general appeal, helps you promote 
desire for diamonds among people of all ages, accent the fact 
that “a diamond is forever.” You can display engagement 
diamonds, and diamond gifts from your own collections. 


De Beers Consolidated Mines, Ltd. 
Order any or all of these lectures now 
Diamond Promotion Dept., THE REUBEN H. DONNELLEY CORP., 230 East Sandford Bivd., Mt. Vernon, N. Y. 
Gentlemen: Please send me the FREE lectures checked below: 


_| “Who Sets the Fashion in Diamonds?” | | “Secrets of the Diamond Experts” [] “Diamonds with a Past’ 


Name 





Address_ 
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SARDONYX: AUGUST BIRTHSTONE 
(from page 162) 


together in the same banks. 

Brazil is not the only place where quartz-filled 
fossil gas bubbles have been found. Idar-Ober- 
stein, the famous German gem center, owes its 
municipal industry to a similar event in the Nahe 
Valley. The farmers of this region started slicing 
and polishing the agates they picked up from the 
river bed. In time, this becomes an important 
industry. 


Sard Figures in History 


Sard and sardonyx are steeped in history. In 
Greek and Roman days small pebbles of brown 
agate required little shaping to become suitable 
for utilitarian jewelry. A pebble might need only 
to be drilled for its fastening (with a bit of gold 
wire) and flattened at the edge for an intaglio, to 
serve as a treasured seal. Each man of property 
needed a seal to authenticate his documents. Be- 
sides, the materials were embued with special 
powers that made them valuable talismans. (Red 
carnelian and brown sard were so obviously iden- 
tical minerals that the ancients probably made 
little distinction between their magical prop- 
erties. ) 

In the Middle Ages, sardonyx was considered a 
potent therapeutic gem. Even today it is said to 
be used in Iran to treat epilepsy. In a carefully 
cut cabochon sardonyx, the bands can be placed 
to produce an eye; and such “eyestones” are 
found set in idols. Loose stones were thought to 
be useful in the treatment of sores. An “Aleppo 
stone” is such an agate, esteemed for the cure of 
the very prevalent boils of that region. As a birth- 
stone, sard “inspires eloquence” in the wearer. 
Brown and white banded sardonyxes symbolize 
married happiness, a thought inspired by the har- 
monious blending of contrasting bands into a sin- 
gle, inseparable stone. 

The most famous of all sards was the ring that 
Queen Elizabeth gave the Earl of Essex as a 
token of her eternal friendship. When his rivals 
had jailed him under a sentence of death he tried 
to send it to her. It fell, alas, into the hands of 
a foe who knew its significance, so it never 
reached the Queen—and Essex was executed. 
The value of this gem, if it still exists, would be 
incalculable; a purely historical value, however. 
No modern sard is worth more than the labor it 
represents. 


Cameo Cutting Takes Skill 


Occasionally sards represent some very pretty 
labor, at that. Cutters of cameos and intaglios 
often work on sard and sardonyx. The suffix, 
“onyx” refers to the bands of white and brown, 
in contrast to the simple brown of a carnelian or 


164 


sard. (“Onyx” comes from a Greek word for the 
finger nail and has reference to the small, light 
bands visible at the base of a growing nail. On 
small stones, cut across the banding, you can see 
a series of such curving layers.) 

The cameo-cutter doesn’t look for stones with 
curving bands, however. He wants a slab with 
layers formed parallel to a standing water level, 
which eventually hardened into perfectly flat 
sheets. The slab is cut parallel to the banding, 
thick enough to make a two- or three-layer slice 





Stages in cutting a cameo: Ewald Leyendecker did 
this cameo, for a ring, in five stages to use in a TV 
demonstration. Leyendecker is America’s only 
cameo portrait artist. 





which has a brown base and a white area above. 
With careful cutting, the white layer is removed 
down to the background, bringing out an image 
of white on a dark. The value and cost of a cameo 
depends on many factors. The portrait cameo- 
cutter is an artist and deserves the pay his skill 
ean bring. Old Greek and Roman cameos of con- 
siderable size, which depict some myth of the 
gods, were once highly valued; but most are now 
in museums. There is comparatively little interest 
today in the smaller ones and they can often be 
picked up at sales for a song. We no longer have 
the Classical scholars we once had. 

The skill that goes into the carving of some 
modern cameos is seldom appreciated or properly 
paid for. Really, this carving is a form of art 
production; it is miniature sculpturing. But few 
buyers of gems are willing to pay the value. Ordi- 
nary cutting of crests and initials—the commer- 
cial seal stones—are still quite common, although 
not much appreciated. 

For men, sard and sardonyx are interesting and 
conservative stones. An alert jeweler could easily 
sell special-order carvings to the right cus- 
tomers—and make this birthstone a much more 
profitable one. Eee 
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IT'S NOT PLATED! IT’S NOT HOLLOW! IT’S NOT LIKE ANY OTHER RING YOUV’E EVER SEEN! 


NEVER BEFORE A 
GOLD RING LIKE 


D5 


4 laps 


10K GOLD CROWN ON STERLING 


#6$350 

10K Gold on 
Sterling silver. 
Genuine 


: 4 4 hematite 
ADVANTAGES OF = Gotés/Zoe OVER SS eA intaclio set 


ORDINARY GOLD-ON-STERLING RINGS! YASH” ‘913.90 


@ Solid gold crown— will NEVER 
WEAR OFF! 


@ Heovy solid ring—not hollow! 


@ Stones hand set—not milgrained #G6S450 
10K Gold on 

@ Fine wood lap finish sterling silver. 
Your choice of , 
any synthetic 
stone. 


$13.90 


KEYSTONE 


#6$150 

10K Gold on 
sterling silver. 
Yellow initial 
on genuine 
black onyx. 


$13.50 


KEYSTONE 


10K Gold on 

Sterling silver. ; 
Yellow initial 

on genuine | 
black onyx. ‘ 
$13.50 ‘ 


KEYSTONE 


De- jax MFG. CO., 627-15" AVE. NO. MINNEAPOLIS 1, MINNESOTA 
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NOT TO BE CONFUSED WITH ANY 
OTHER GOLD-ON-STERLING RING! 


hecigl Gi cilet itlieet en risk! 
Order I ring « If not satisfied 
return for credit! 


The GOLD-STER has a genuine 
thick 10K sculptured crown—not 
a gold plate such as you find in 
ordinary rings. This gold crown 
absolutely will not wear off... 
rub off . . . polish off . . . like 
others do. It’s not hollow but solid 
gold through and through! 

Here is a new exciting man’s 
ring for your trade—a ring that 
will melt all sales resistance with 
its unique charm and beauty. 

Order one GOLD-STER ring 
today! You can use the coupon. 
There’s no risk and you can return 
the ring if you are not completely 
satisfied! 


Created and Mfg’d only by 


Deer jay a cites of 
RING SPECIALTY CO. 
Minneapolis, Minn. 

USE THIS COUPON IF YOU PREFER 


TO: DEE-JAY MFG. CO. 
627 1st Avenue North 
Minneapolis 1, Minn. 


Gentlemen: 

Please rush_______ Gold-Ster ring(s} No. 
Company Name 

Address. 











City 














Color Grade 
Determined with 


Luminescence in u-v. light 


Specific gravity 
Weight in grm. 
Angie 

pavilion 
Style of cut 
Quality of cut 





CERTIFICATE 


oe OF A 


Weight DIAMOND 


crown Examination under GIA Diamondscope 


A duplicate of this certificate is filed with the firm of Giibelin Brothers, 
Lucerne. Any person misusing this certificate will be prosecuted. 





The undersigned herewith certifies that the following detailed description and classification of the Diamond registered under the above number are based on exhaustive and conscientious 
examination and can be proven as true and scientifically accurate. 


2 of girdle 
Quality of girdle 
2 of table 
Quality of table 
Depth 

Culet 


(Magnification: Measuring device 


GUBELIN BROTHERS 


DR. Ec. 3 GUBE LIN, CG. FGA 


<a) (Certified Gemolegist 

Ps = S - 

. Som f Graduate Member of the 
.®\: American Gem Society 


First Research Member of the 
Gemological Institute of America 








Diamond certificates used by Gubelin Brothers are fully descriptive. This one is for 
a brilliant; another, with similar text, depicts the emerald cut. The specimen shown 
above is reduced from the original, which is printed on 10 11/16” x 8%” sheets. 


Diamond Facts—on Paper 


by Dr. E. J. Gibelin 


Dr. Giibelin, Certified Gemologist and Fellow of the 
Gemmological Association of Great Britain, heartily en- 
dorses the issuance of meaningful guarantees to diamond 
purchasers. His firm, Giibelin Brothers, of Lucerne, Swit- 
zerland, is among Eurepe’s most distinguished jewelry 
establishments. He wrote the following letter after read- 
ing a discussion of diamond certificates in the May 1959 
issue of JC-K.—The Editors. 


@ IT WAS WITH GREAT SATISFACTION that I read 
your interesting article “Should You Tell All 
About Diamonds You Sell?’; and I was very 
pleased that you defend the idea of issuing cer- 
tificates for diamonds sold. 

I agree with your point of view as well as with 
all your explanations. Believe me, I can tell you, 
after 20 years of experience, that certificates help 
tremendously to promote the customers’ confidence 
in diamonds. You are right: the clientele wishes 
to have more detailed information nowadays than 
it did 30 or 50 years ago. 
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Those who buy a painting, or a Persian rug, 
or artifacts, want to be informed exactly about 
such goods and appreciate receiving a certificate 
which guarantees the genuineness of the article. 
Why should we jewelers not guarantee the goods 
we sell and conquer the market again for us, in- 
stead of leaving such expressions of confidence 
to our competitors in other branches of business? 

Ever since our firm started issuing certificates 
20 years ago, we have continually increased our 
diamond sales; and whoever wishes to buy the 
finest comes to us because he knows that every 
word said about the diamonds he buys will be 
guaranteed by our certificate. 

I am sending you herewith two specimens of 
our diamond certificates in the English language 
which we give our customers. I think you will 
be interested in seeing how this is done in another 
country. Bea 
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The Henry H. Harteveldt Company extends a cordial invi- 
tation to jewelers attending the New York Convention to 
visit their offices. 


Our company has served quality jewelers for four decades 


and specializes wa large and varied selection of platinum 
and gold diamond jewelry in both standard and promo- 


tional quality. 
Retailers will find The Henry H. Harteveldt Company a 


courteous and valuable source of diamond supply. 


At the Dallas show September 6-10 visit our Mr. “Ricky” James at the Hotel Adolphus, Room 936. 


A 


arteveldt Company 


MI 
mn 


630 Fifth Avenue, New York 20, New York 
MEMBER AMERICAN GEM SOCIETY 


ANTWERP DALLAS NEW YORK LOS ANGELES PORTLAND 
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Welcome the Newcomer 
to Town 


There may be a diamond in 
his (or her) future—and 

you need new customers to 
replace those who move away 





by Gladys Babson Hannaford 


® STATISTICS CAN BE FRIGHTENING OR EXCITING, 
depending on your viewpoint and your use of 
them. Right now, there is a_ statistic which 
jewelers should pay special attention to. It can 
be frightening if you do nothing about it; or, if 
you accept it as a challenge, it can be used to 
advantage. It is this: about twenty per cent of 
our population is on the move each year, accord- 
ing to figures released by the Census Bureau in 
July. That figure has been fairly steady for the 
last ten years. One out of five in the area you 
serve wili leave to live elsewhere before the year 
is over. By the good old law of averages, you 
stand to lose one out of five of your regular cus- 
tomers! 

In many fast-growing communities, the resi- 
dent who leaves is replaced by two, three, or 
more. But none of these is a customer unless you 
do something about it. 

When a new family moves into a community, 
the first store they seek is a grocery or a super- 
market. The second is likely to be a hardware 
store. (“Where did we pack the hammer”?’’) 
There, unhappily for you, they are exposed to a 
gift line today. In the order of their needs, you 
will be fairly far down on the list. 

Meanwhile, your store remains one in a con- 
fusion of stores. If yours happens to be chosen 
when your merchandise is needed, you’re lucky. 
True, the quality and frequency of your adver- 
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tising will help, but you must go further than 
that. 

First, you or someone representing your store 
must get out and meet these people. In many 
localities, there is an established branch of the 
Newcomers’ Club. They welcome speakers and 
will be delighted to have you talk to them on 
diamonds, a romantic subject to all women. There 
is no better way to make your store come alive 
to new residents, to show your merchandise and 
get acquainted. 

In some places, the Welcome Wagon, or a 
similar service supported by local merchants, 
calls on new residents. If you subscribe to one 
of these, make the most of tt. 

A young woman I know moved from a large 
city to a smal] suburban town. When the wel- 
coming service called on her, she loved it as part 
of a new and exciting way of living. There was 
a basket of small gifts from the stores. There 
were also cards entitling her to other gifts such 
as a hair-do and dry cleaning. 

One from a local jeweler suggested that she 
call for her gift. When she did, her only greet- 
ing was, “Oh, you’ve come for your gift.” She 
was handed a calendar with a thermometer on it 
—not a particularly desirable gift in October, but 
it was the attitude rather than the gift that was 
important. She said, “He made me feel like a 
scrounge.” Instead of making a customer, he had 
turned a possible one away permanently. 

Some of the utility companies, for a small fee, 
will give you a list of new installations—an ex- 
cellent way to acquire the names of new resi- 
dents. Check the list against your records or 
the phone book to be sure it is someone from out- 
of-town and not one of your old customers moving 
to another house. You can send a nice letter of 
welcome and invitation to the former, but it will 
do you no harm at all to send the old resident 
or customer a note saying you hope he will be 
happy in his new home. 

School all of your employees to be on the watch 
for new people in their neighborhoods or at 
church. Tell each one the importance of greeting 
these strangers, not only for the community but 
for your store. Why not offer a prize to the sales- 
person who brings the most new residents into 
your store each month? Welcome them personal- 
ly and be cordial and happy about it. 

Whatever you do, or however you do it, you’ve 
got to make an effort of some sort. Being just 
common sensible, you have no choice. Your busi- 
ness will dwindle unless the one who has moved 
away is replaced. Beyond that, the possibilities 
are exciting. 

Be sure that each new person sees your dia- 
mond department. There could be a nice diamond 
in their future and a sale in yours. a & & 
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first and still the finest! 


THE LOCKING RING ENSEMBLE... 


@ Famed for beauty and dependability! 

@ A Wed-Lok ensemble locks together at two places! 
@ Doubly secure! No separating or pivoting! 

@ The double-gripping lock is guaranteed for life! 


@ Superb Granat tempered® mountings! 


@ Narrow, medium, wide—tailored to lavish styles! 


WED-LOK THREESOME: 


@ New “Charm” series of Threesomes ! 
@ Two rings for the bride, matching ring for groom! 
@ Shipped in attractive presentation box! 


@ “Charm” Wed-Lok Threesome priced to retail 
from *150 for all 3 rings. 


GRANAT 


MISSION STREET AT 20TH. SAN FRANCISCO 10, 
CALIFORNIA 


@®* rraveMar« REG. U.S. PATENT OFFICE ILLUSTRATIONS ENLARGED TO SHOW DETAIL 
WED-LOK RINGS PROTECTED BY U S. PATENTS @® TRADEMARKS REG. U.S. PATENT OFFICE 
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TIFFANY’S WINDOWS 
(from page 126) 


creative artist—said: ‘“‘Let’s amuse people in 
July—and help them feel cooler.”’ 

In most of our windows we combine gems with 
nature. “Gemstones come from the elements,” 
Mr. Moore points out. “They belong with water 
and trees and rocks and animals.” That’s why 
you will see flowing streams in a Tiffany window; 
or growing grass (which we mow each morning 
with a pair of shears); or a stuffed black pan- 
ther (borrowed from the Museum of Natural 
History)—or a Christmas countryside, heavy 
with “snow.” 

New York has excellent craftsmen who help 
us with difficult windows. And our budget does 
allow for certain extravagances. But, other jew- 


Gift window features an etched ivory chest from India, 
30 inches high. It was a handsome and hard-to-find prop; 
but you could achieve a similar effect with an antique 
spice chest. Background and elevations are covered with 
red velvet. (Greens and ochre yellow predominate in the 
chest’s etching.) As you see, we displayed silverware, 
women’s jewelry, china, watches, a fountain pen, powder 
cases ... and sold plenty of them. (Items are never 
shown in boxes, except inside the store.) 


Three Kings from the Orient “tableau” was one of our 
Christmas ’58 series of windows which told the nativity 
story. Judith Brown, a New York artist, made the figures 
from ribbons of scrap metal, roughly welded in place, and 
suggested the faces with metal wire. We used midnight 
blue for background and placed two pieces of diamond 
and ruby jewelry on the “snowy” ground. You can see 
how important the lighting is here. One bright spot, sur- 
rounded by the necklace, indicates the Christ Child. 


elry stores which are dedicated to beauty, could 
use some of our ideas effectively—and for less 
time and money than they may think. 

Much of the background material we use is 
sold in dime stores; some of our finest props are 
antiques, borrowed from individuals or rented 
from antique shops. 

For original effects, you might explore the 
talent in your vicinity. Artists are seldom affluent 
and usually welcome creative assignments for 
small fees. Or, the art teacher in the local high 
school might help you find a promising student to 
build a church such as our cathedral of balsa 
sticks. Most boys already have worked with the 
same material in building model airplanes! A 
contest could give you favorable publicity—and 
might yield exactly what you want to symbolize 
the Christmas season. 

Don’t let an artist get too literal, though. Leave 
something to the viewer’s imagination. If you 
use Santa’s sleigh, for instance, skip Santa and 
his reindeer. Any one element is fine—but not 
all three. 

Finally, we feel that a window’s lighting is the 
key to its success. By experimenting with spot 
lights and filters, you can achieve wonderfully 
dramatic effects—especially in “setting a stage” 
which speaks of the spirit of Christmas. @ @ 8 
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TRE PRECE IS. RIGHE.. 3 


We Also Have The Merchandise. 


From the finest gems to the 





lowest priced promotional 
diamonds. We are the largest 
diamond cutters in the world 
We have in stock any size, 
any quantity, any quality dia- 
monds and... the priee 1s right. 
LOOSE DIAMOND DIVISION 


ot 


HARRY WINSTON, INC. 





e jewels of the world | = 


TARRY WINSTO 


HARRY WINSTON DE NEW YORK HARRY WINSTON, INC OF NEW YORK 
HOTEL TAMANACO 
CARACAS, VENEZUELA 
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Real ¥ 
ee 





INC 7 EAST 51ST STREET. NEW YORK 
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HARRY WINSTON S A. OF NEW YORK 
24 GRAND QUAI j 32; AVENUE DE L’OPERA 


GENEVA. SWITZERLAND PARIS. FRANCE 


HARRY WINSTON, INC HARRY WINSTON, INC 
55 EAST WASHINGTON STREET 448 SOUTH HILL STREET 
CHICAGO, ILLINOIS LOS ANGELES, CALIFORNIA 
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New low-cost dichroscope on market 


A valuable tool for any 
jeweler, this simple di- 
chroscope, helps you 
identify colored stones 
and distinguish many 
synthetics from natural 
stones. 


....0r you can make your own 


by Dr. Frederick H. Pough, Gem Consultant for JC-K 


® AN INEXPENSIVE, cardboard - mounted dichro- 
scope has just come on the market. This kind of 
gem-tester is nothing new and, since the in- 
vention of Polaroid, it is easy to make. (In the 
old days, when we relied on calcite or green 
tourmaline, it was another story.) The jeweler 
who can get some Polaroid film—from a pair of 
scratched Polaroid sun glasses, perhaps—can 
make a dichroscope just like the new Eureka; 
though making it might cost him as much as 
buying one. 

A dichroscope is intended to show dichroism. 
Dichroism (more accurately, pleochroism) is the 
result of a difference in color and light absorption 
in colored crystallized minerals by the different 
crystal directions. Singly refracting gemstones, 
like garnets and spinel, do not show dichroism. 
Most of the doubly refracting ones do, although 
it may be very weak in some stones, such as 
peridot and apatite. 

In the doubly refracting minerals, light is 
forced to vibrate in definite planes as it passes 
through the crystal. When the light comes out, 
it will be vibrating in two planes, at right angles 
to each other; but the color you see is a mixture 
of the two. If the light from each of the vibration 
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planes could be sorted out, you would see whether 
they were different in color and whether the light 
had been polarized (that is, forced into the 
definite planes of vibration). 

A single piece of Polaroid will separate the 
planes. You rotate the film in front of the crystal 
so that it is parallel to one of the vibration planes 
and then becomes parallel to another. If the dif- 
ference in their absorption and color is great, you 
can actually see the crystal changing color. If 
the difference is weak, it may be almost impossi- 
ble to see. 

The dichroscope, however, puts the two con- 
trasting colors side by side so you can compare 
them and see even a slight color difference. 


The Calcite Prism 


Before Polaroid, this was done expensively 
with a polished calcite prism, set in front of a 
little square window in a tube. At the other end 
was a magnifying glass that focused, through the 
calcite, on the window. With the strong double 
refraction of calcite, it was possible to have the 
window of a size, and the calcite of a length, to 
give the effect of two windows, side by side. (In 

(please turn to page 174) 
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SELLS ON SIGHT! 


FOR TABLE 
AND DESK 


ONLY 


sos | 


Retail List 
Incl. Fed. Tax. 


Lets you know 
when the fuel is low! 


This Vu-Lighter table model sells on sight 
because it’s designed for impulse pur- 
chases. Everything about it attracts atten- 
tion—the clear, see-through fuel reservoir— 
the handsome chrome 
and color trim. It’s a 
superb lighter’ with 
more unusual features 
than any other lighter 
on the market— 
UNCON DITIONALLY 
GUARANTEED by 
world-famous Scripto! / 


FREE COUNTER DISPLAY 


See VUlighter 











the same way two dots show through a piece of 
calcite when only one dot actually is present.) 
If you place a stone in front of one window and 
look at it from the other end, you see two colored 
images; and if the stone is dichroic, each image 
is a different color. 

Since Polaroid, the process is much easier. 
Just make two windows by putting two pieces 
of Polaroid side by side, so that their vibration 
directions are at right angles to each other. You 
can do this with a tube and a lens, in imitation 
of the old calcite dichroscope; but it isn’t neces- 
sary. All you need to do is place the two pieces 
side by side in some sort of a holder. Since Pola- 
roid is comparatively inexpensive, it’s not very 
sensible to make windows so small that you have 
to look at them with a loupe. If you use good- 
sized pieces, you can manipulate the stone more 
freely, with tweezers or fingers, to bring out the 
maximum contrast. As you turn the stone, and 
slide it back and forth across the dividing line, 
you will see that the different colors on the two 
sides change abruptly at the line. Keep the stone 
as close to the Polaroid as practical. 

A ruby will show blue red and yellow red; a 
garnet or a spinel will be the same color on both 
sides of the line. Even very pale stones—some, 
like amethyst and aquamarine, not commonly 
considered very dichroic—show up nicely in these 
Polaroid dichroscopes. 

Even if you don’t have a refractometer or a 
polariscope, you can make a lot of tests of colored 
stones with a home-made dichroscope. The 
spinel imitation of a tourmaline, for example, or 
the rare one of alexandrite can be identified very 
simply with this instrument. This is the test for 
alexandrite. The refractive indices of synthetic 
spinel and genuine chrysobery! aren’t very far 
apart; and the lack of dichroism (very strong in 
alexandrite) shows up right away. Spinel imita- 
tions of aquamarines can also be spotted in this 
way. 

The new Eureka filter joins two pieces of Po- 
laroid and makes a very practical instrument. Or 
you can make a complicated but sensitive one by 
cutting Polaroid strips diagonally across the vi- 
bration direction, reversing each alternate one, 
and mounting and trimming them. This gives a 
herring-bone pattern to the vibration directions 
in alternating stripes, and brings out delicate 
color bands with the slightest dichroism in even 
pale stones. 

This dichroscope is a lot of trouble to make; 
and you should mount it between glass to hold 
the strips in place. The unbreakable and simpler 
Eureka-type mount (for a 35 mm. color slide) 
will serve nicely for a home-made, two window 
instrument. Since they are so cheap, though, 
you might as well buy a Eureka dichroscope 
and be done with it. EEG 
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YOUR MOST 
_» PERSUASIVE 
Mm 

oe SALESMAN 


See the new Mark IV Gemolite at the shows 


Operate it yourself—see the dramatic impact of a 
diamond through the Mark IV Gemolite. See how 
you will create greater customer interest with less 
sales resistance. Marvel at the new z-0-0-M LENS 
—watch the gem’s image grow to the exact size for 
best viewing. No sliding or revolving nose-piece. 
No image jump or blackout. Erect 3D magnifica- 
tion. Improved multi-purpose illumination. Prove 
to yourself how the Mark IV Gemolite will be 
your most persuasive diamond salesman! 
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CHICAGO: 


July 19-23, Booth #139, Morrison Hotel 


NEW YORK: 


August 9-13, Booth #76, Waldorf-Astoria 


LOS ANGELES: 


Aug. 30-Sept. 1, Booth #18, Statier Hote! 


GEMOLOGICAL INSTITUTE 
OF AMERICA 
11942 San Vicente Bivd., Los Angeles 49, Calif. 
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for Linde stars at the RJA show! 


COME to the ‘Linde’ Star Salon right off the Park Ave- 
nue lobby of the Waldorf. Preview all that’s new and 
available in ‘Linde’ Star studded jewelry, in one central, 





convenient location. 


VISIT the ‘Linde’ Star Suite in Room 953-955. See the 
new 13-minute, 16mm color movie on ‘Linde’ Stars— 
“The Gift of Kings.”’ It’s entertaining, informative... 
and after the RJA Show, it will be available to you, 
without charge, for showing in your own store or com- 
munity. Reserve it when you see it. Show it to customers, 
neighbors... offer it to local club groups. Put ‘““The Gift 
of Kings” to work for you, and benefit from the interest 


it stirs up, the sales it will create. 


GET a Close-up of the New 
‘Linde’ Star Display Piece. A 
new sales aid designed for win- 
dow or in-store use by renowned 
Designcraft Studios. Check 
your favorite ‘Linde’ Star re- 


source for full details. 


TAKE a Good Look at ‘Linde’ 
advertising. Full page, full 
color advertisements plus facing column that shows the 
newest jewelry designs featuring ‘Linde’ Stars. Sched- 
uled for frequent appearance in CHARM, ESQUIRE, THE 
NEW YORKER MAGAZINE, to help sell for you during 


your busiest selling seasons. 


EXAMINE the ‘Linde’ Star Showcase Collection. One-of- 
a-kind treasures, all set with the finest ‘Linde’ Stars. 
Showpieces that have won friends for ‘Linde’ and 
a , . jewelers wherever they've 

been featured. Available 

for your purchase, if 

you wish. Representa- 

tives of ‘Linde’ distribu- 

tors, Charles Winson & Co., 

and Max Duraffourg Co. will be 


present to answer your questions. 


MAKE a Date with ‘Linde’ Stars Now. We’ll be looking 
for you... in the ‘Linde’ Star Salon and ‘Linde’ Star 


Suite at the Waldorf ‘Linde’ is a registered trade mark of UCC. 
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A JC-K aid to selling fine JEWELRY 


~~ 
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by 
JACK 
HARRITON 


F ree-flowing 
and modernistic 
in design, 

these pins can 
also be worn 


as neck pieces. 


Original creations designed exclusively for THE JEWELERS’ CIRCULAR-KEYSTONE 


The first visible evidence of the birth of any piece of 
custom-made jewelry is the sketch, which serves to define 
the wishes and needs of the prospective purchaser and the 
recipient. To assist in the development of such sketches 
—and business—JC-K presents each month, these plates, 
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which can be cut out and assembled in a folder. This 
collection of material should be kept handy for consulta- 
tions with any special order prospect. With these, the 
jeweler can quickly determine the kind of piece and 
the type of design which will appeal to the customer. 
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STAR SAPPHIRES 


RUBIES- EMERALDS STAR RUBIES 
SAPPHIRES « PEARLS~+ CAT'S EYES 


We have a large stock of Precious Stones, 
mounted and unmounted from which to make 
your selection. Let us cooperate with you on 
your special calls. 


We are always interested in Purchasing 
Estates, and your Customers Jewels for Sale.. 


JEROME, RICHHEIMER 


4 
: 8 Fifth Avenue Phone Circle 5-5673 New York 20, NOY: g 


Sa " 
as 


hielite 


4 CHESTERFIELD JEWELERS, INC. 
33 West 46th Street. New York 36. N. Y 


VISIT OUR DISPLAY AT RJA CONVENTION © NEW YORK: WALDORF-ASTORIA, BOOTHS 326, 327, 328, Aug. 9-13 
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CO-OPERATIVE CHRISTMAS ADS 
(continued from page 129) 


in size from half-page ads to Toledo’s 36-page 
tabloid-type supplement. 

Problems are sure to turn up whenever com- 
petitors in one line seek mutual action. “Any 
cooperative effort by jewelers is most difficult— 
because of the different types of jewelry store 

<A operation,” says R. W. Reiner of Gildemeister’s, 

33 7 San Antonio, Tex. Gildemeister’s took part in 

LO) cooperative Christmas newspaper advertising 
ey one year, then dropped out. “As a conservative 

watts oot 4 type of store, we are not too interested in signing 
) a mutual ad with a borax competitor who just 

designed to last week ran an ad featuring one-half price dia- 

monds, watches, etc. They, in turn, probably 
enhance your sales don’t like the conservative copy we prefer... .” 

Toledo jewelers feel that certain standards 
should be set and upheld. To “maintain the 
and women . . . by the makers jewelry theme” in their cooperative Christmas 
of the famous Eureka advertising, they eliminate any “foreign items” 
Silver Chests. which many jewelers carry. They do allow related 
items, such as cameras. 

a tt h i bp A MANUFACTURING CO., INC. Cooperative Christmas advertising was aban- 
doned in Hammond, Ind., last year when one 
store wanted to dominate the section—and the 
Write Today For Free newspaper refused to set any limits. Robert J. 
Descriptive Booklets Farber, manager of Armstrongs Jewelers, Inc., 
of Hammond, advises jewelers who want their 
cooperative advertising to succeed, to keep these 
points in mind: 

@ Have all participating jewelers meet with a 
representative from the local newspaper to dis- 
cuss and outline the proposed section. 

@ By mutual consent of all participating jewel- 
ers, do not allow any one store to dominate the 
section. 

® Keep in mind that the purpose of the sec- 
tion is to promote jewelry for gifts, and the 
jeweler as the man to buy them from. Do not 
promote your store in this section. Use other 
sections of the newspaper or other media for 
that purpose. 

@ Feature the jewelry store as a place where the 
consumer will find a gift that is just a little bit 
better than those bought in other retail estab- 
lishments. 














Jewelry Chests by Eureka! 
Handsomely styled for men 


TAUNTON, MASSACHUSETTS * SINCE 1925 





ew ee 
TAGS 
oa And from Toledo jewelers comes this advice, 


fee VU & Pot « 


“Start your planning early!’ 
“We start planning our supplement by mid- 
PLASTIC summer,” says Mr. Osterman. “Then you can 
get the cooperation of national advertisers.” He 
IN ALL COLORS adds that timing of the supplement is “vitally 
PARCHMENT important,” too.. “Each year we have been able 
PLAIN or PRINTED to present the supplement a little nearer to the 
middle of December and each has been more suc- 
mfdby ARCH CROWN TAGS, INC. cessful than its predecessor.” Publication date 
277 Halsey St., Newark 2, WJ. this year is Dec. 6. Ze 
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Created by LAZARE KAPLAN & SONS, Inc. 
“Cutters of the world famous Jonker Diamond” 


Never before has any diamond shape 
so strikingly enlarged a diamond’s appearance 
and revealed such fiery radiance. 


FOR FURTHER INFORMATION 


ON THIS BRILLIANT NEW CUTTING CONTACT 


LAZARE KAPLAN & SONS 
630 FiFtrH AVENUE 
New York 20, N. Y. 


® 
’ Registered Trademark 
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DIAMOND RING NEWS! 


DICK CLARK 


GENUINE REGISTERED 


Sy OFF —- 4  e— 


ice PR: R iM @& S$ 


To Your Best Prospects 


TV's Star Salesman Heads Big Advertising 


BIG-SPACE Program for Keepsake Diamond Rings 
MAGAZINE ADS, 





Today’s best customers for diamond rings are 
teen-agers and the most direct sales line to them is 
Dick Clark, star of ABC-TV’s top-rated program, 
_— “American Bandstand.” Clark’s musical variety show 

(jo | fous eheep is seen by an audience of over 40 million viewers. 


” a & 
(i. ge 


| And now the strong personal selling appeal of 
\ Dick Clark will be working for Keepsake Jewelers 


pps rome \ | everywhere . . . telling young America about 


Keepsake’s perfect quality and distinctive styling. 


THE TIKi CURGE =O 


=e eranre 
te wen 
we 18 
~~ ® 





Combine this outstanding TV program with 
Keepsake’s regular campaign of big-space maga- 
zine advertising and you have double-barrelled 
selling power focused directly on your best diamond 
ring prospects. To help convert this advertising into 
customers at the diamond counter, Keepsake pro- 
vides dealers with window, newspaper, radio, TV, 
motion picture, point-of-sale and direct mail pro- 
motion material. 
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DICK ¢ LARK Famous Star of TV and Radio 


and Popular Host of 


“AMERICAN BANDSTAND” ABC-TV 
4:30 - 5:00 p.m. Mon. - Fri. 


Most popular program with young America 
. . « your best diamond ring prospects. 


If you would like this powerful national advertising to 
work directly for you . . . and if you are interested in 
more sales volume for greater profit . . . write today to: 


A. H. POND CO., INC. © SYRACUSE 2, N. Y. 
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for the first time... 
COLOR* 
in @B @ 
CULTURED 
PEARLS 


Pastels in 

* Coral Reef 
Pink 

* Malibu Blue 


At the Show 
Space 138-139 
Ballroom Stage 
Waldorf-Astoria 
August 9-13 


exclusively by 

CHARLES STUART ENTERPRISES CORP. 
A DIVISION OF 

david g. steven, inc. 

37 West 47th Street, New York, N. Y. 











CHRISTMAS MAILINGS 
(continued from page 127) 


brackets which indicate they would find the 
jewelry store a logical place to shop. 

An attractive direct-mail piece, entering the 
home at the very time when its family members 
are getting ready to shop for gifts, is likely to 
be treated the same as certain slick magazines. 
However, if you want your mailing piece to share 
the coffee table along with the slicks, it must 
represent all the beauty, elegance and good taste 
of the most precious wares which you carry in 
your store. 


Your Own Bound Catalog 


Some of the finest jewelry stores in the land 
spend huge sums of money in the production of 
their own Christmas catalogues. Notable exam- 
ples are J. E. Caldwell & Co. of Philadelphia and 
Shreve, Crump & Low Co. of Boston. But the 
smaller jeweler cannot afford to produce a bound 
catalogue of his own, especially when the very 
nature of his business demands that he send 
into customers’ homes a mailing piece of the fin- 
est quality. 

Syndicated direct-mail pieces enable the smaller 
jeweler to send out the finest available advertis- 
ing material; because the talents of the most 
expensive creative artists, copywriters and pro- 
duction experts are shared by hundreds of stores. 
Also, printing costs are lower for each piece when 
a great quantity is printed. 

But syndication is not always the answer. A 
bound syndicated catalogue may contain mer- 
chandise which the jeweler does not have in his 
store, does not want to have, or may not be able 
to have. 


Advantages of Loose Leaves 


There are two alternatives left for the smaller 
jeweler. He can use leaflets supplied to him by 
certain of his manufacturers. Or, if he prefers 
consistent artwork and fittingly elegant quality, 
he can use unbound material produced by syndi- 
cates. Then he can select the merchandise he 
does carry and which he wishes most ardently 
to promote. 

Sales instigated by direct-mail pieces of fine 
quality do not necessarily cease with Dec. 24. 
Customers go into stores with pages from mail- 
ings made two or more years previously. Manu- 
facturers have phoned us for help in identify- 
ing merchandise special-ordered by a retail 
jeweler to fill a customer’s request from a three- 
or four-year-old catalogue. 

The advantage of the loose-leaf catalogue is 
that a customer can remove one or more pages 
and tuck them into her purse. That is why some 
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Originally established 1866 


Kahn. Jacobson, [nc. 
DIAMONDS 


608 Fifth Avenue, New York 20, N. Y. 


Formerly 
L. & M. Kahn & Co. 
Telephone: Circle 656-4313 


and 
Jacobson Bros. Diamond Corp. Pn anette pte a woe 
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b High Fashion 
| Hand Crafted Jewelry 

} in Gold Filled with 

tailored and 
cultured pearl combination i 
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DESIGNED BY 
HENRY GORMAN 


~ & 


America’s finest stores are stock- 
ing and selling Henry Gorman's 
striking originals in 12K G-F. 


i) 


; 
7 


a. 


# 
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A new complete line of tailored and cultured pearl G. F. 
Jewelry consisting of Bracelets, Pins, Earrings, Necklaces, 
Charm Bracelets, Brooches. Catalog on request. 


Wu 


As 
= 


1 


Address all communications to factory. Sold direct from Factory to Retailer. 
160 ATLANTIC AVE., 
& SON, INC. provIDENCE 7, R. I. 
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A real opportunity for a 
boxes to meet ALL your needs. 


TORIAL,” 


reduced for 
Order direct from this ad. 


greater 


“good buy” 


Shipped 


on stock Gift 
These popular “PIC- 
low priced assortments are now further 
savings. 


promptly. 





SPECIAL OFFER 
NO. 1 


3 ASSTS. $33 





21 SIZES RANG- 
10-121 2x8 


ING FROM 3x3x3- 


SPECIAL OFFER 
NO. 2 


3 ASSTS. 233 
2 ASSTS. 366 


21 DEEP SIZES 
18 FLAT SIZES 
1 Yox7 Yaxl - 


T0-18x18x2% 





SPECIAL OFFER 
NO. 3 


=77 FOLDING BOX 
ASSORTMENT 


12 SIZES FROM 
4x4x4-10- 
Vixt 1x7 





SPECIAL OFFER 
NO. 4 


6 GROSS JEWELRY 
BOXES 





3 GR. 2106 
1 GR. 280 
1 GR. 211 
1 GR. BEAD 








216 BOXES 


234 BOXES 


385 FOLDERS 








CHOICE OF 
SILVER WHITE 
WHITE MODERN 
COPPERTONE 

IVORY 


CHOICE OF 
SILVER WHITE 
WHITE MODERN 

COPPERTONE 

IVORY 


CHOICE OF 


WHITE 
GRAY FABRIC® 





SET-UP BOXES 


SET-UP BOXES 





REGULAR PRICE 
$45.30 


REGULAR PRICE 
$56.80 


FOLDING BOXES 


REGULAR PRICE 
$42.10 


864 COTTON 


FILLED BOXES 


CHOICE OF 
SILVER WHITE 
WHITE MODERN 

COPPERTONE 

IVORY 


COTTON FILLED 


JEWELRY BOXES 


REGULAR PRICE 


$61.70 





SPECIAL PRICE 
$42.50 


SPECIAL PRICE 
$53.30 





SAVING 
$2.80 








SAVING 
$3.50 





SPECIAL PRICE 
$39.00 


SAVING 
$3.10 





SPECIAL PRICE 
$49.75 


SAVING 
$11.75 








* $3.00 EXTRA FOR GRAY COLOR 


WRITE FOR CATALOG DESCRIBING ABOVE OFFERS 


PICTORIAL PAPER PACKAGE CORP. 


232 S. Lake St., Aurora, Ill.—15116 Merchandise Mart, Chicago 


rj} t. Color 
[) 2. Color 
[} 3. Color 


[} 4. Color 


Please ship 


“SPECIAL OFFER" 


ORDER COUPON 


as described above 


$42.50 
53.80 
39.00 or 42.00 
49.75 


Name 
Firm 
Address 
City 
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of the most outstanding jewelry stores, which 
can very well afford the most elegant of bound 
books, prefer the loose leaf. 

Jewelers who use direct mail agree that a good 
mailing list is just as important as a good mailing 
piece. The finest mailer in the world can’t bring 
you desired business if you don’t send it to the 
right people. 

In our work, we have gathered valuable advice 
from jewelry store clients on how to prepare suc- 
cessful mailing lists. Here it is: 

1. Charge -account and time-payment cus- 
tomers should head every jewelry store’s mail- 
ing list. 

2. Salespersons can frequently provide supple- 
mentary lists of good, active prospects who may 
not be on your roster of charge or time payment 
customers. 

3. Good additional sources of names are mem- 
bership lists of local organizations: Chambers of 
Commerce, Rotary, Kiwanis, various lodges, 
women’s clubs, local fund-raising groups and club 
auxiliaries. ... 

4. Keep away from telephone books. You get 
too many wrong numbers. The one exception is 
the Yellow (classified) Pages. There you can find 
excellent prospects from listings of professional 
people—doctors, lawyers and others. 

5. When compiling a mailing list from more 
than one source, cross-check so that your final 
list will have no duplication. 

Now, will you type or hand address the en- 
velopes? Only if you have a very small mailing 
list and no facilities for typing, will you hand 
address the envelopes. A typed address looks 
neater, is more legible, commands more respect. 

Before having your envelopes imprinted, it 
will pay you to visit your local post office. Au- 
thorities there can give you many helpful sug- 
gestions. For instance, they may suggest that 
you imprint “Return Postage Guaranteed” in the 
upper left-hand corner of your envelope along 
with your store’s logotype. Then the post office, 
at a small additional cost, will return any pieces 
which they are unable to deliver. 

Your post office will probably also suggest that 
you have “Form 3547 Requested” imprinted in 
the lower left-hand corner of your envelopes. If 
you do this, the post office will, when necessary, 
forward mail to a new address and notify you 
of the change of address. For a charge of 5¢ per 
piece of mail forwarded, you not only make sure 
that every prospect on your list receives your 
mailing, but you are guaranteed a 100% cor- 
rected mailing list. 

One last word of advice: Mail early for Christ- 
mas. Give your catalogue a chance to spend those 
important six weeks on that important living- 
room coffee table! Zee 
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Rubies, Star Rubies 
Sapphires, Star Sapphire» 
Emeralds, Catseyes . . . 
Loose or in Platinum 
Diamond Mountings 


of Exclusive Design . .. 





2 y ; 
L Sf Wl KS GASO1, GOI: 


O1O LIE TT ANENUR, Peel 
Ne ‘ York 2) New York 


Over 35 Years of Service to Leading Jewelers 











MAIN BALLROOM 
WALDORF-ASTORIA 
NEW YORK, AUG. 9-13 


OFTEN COPIED...NEVER EQUALLED 





You'll see them first at the Admark booth! .. . 
exciting new fashions . . . plus the original Scarab 
Watch Attachments, Identification Bracelets, Fash- 
ion Belts, Tie-Tacs, Etc. . . . styles so smart they are 
widely copied by others. Only the originals by 


: have aS a ve Admark have the sales appeal of the authentic 


GUT La iV designs. Be first with Fashion Firsts by Admark! 

for every th Y, 
WRITE EBT) bth 

customer pe Ab hence CYS, 


TRADE MARK REG U. &. PAT OFF, 


° ” ‘ 
Bring This Adv‘t | CATALOG [BAPE UG) ior iia 
B® PHILADELPHIA 6, PENNA. 


Copyrighted 1958. by ADMARK 
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An exquisite ‘‘Linde”’ syn- 


thetic Star highlights the 
heart of this graceful 
Fiorentine Finish ‘‘Wheat 
Pattern’’ Brooch in 
14K gold. No. 3405 from 
Larter and Sons 
of Newark 
makers of fine jewelry. 


| 


none but 


LINDE 


‘Linde’ Stars are the only 
synthetic star sapphires and 
star rubies produced under 
quality controls so rigid 
they match the perfection 


of natural star gems. 


CHARLES F.WINSON 


tO FIFTH AVENUE NEV YORK 





Add your name to the 
list of major jewelry 
manufacturers who 
specify ‘Linde’ Stars, 
the finest synthetic 
gems in the world. 


NEW YORK CITY 
Alsan Mfg. Co. 
Beckerman & Lerner 
Belenky Bros., ine. 
Bickson, Ine. 

Botell Ring Co., ine 
i. L. Brandt Ce. 
Bristol — 


ng 
Ceronet | oo a 
—— & Sons Jiry. Co. 
ne 
> Esposite Bros. 


- Ben Frackman, 
ne. 
jevertz & Co., Ine. 


4. Glaser Co. 
joldstein-Gerson Co. 
ireen & Co., Jirs., Ine. 
3enjamin & Edward J. 
Gross Ce., Ine. 


Harry alee, Ine. 

H. Hamburger Co., Ine. 
Haven Ring Co. 

irvring _ 

Kaha & C 

Morris Wonton and Sons 





Mercury Ring Cor 
Perkel & Klein, ie. 
Aaron Perkis 
Samuel Platzer Co., 
Ss. & M. Jewelry Co. 
David Sarkin, tne. 
William Schneider 
Schuman > Donchi, Ine. 
steer 

Skalet Mia. Co., Ine. 
Wax & Skoinik, «3 
J. R. Weed & Sens, 


BUFFALO, N. Y. 


The Bock-Lewis Co. 
. A. Reich and Co. 
Star Ring Mfg. Co., Ine. 


CHICAGO, ILL. 


Emil Braude & Sons 
Hart Ring Co., Ine 

Hirseh ona he 

eet Rotter 


Fred Seltzer Co., Ine. 
Stein & Ellbogen Ce. 


INDIANAPOLIS 
Goodman and Company 


MIAMI, FLORIDA 
Louis Lang & Co. 


MINNEAPOLIS, MINN. 


Ostbye and Anderson 
Ring Specialty Ce. 


ST. LOUIS, MO. 
Kinsley & Sons, Ine. 


OHIO 

Fratianne Mfg. Co. 
Goodman Mfg. Ce. 
ne. 

Swirsky Bros., Ine. 

The Vietor Corp. 


PENNSYLVANIA 


Byard F. Brogan 
Helm and Hahn Co. 


PROVIDENCE, R. |}. 
Dolan & Bulloek Ceo., Ine. 


NEW JERSEY 

Acme Ring Mfg. ine. 
Church & Company 

F. & F. Felger, ine. 

Jabel Ring Mfg. Ce., Ine. 
Jones & Woodland Ce., Ine. 
Larter & Sons, Ine. 


WORLDWIDE DISTRIBUTORS 


COLUMBUS 8-2656 


* ‘Linde’ is a registered trademark ef Union Garbide Corp. 
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WHY DIAMONDS ARE SO HARD 
(continued from page 133) 


vertical bonds in the figure, so that the resistance 
of the diamond to such a blow will be relatively 
low. 

If a model of the diamond structure is viewed 
from all directions, it will be found that the 


The bonds between diamond atoms are fewer in cer- 
tain directions. This explains the cleavage planes, 
one of which appears here perpendicular to the 
page. Photo shows a crystal structure model, with 
each ball symbolizing an atom. Figure 3. 


bonding between cleavage planes is the weakest, 
so that the easiest method of “splitting” a dia- 
mond is to strike a blow parallel to a cleavage 
plane. Here we have an explanation, in terms 
of atomic structure, of a fact known for centuries 
to diamond cutters. 


Differences in Polishing Rate: I 


Let us now consider why it is much more 
difficult to polish some faces of a diamond crystal 
than others. The answer to this is not as straight- 
forward as that to the question of cleavage. At 
present there is no theory which is universally 
accepted by scientists working in this field. The 
two main theories, currently upheld, will be out- 
lined here. 


Take the case of the cleavage face as an ex- 
ample again. It is well known that a face parallel 
to the cleavage plane (e.g. a natural face of an 
octahedron) is the most difficult of all diamond 
faces to polish. 


The reason for this according to the first 
theory, is essentially that the number of atoms 
per unit area in a cleavage plane is higher than 
that in other planes. This implies that the den- 
sity of bonds in cleavage planes is high so that 
more work has to be done to separate the atoms 
in these planes. Thus it takes more polishing 
to remove a unit weight of material on a cleavage 
face than on another face. 


Similar considerations apply to the polishing 
of a face in different directions. The number of 
atoms per unit length, along the “grain” of a 
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Keystone s 
Classified 
Advertisements 


hen David J. Pailet, Pailet & Penedo, Inc., Jewelers, New Orleans, La., says: 


You “$3,500 mail order proves the pulling 
Need power of our Yellow Pages advertising” 


“Recently, we obtained a $3,500 out-of-town order through 
our Yellow Pages advertising. The customer wrote to us with 
complete confidence because of the reputation our 41 years 


° 8 
A Situation of directory advertising has built for us. 


“New business comes in every day through our ads in the 

Yellow Pages. They: have helped to boost our contacts on 
HELP . special orders and repair work. Since most people buy quality 
jewelry only once or twice in a lifetime, we really appreciate 
the constant flow of new business our Yellow Pages advertising 


b > brings us.” 
usiness Yellow Pages advertising will help bring new business to 


you, too, by telling customers where you are. For your own 
custom-built AWHERENESS program, call the Yellow Pages 


» 
Oppor tunity man at your local Bell telephone company office. 





Sidel ine (2G ¢ C2 neu Da. | 


We Import Our Diamonds Direct! 
Any Jewelry Manufactured to Suit THIS DISPLAY AD (shown reduced) 


and six other listings, help build 
AT NO EXTRA COST! customer confidence, and bring in 
WE CARRY FAMOUS NAME new business. Pailet & Penedo, 


WATCHES ~ SILVERWARE, ETC. Inc. has been a Yellow Pages 
In Business Since 1918! advertiser over 40 years. 


Your Design— 


A Coupon 
Is On Page 289 


For Your Convenience Nothing builds business like AWHERENESS —and nothing builds AWHERENESS 
like the Yellow Pages—the buying guide that tells people WHERE to buy. 
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Pierre Zweigart 


these men 

have a 
Star 

on ther 


hands 


Michel Duraffourg 


For many years, 

Pierre and Michel have 
assisted Max Duraffourg 
in merchandising and 
promoting Linde Star 
Sapphires and Rubies. 
Their efforts have helped 
this Star to ever increasing 
popularity. 

Their years of experience 
and know-how will be of 
assistance to you. 

Let these two men put a 
Star in your hands. 


MAX 
DURAFFOURG @5™ 


WORLD WIDE DISTRIBUTORS 
576 FIFTH AVENUE, NEW YORK 36, N.Y. 
JUDSON 2-2922 
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‘“Linde"’ is a registered trademark of Union Carbide Corp. 


cube or 4-point face, is higher than across the 
grain. Thus it is more difficult to polish the face 
in the former case. This is illustrated in figure 4, 
which depicts a single layer of atoms in a cube 
plane. It can be seen that the atoms are more 
closely spaced along the grain (hard direction) 
than across it (soft direction). 

Briefly summarized, the above theory seeks to 
explain the abrasion (polishing) of diamond in 
terms of purely mechanical effects. The mechan- 
ical force deriving from the rotation of the scaife, 
and the pressure of the diamond powder in the 
scaife on the diamond to be polished, is used to 
break the inter-atomic bonds in the diamond. 

The main drawback of this theory is that it 
does not explain the enormous differences in 
rates of polishing along different directions in 
the diamond. It has been found in carefully con- 
trolled laboratory experiments that the polishing 





— SOFT 
OlRLECT/ION 


IVAPLQ 
DIRECTION 


A single layer of atoms in a cube plane of diamond. 
Note their closer spacing “along the grain” (hard 
direction) than “across the grain” (soft direction). 
Polishing is far faster across the grain. Figure 4. 











rate across the grain of a 4-point face is several 
hundred times faster than the polishing rate 
parallel to the grain. It is difficult to calculate 
the different polishing rates accurately on the 
basis of the mechanical theory; but one would 
certainly not get ratios of several hundred. 


Differences in Polishing Rate: II 


The second theory of diamond polishing has 
been developed during the past three or four 
years by a group of research physicists, led by 
Dr. F. P. Bowden, at Cambridge University. 

The basis of the theory is that the friction 
between the diamond and the scaife is higher in 


some directions than in others. When there is 
(please turn to page 192) 
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Now is the time 


to order 
MASONIC 
RINGS 


Here are just a few of our 
large selection in 14K and 10K 
gold. NOW is the time to 
order these rings—supplies will 
be depleted later in the season 
and many styles may not be 
available then. 


Wore Bans a | oe 


MEMBER AMERICAN Gem sociewrty S ROSE STREET, NEWARK 8B, N. J. 
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with KIEFER 
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WATCH BANDS 
Stainless Steel $2.95 to $5.95. RGP and GF $5.95 to $10.95 
¢ KIEFER'S PATENTED "EXPANDRO" principle of construction pro- 


tects you against cheap imitations 
(Patent Nos.—2,561,381 and 2,651,909) 


Each link easily adjusted Positive action will be taken in case of patent infringement 


YOU WILL NEVER BE UNDERSOLD 


PRINCE High Quality English-made Watch Straps 
RENO-LEPAUTE WATCH TIMING MACHINES 


CADMAN MANUFACTURING CO. 
2038 N. Telegraph Rd. Dearborn, Michigan 
Exclusive U. S. and Canadian Distributors 
AVAILABLE THROUGH SELECTED WHOLESALERS 
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Get the fabulous details about the 100% 
mark-up in the Roland “Buy of the Century” 
Jewelry Show Special! 


Be sure to see the entire profit making 
remarkable Roland line of phonographs and 
radios—transistor, clock and table models, 
including the new Pat Boone Group, at the 
New York Jewelry Show, Space 208, 
Astor Room, Waldorf-Astoria Hotel. 


ROLAND RADIO CORPORATION, 716 S. Columbus Avenue, Mt. Vernon, New York 
Div. Heroid Radio & Electronic Corp. in Canada mfrd. by Electrohome, Kitchener, Ont. 
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friction between any two surfaces, heat is always 
produced. For example, take the crankshaft 
bearings of an automobile. If the oilways in the 
crankshaft become blocked, no oil reaches the 
interface between bearing and journal, and event- 
ually the frictional heat becomes so great that 
the bearings melt. 


At 1800, Diamond into Graphite 


When a diamond is heated to temperatures 
above 1800°F, it is transformed to graphite. The 
process begins at the surface of the stone, and 
if the period of heating is long enough, the dia- 
mond becomes completely graphitized. 

The friction between a diamond point sliding 
on a bigger diamond has been measured for sev- 
eral different faces and directions by Dr. M. Seal 
at Cambridge. He found that the friction was 
higher in directions of easy polishing than in 
those of difficult polishing. The theory then is 
that when friction is high, the temperature at 
the interface is high, so that a surface film of 
graphite is formed more easily. Since graphite 
is a soft material, it is worn away rapidly. 

The variation of friction with direction is not 
very great. Friction across the grain on a 4-point 
face is only about 50 percent greater than that 
along the grain. However, small differences in 
temperature (produced by small differences in 
friction) are known to have an enormous effect 
on the graphitization rate. Therefore, polishing 
rates which differ by a factor of several hundred 
to one are quite plausible on this theory. 

It is not yet quite clear how the atomic struc- 
ture gives rise to friction which varies with 
crystal direction; but when more research work 
has been done, this fact will also be better under- 
stood. 


Uses of Hardness Variation 


The diamond cutter is mainly concerned with 
the easy polishing directions in diamond, since he 
wishes to wear away the diamond as rapidly as 
possible. However, the user of diamond tools 
tries to obtain the maximum amount of wear 
of the workpiece (usually very hard substance 
like tungsten carbide) with minimum wear of 
the diamond tool. This is achieved by orientating 
the tool in such a way that cutting or grinding 
takes place along a hard direction of the diamond. 

Usually the diamond cutter has little difficulty 
in deciding which directions in a stone are hard 
and which are soft, since the majority of the 
crystals with which he works are regular stones 
with well defined faces and edges. However, dia- 
mond tools invariably utilize industrial diamond, 
many of which are so misshapen that accurate 
orientation is difficult. 

When working with these diamonds, orienta- 

(please turn to page 195) 
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customers will see this ad and they will ask you to show 
them Chatham Cultured Emeralds. 


This national advertising campaign backed by mer- 
chandising, sales promotion and publicity will build 





more sales for your precious jewelry department. 
For further information on how you can profit by 
this complete promotional program, ask your fine 
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CULTURED GEM STONES INC., 
Division of Ipekdjian Inc., New York 36, N.Y. 
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FROM 
THE 
ORIENT 


The cultured pearls you buy 
from Ipekdjian, Inc. have 
been chosen and purchased 
by the Tokyo branch of 
Ipekdjian, Inc. You buy from 
the original purchaser, 
insuring the best of the 


market at lower cost. 


Now you can offer your 
clients the most perfect 
cultured pearls available at 
no more than they would 


pay for average quality. 


Chokers, necklaces, loose 
pearls, th ree-quarter pea rls 
—all shapes, $1Z@S, 


colors and price ranges. 


I pekdjian, Inc. has been 


serving the cultured pearl 
needs of leading 
manufacturers, wholesalers 
and retailers for more 


than a decade. 


Call or write today for a 
memorandum selection. 
Your request will be given 


immediate attention. 


, 
580 FIFTH AVENUE, 


NEW YORK S36, N_Y. 
JUODSON 2-0813 


TOKYO: Hotel Tokyo 


Leading Importers of Cultured Pearls 
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WHY DIAMONDS ARE SO HARD 


(continued from page 192) 


tion is best effected by means of X-rays. If a 
diamond is irradiated with a beam of X-rays, a 
pattern of spots is produced on a photographic 
plate placed near the diamond. From the sym- 
metry of the pattern, the orientation of atoms 
within the crystal can be deduced. Alternatively 
the pattern of spots can be amplified and made 
visible on a fluorescent screen. The latter method 
has been developed by Dr. J. F. H. Custers and 
others at the Diamond Research Laboratory in 
South Africa. At present it is being used com- 
mercially in the United States for diamond tool 
orientation. 

A similar method could also be used for the 
orientation of large gem stones for polishing 
purposes, although in this case the diamond would 
obviously be set up in such a way that the polish- 
ing direction was a soft one. However, it has 
not yet been proved that such a method is 
economic from the gem cutters’ point of view. 
Cost of the X-ray equipment might not be jus- 
tified by the amount of polishing time saved. 

i me 





HAWAHMAN JEWELERS 
(continued from page 135) 


left. She operates Dyers Jewelers in Honolulu, 
says business rents there are as high as in Chi- 
cago or New York, figures mail costs are the 
same as from New York to San Francisco. 

One of the most glamorous stores in Honolulu 
is Security Diamond Co., founded in 1937 by Max 
Cornfeldt, which sits on one of the city’s busiest 
corners. Firm operates two resort shops in the 
Waikiki area—one at Henry Kaiser’s Hawaiian 
Village Hotel, the other at the Waikiki Biltmore. 
It is also planning to open a vast air-conditioned 
new store in the $20 million Ala Moana Shopping 
Center being built in Honolulu. It maintains two 
shops for production of specialty items and fine 
repair work. 

Vice-President of the firm is Connie Conrad, 
who was elected to the 1959 presidency of the 
Hawaii Retail Jewelers Association just five days 
before Congress passed statehood. At the an- 
nual meeting was President Arnold A. Schiffman 
of the Retail Jewelers of America, who urged 
the Hawaii association to affiliate with RJA. Says 
an exuberant Conrad: “I feel that within the 
next few months this will be accomplished. We 
deeply appreciate being solidly joined to the 
50 United States of America, and look forward 
to the years ahead.”’ Bee 
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TRAVEL ALARM CLOCKS 


Exclusive Import by 
EUZELCO 


30 hour alarm . 

. « « Genuine . 

Radium Dial . . Metal Frame 

Tore 6|lU, . Lots of 24 

$3.95 ea. . . . Less than 24 $4.25 
. Assorted colors. 


. Radium Dial 
Leather 


DRESSER SETS 


C-7/5915 7 
finish engine turned with 


piece silver 


picture frame to match 


in exclusive chest. Your 


cost $17.05. 


ALL-NYLON BRISTLE 
REMOVABLE BRUSHES 


Terms—Payable January 
10th 1960, for orders for 


one or more assort- 


ments. 


FREE! 


PERMANENT 
DISPLAY 


12 Sth Avenue Crea- 


tion Dresser Sets 


3 to 12 Piece Sets 
Gift Boxed . . . Re- 
tai‘ing from $10.95 
—$44.95. 


For added profits 
Use this 
merchandiser for Year 
Around 


Avenue 


center isle 


sales of 5th 
creation 


dresser sets. 


WALDORF-ASTORIA 
AUG. 9-13 EMPIRE ROOM E 19 


NAT ZUCKERMAN & CO., Inc. 


135 Fifth Ave. New York 10, N. Y. 


AL 4-9047-9048 








WHICH PROMOTION ITEMS? 

(continued from page 156) 

on brand-name appliances; and credit jewelry 
stores were hard hit. Dollar volume decreased 
and some jewelers were forced to expand their 
hunt for fast-moving popular items that would 
keep credit accounts active in between installment 
purchases of jewelry. 

The fact that jewelers still stock brand-name 
appliances, even though nearby non-jewelry out- 
lets may sell the same products at loss-leader 
prices, indicates that, so far, nothing has been 
found to replace them for add-on purposes. 


Freakish Promotions of the Past 

But that’s a different matter from promotions. 
It has been the credit jewelers’ ingenuity and 
sometimes frenzied hunt for new goods to sell that 
led to the use of offbeat promotional merchandise. 
Not only have unusual items been promoted, but 
jewelers have offered incongruous inducements to 
stimulate store traffic and to get store visitors to 
buy watches, diamonds and other jewelry on 
credit. 

So-called “high pressure” promoting by credit 
jewelers appeared almost simultaneously with the 
jewelry trade’s first big installment-selling spurt 
in the Twenties. Back in those days, a large fat 
turkey for Thanksgiving went free with the pur- 
chase of every watch and every diamond ring. 


The turkey craze lasted only a few years; but 
other startling ideas took its place. 

For instance, give-away offerings included talk- 
ing dolls, fully decorated Christmas trees, canary 
birds in fancy cages, pots and pans, household 
linens. And it’s a fact that these out-of-the-ordi- 
nary promotions opened installment accounts and 
thereby played a constructive part in bringing the 
jewelry trade through the deep depression of the 
early Thirties. 


Today’s Promotion More “Mature” 

Among new items in today’s promotion parade, 
is the “credenza,” a bookcase-like article of fur- 
niture which serves as a catchall in any room. 
Popular in the fall of 1958, it was effective as a 
traffic item and an account opener. Also it pro- 
duced add-on sales. 

Another item of furniture being used success- 
fully is a “gossip bench” set. As the name im- 
plies, the article adds to telephoning convenience. 
The usual set is made up of a small desk, a chair, 
a lamp, and other tie-in items. 

Among today’s more bizzare promotion items 
are electric vibrators, with and without attach- 
ments. They have brought good results in increas- 
ing store traffic, new installment accounts and 
add-on sales. 

In the past, the retail price of typical promo- 
tion articles—traffic builders and account openers 





College Ring- ie 


In Sterling or 14K Solid Gold 


NEW CAMPUS KEEPSAKE! 


Clear across the country, they love these petite- 
size ring-charms. 


Miniature replicas with authentic college seal. 


A wonderful gift and an exquisite reminder of 
his or her alma mater. 


A NATURAL! College rings in miniature on 


bracelets or neckchains. 


FREE Complete display and newspaper mat. Just 
order one Promotion CR-101. Write for complete selling 
details including national advertising program. 


SEE DISPLAY AT BOOTHS 8B-7, B-8, B-9 and B-10, 
BASILDON ROOM, WALDORF-ASTORIA, NEW YORK 


NATIONAL JEWELRY SHOW—August 9-13 As advertised in 
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COLLEGE SEAL & CREST COMPANY 
236-A BROADWAY, CAMBRIDGE 39, MASS. 
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Sodokoff Brothers, creators and 
designers of distinctive and exciting 
new styles in diamond jewelry. 

A large and quality stock of loose 
diamonds and diamond solitaire 
rings... Rounds, Pear Shapes, 
Marquises, Emerald Cuts. 
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SO DOKKOFF BROS. 25 WEST 47TH STREET, NEW YORK, N.Y. © PHONE: JUpson 2-241! 
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COHEN & SONS CORP. 


now serves you even better! 


| Mew 45,000 square foot teand new, custom conarcied 

transportation. Further ev of 

WAREHOUSE, 222/552: 
' 

SERVICE DEPARTMENT, eet es aha 

‘PICK. UP DEPARTMENT 1 csirmens exon ovo 


will be sent from new warehouse. 


” aig tg << © ALL merchandise for servicing 


should be sent to 47-55 27th St., 
tend Re Ch 8%, 


All Correspondence, orders, payments, etc. are to be sent, as in the past, to our 


New York Office & Showroom at 27 W. 23rd St., New York 10, N. Y. 


ATLANTA OFFICE: 85 5th St., N.W. LOS ANGELES OFFICE: 134 W. 30th St. 
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1 Pen + 
3 Pencils 


THE QUALITY-CONSTRUT- ED 
pen-pencil for all wri.ing 
needs! It includes 3 colored 
pencils—black, red, blue— 
and a smooth-writing pen. 
Ink refill is easily inserted in 
a few seconds . . . Manufac- 
tured and guaranteed by 
Norma, leaders in quality 
Multikolor Pencils for 30 years. 


Retailing at $5.95 the NORMA 
COMBINATION is a worthy 
addition to the regular line of 
nationally-advertised Norma 
Multikolor (4-in-1) Pencils from 
$5.00 up . . . also available, 
deluxe models in Platinum, 
Palladium, Solid Gold. 


In 
Chrome $ 5 95 
Fed. Tax Incl. 
Ink Refill 49¢ 
INTRODUCTORY OFFER 


1 EXTRA INK REFILL ty 
NO CHARGE 


Models 
Are Made 
With The 


Pen 


Combination 


Be sure your 
stock of NORMA 


is adequate— 
and on display. 


NORMA PENCIL CORPORATION. Norma Bidg. 137 West 14th St. New York 11, N. Y. 


West Coast Dist: The George E. Eberhard Ce. 
1904 3rd Avenue, Los Angeles 18 
182 Second Street - San Francisco 5 








—has ranged from $2.95 to $9.95. Present-day 
promotion items start around $10; and popular 
ones go all the way up to $59.95 and beyond. 


Originality Pays Off 

Credit jewelers always have been outstanding 
for their originality and timeliness. They have 
won recognition as merchandisers who could meet 
all competition, no matter how tough. But today 
most of them admit that finding the right promo- 
tion goods, at the right price, at the right time, 
and presenting them to the public in the right 
way, adds up to a man’s-size job. 

As a result, the “treasure hunt” has tapped 
many sources. In addition to the articles already 
mentioned, the line-up includes movie outfits, 
typewriters, hearing aids, substitutes for auto 
sparkplugs, electrical sewing machines. It may 
be said without exaggeration that the variety of 
merchandise now being used for credit-store pro- 
motions is without limit. 

Now the vital questions are: Where has the 
“treasure hunt” for result - producing jewelry- 
store promotions led? And where will it lead? 

For answers to these questions, I went to a 
number of credit jewelers. A progressive Mid- 
westerner said: “We have opened a new depart- 
ment—bowling balls, bags and shoes. It is a clean 
division, does not take up a large amount of space, 
and is proving an excellent source of traffic. We 
are set up to sell on credit and our promotions 
are doing well.” 

A Pacific Coast jeweler uses unbranded steam 
irons, toasters, hand mixers, and other appliances 
to build store traffic and open new installment 
accounts. He also uses—and favors—typical gift 
items of jewelry, watch trade-ins and diamond 
contests. 

Several volume-distributors say they continue 
to use brand-name appliances as “leaders for 
forcefully advertised special sales events.” For 
add-on sales, these jewelers say they are pushing 
appliances, cameras, stainless steel flatware, 
china, glassware, Melmac dishes. For steady sales 
volume, they also promote plated hollowware, alu- 
minumware, Japanese china, domestic earthen- 
ware, luggage, birthstone rings and giftwares of 
all kinds. Radios, transistors, portable and table- 
model TV sets, hi-fi, stereo have likewise become 
important as jewelry-store promotion goods. 


Promotions Ready-Made 


Because the firms that specialize in promotional 
advertising and promotion merchandise for credit 
jewelry stores carry on an endless “treasure 
hunt” for new ideas and unusual goods, several 
jewelers told me in substance: “We have found 
it profitable, and successful, to use the material 

(please turn to page 200) 
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precious 


THE CULTURED PEARL 


fashioned 


and 


presold by 























. The most wanted name in cultured pearls 


Precious...the cultured pearl that pays off in profits. It's Imperial...the best known, most wanted name 
in cultured pearls. It's Imperial... the pace setter in new exciting jewelry fashions. It's Imperial... the 
cultured pearl that is constantly publicized and advertised. It's Imperial... with tailored promotions that 
bring customers into the store. Why not get the facts now from your Imperial representative. 


IMPERIAL PEARL SYNDICATE, INC., world’s largest importers of the world’s finest cultured pearis 


c 


NEW YORK: 681 Fifth Ave « CHICAGO: 5 N. Wabash Ave. « DETROIT: 914 Michigan Theater Bidg. « LOS ANGELES: ( Beverly Hills) 9441 Wilshire Bivd. « TOKYO: 2, 3-Chome, Yotsuya Skinjuka, Ku 


See The Imperial Line at These Shows 


New York Dallas 
Waldorf-Astoria Hotel Adolphus 
Aug. 9-13 Sept. 5-10 
Booths 39/40 Room 1033/34 








YOU ss 


a marsupial will tell 


my 
idea 
of 
the 
perfect 
fit 

... the 
Foster- 
Matic 


FOSTER METAL PRODUCTS * ATTLEBORO, MASSACHUSETTS 


. OF YOUR 
8 O% customers 
HAVE OLD WATCHES! 


GUIDE THEM TO AN “ORIGINAL” 


TREASURE DOME ::2' 


REG.) 
® NATIONALLY ADVERTISED 





—— 


ORIGINAL 





©@ PROVEN SALES 


Everlasting, break-resistant crystal clear 
dome with base in choice of ebony, ma- 
hogany or blonde polished hardwood. 
Makes sentiment practical . . . an heirloom 
watch becomes a useful, modern timepiece. 
(Bring old watches out of hiding .. . 
create extra repair jobs.) 
AVAILABLE AT YOUR JOBBERS OR write $4.00 
KEYSTONE 








BEATTY MFG. CO., 7424 Santa Monica Bivd.., Hollywood 46, Calif. 














WALTER ARNSTEIN inc. importer of 
gems for the jeweler with imagination, 
creating the unusual in adornment, 


Salutes the Retail Jewelers of America 


Selection of unmounted gems immediately available 


Jade (processed color) 
Zircons (nat. and proc. 
colors) in all shapes 


Black Star Sapphires 

Blue Sapphires (fine dia. 
cut) 

Rubies (fine dia. cut) and sizes 


For quality gems, prompt attention and courteous service, call 


UW) 
63 
WALTER ARNSTEIN Inc., 580 Fifth Avenue, N.Y. C. 36 + JU 6-0459 
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WHICH PROMOTION ITEMS? 
(continued from page 198) 


offered by promotion houses as traffic builders and 
account openers. Usually these houses feature 
goods that are not in direct competition with 
items advertised extensively by mass-selling out- 
lets.” 

Tie-in sales are favored by a number of credit 
jewelers. They feel that “free” has not lost its 
appeal and can still build store traffic. They favor 
giving away an unpriced article with a sale in 
lieu of offering a discount. Popular tie-ins include 
perfume with a lady’s shaver; an ironing board 
with a steam iron; records with a record player; 
tempting exotic spices with an electric fry pan; 
a lamp with a radio clock, a screen and carrying 
case with a movie outfit, a table with a typewriter, 
and so on. 

Every sign points to continuance of the credit 
jewelers’ “treasure hunt” for merchandise that 
will build store traffic, open new installment ac- 
counts, and produce add-on sales to keep cus- 
tomers’ accounts active. Jewelers will pay their 
money and take their choice. Zee 





MOTIVATING THE WATCHMAKER 
(continued from page 141) 


Now, without even waiting for the customer 
to say “yes” or “no,” this jeweler reaches under 
his repair desk and brings out the “exploded pic- 
ture’ of a watch movement, beautifully litho- 
graphed in color, showing every part of a move- 
ment “exploded” out of the plates. (See Figure 
2.) This illustration is permanently sandwiched 
between sheets of transparent plastic material 
which keeps it clean and fresh looking all the 
time. It carries the caption or heading, “Behind 
the Dial of the Fine Swiss Jeweled Lever Watch,” 
and is supplied by the Watchmakers of Switzer- 
land. With this before the customer’s eyes the 
jeweler begins his selling talk. 

He tells her that he will take her watch entirely 
apart just as it is shown disassembled in the il- 
lustration. Each tiny piece will be thoroughly 
gone over to remove all old dried-up oil, etc. Each 
tiny ruby jewel, of which her watch has 17, will 
be pegged, etc. And does she realize that some 
of the parts in her watch are so very tiny that 
it actually takes hundreds of them to fill a small 
sewing thimble? Yet, every tiny part must be 
handled at least three to five times; this takes a 
lot of time, and requires the sort of skill that 
comes only from the experience of handling thou- 
sands of watches like hers. 

He sums up his story by explaining how all 

(please turn to page 202) 
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you can see a really sensational line... 


table-lighters, gift items, handbags and 


fashion accessories ... all styled with that 


inimitable touch that is 


SWANS 


NEW YORK GIFT SHOW 
New York Trade Show Building 
Room 626 
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CHARMS with a 


religious theme 


Designed to win instant accept- 
ance from our customers, Fisher’s 
Our Faith charm assortment fea- 
tures a wide range of religious 
charms. Provides a steady source 
of year ‘round profits. Available in 
Sterling, or 14 kt. Gold through 
your wholesalers only. 


Catalog on request. 
J. M. FISHER COMPANY 
Since 1879 
Attleboro, Mass. ACTUAL SIZE 



































CASH for Your 


Surplus Silver, Diamonds and Jewelry 





We will pay cash for any of your sterling 
patterns—any quantity, large or small— 
active, inactive, obsolete, new or used. 


Send shipment for immediate offer. Our 
check covering payment in full mailed same 
day. Silver will be held intact awaiting your 
acceptance or rejection. 


We are also interested in cooperating 
with jewelers who receive calls for older 
sterling patterns that are no longer avail- 
able. 


Will also buy diamonds—any size and 
quality—as well as antique and modern 
jewelry. 


Reference: Dun and Bradstreet 
The First National Bank of Memphis 


Julius Goodman 


& Son 
Memphis Jewelers Since 1862 
113 MADISON AVENUE @ MEMPHIS, TENNESSEE 











MOTIVATING THE WATCHMAKER 
(continued from page 200) 


of these parts must then be re-assembled; how 
they have to be lubricated, piece by piece. And, 
when all this has been satisfactorily done the 


Behind the Dial of the Fine Swiss Jeweled-Lever Watch 


Intelligent use of this chart helps 
the jeweler, in East Cleveland, Ohio 
to sell higher priced repair work. 


watch must be timed and regulated to its original 
factory-tested accuracy. 

Yes, this is a job of salesmanship. It takes a 
few minutes longer than merely quoting a price 
and then hoping for the best. It may be a little 
more difficult to do it this way ... and get $14.50 
for the job... than to quote only $10 and have 
the customer say, “O. K.—when can I have it 
back again?” The difference is $4.50 in money 
and possibly five minutes in time. But it really 
means more than just this, as will be seen later 
on. a 8 





Next month: Average prices currently charged for watch 
repair in the Pacific Coast, Midwest, New England, East- 
ern and Southern areas. How many jobs should an effi- 
cient workman overhaul in an eight-hour day? What’s a 
good estimate form? Is it cheaper to send work to a 


trade shop than to hire your own mechanic? 
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IT PAYS YOU TO REMEMBER 
WEDDING ANNIVERSARIES 


... heres an easy way to do it! 


@ SUCK YOUR THUMB—pace the floor—chew on a pencil— 
possibly scratch your head? Is that the way you stir your 
memory? If it is it’s permissible to say that your: 


1. Thumb is wet 
2. Floor is worn 
. Stomach is full of wood and graphite 


. Head is bald and most of your hair is under your 
fingernails. 


For a businessman, especially a jeweler, to have to resort 
to the above methods is not only dangerous to his health 
but it also reveals a lack of organization. 


One of the occasions on which many a jeweler has been 
forgetful is his customer’s wedding anniversaries. Sure, 
you have probably pitched the 25th and 50th but what 
about all the ones in between? It’s widely known that 
many jewelers neglect this business—even though the 
profits therefrom could be very substantial! 


The main problem seems to be one of record keeping— 
having handy the few facts necessary to alert you to com- 
ing anniversaries so that you can contact the male cele- 
brant in advance. Well, here’s the easiest way we've seen 
to solve that problem and start bringing in some extra 
cash. 


The entire program revolves around this file card. You 
record the name, address and wedding date when the 
young couple comes in for nuptial rings and from then 
on you’re set. By placing the card in proper sequence in 
a tickler file, arranged by months, you have a system for 
reminding yourself each year to remind the husband of 
his approaching wedding anniversary each year there- 
after. The fact that a jewelry gift is the best expression 
of the love he has for his marital partner and that your 
store is well stocked to meet his needs naturally follows. 
See?—couldn’t be simpler! 


To order your supply of both the index and the tab cards, 
fill in the coupon. Minimum quantity available on the 
index cards is 100. Prices include postage. 

—100 3 X 5 index cards 

—additional 100’s 

—set of 12 monthly tab cards .. 
Order your complete supply now. The small expense 


involved is well worth the better memory and increased 
sales which will accrue. 


JEWELERS’ CIRCULAR-KEYSTONE, AUGUST 1959 














Specially colored monthly tab card to organize this reminder 


system for your customer’s anniversaries. 





Wedding Date 








names of couple 





home address (after marriage) city state 








business address 





salesman’s 
name 


business telephone 








GIFT RECORD 
Ist Anniv. 3rd 5th 
me, * 4th 6th 


























This is the index card which provides all the data you need 
in order to operate this program. 


Please send to me the following quantities of 
wedding anniversary reminder cards. 


index cards, along with 
sets of monthly tab cards. 


Send this coupon along with payment to JEWEL- 
ERS’ CIRCULAR-KEYSTONE, 56th & CHEST- 
NUT STS., PHILADELPHIA 39, PA. 


Led 
© 
ew) 














RUNNING A 
SUCCESSFUL 
SALE 

IS AN ART 


by Manny 
Silverman 


IF YOU CONTEMPLATE 


GOING OUT OF BUSINESS 


It will pay you to get the details of our new... 


WE PAY FOR EVERYTHING 
PLAN 


The first step must come from you 


. You contact us. 


. We come to see you in your store at our 
expense. 


3. We analyze the facts. 


4. If your store qualifies, we pay all expenses. 


IN EVERY CASE WHERE WE HAVE USED 
THIS PLAN, THE JEWELER HAD LEFT IN 
CASH IN HIS BANK, BETTER THAN $ FOR 
$ FOR HIS INVENTORY, PLUS... IN MOST 
CASES, WE WERE ABLE TO SELL FURNI- 
TURE AND FIXTURES, ACCOUNTS AND 
LEASE .. . PLUS ANY INVENTORY LEFT 
AFTER THE SALE. 


We know we can do the same for you. 


WRITE! WIRE! CALL COLLECT! 


SILVERMAN SALES ENTERPRISES 


580 FIFTH AVENUE 
NEW YORK, NEW YORK 
Telephone: PLaza 7-4692-3 























How to Get the Green Light 
For Closing a Sale 


® Successful salesmen follow a fundamental rule 
for closing sales. The application of this principle 
sets sales records and makes closing easy. 

The rule? 

Make it easy to buy! 

People have many calls for their money. They 
want many things. Selling is not easy unless the 
salesman helps make it easy for the customer to 
buy. How? One of the most effective sales-clos- 
ing methods is to give the customer a choice on a 
minor point. This takes the emphasis from the 
major buying decision. 


Choice of Type 


Early in the sale, you can give your customer 
a choice of the type of watch she wants. This 
helps narrow the choice and makes it easier to 
buy. For instance, you might ask your customer 
a choice question like this: “Which type do you 
prefer ... this or this?” 

Regardless of how the customer answers this 
question, you have a green light. If she makes a 
selection of the choices offered, you can proceed 
with the sales points of the type selected. 

On the other hand, if she doesn’t make a selec- 
tion or says she doesn’t know, you can interpret 
this as her asking for more information about 
the two types suggested . ..a green light for 
selling. 


Choice of Price 


In many cases, choice of type will automatically 
indicate a choice of price. Or, instead of making 
a firm decision on the type of watch offered, the 
customer may ask about prices. 

After value has been built up to the customer 
to over-shadow the price, you might ask this 
choice question: “Which price do you prefer—this 
or this?” 

When your customer has answered this ques- 
tion on price, she has in effect said: “I'll take this 
one.” It is a green light for closing the sale 
quickly and easily. 


Choice of Quantity 


In many cases the size of sale can be increased 
easily by closing on a choice of quantity. For in- 
stance, a choice question designed to get the green 
light might be: ‘“‘How many place settings do you 
want today—two or four?” 

This question raises the ante. Instead of asking 
how many she wants (and getting “one” for an 
answer), it puts the emphasis on four because 
four was mentioned last. 

(please turn to page 206) 
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SALES MANAGER FOR WHOLESALE JEWELER 


The man we are seeking is probably in his early 40’s (or younger), 
has been with his present company long enough to prove his capabil- 


ities and is ready for an opportunity to better himself. 


He will receive a 5-figure guarantee plus a percentage of total sales. 


and other company benefits. 


All replies will be held in strictest confidence and personal interviews 


will be conducted in Dallas during the Gift Show, September 6-10. 


Submit complete resume to: 


BOX "T 5242,"" CARE OF JEWELERS’ CIRCULAR-KEYSTONE 
Chestnut & 56th Sts. Philadelphia 39, Pa. 


Our associates have been informed of this offer. 





ARE YOUR 


DIAMOND PROMOTIONS «xo DIAMOND SELLING 
OBSOLETE? 


° © © Check Them Against The Up-To-Date, Authoritative Material in JC-K's New Book 


HOW TO SELL DIAMONDS 


* 48 colorful pages! * Written by six experts in the 











Profusely illustrated! field of diamond merchandising! 


° * © Here's a partial list of the contents in this just-published book: 
Selling The Engagement Ring * 10 Ways To Boost Your Diamond Sales 
* A Glossary of Diamond Shapes * Are Diamond Guarantees Good Business? 
* Diamonds Are Currency in Fashion 


BThis book contains information that every policy-making and sales-making person in your 
store should know. To get your copy of “How To Sell Diamonds," simply send a $1 check 


or money order to JEWELERS' CIRCULAR-KEYSTONE, CHESTNUT & 56TH STS., PHILA- 
DELPHIA 39, PA. Your copy will be rushed to you by return mail. Send for your copy now! 
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“Pearls of Wisdom” 
“Orienta”™ 
Cultured Pearl 
Pendants 


Write for our illustrated folder. 


LEYS, CHRISTIE & CO., INC. 


65 Nessaw St., New York 








JEWELRY REPAIR HEADQUARTERS 
FOR ALL AMERICA 


S Complete Manufacturing 


and Repair Facilities 


Quality Workmanship 
and Prompt Service 


DIAMOND SETTING @ HAND ENGRAVING 
RING SIZING @ SHANKS @ BEZELS @ TOPS @ PRONGS 
DESIGNS FOR SPECIAL ORDER WORK 
PRECIOUS AND SEMI-PRECIOUS STONES 
DIAMONDS, ALL SIZES 
LAPIDARY WORK @ ENAMELING 
RHODIUM AND GOLD PLATING 
Manufacturers of WRIST WATCH CASE LUGS 
Stone Rings 
Mountings and Wedding Rings 
Emblem Rings, Buttons, Charms 
Antique Diamond Ring Reproductions 
Makers of 
Fine Leather Wrist Watch Straps 
Jobbers for 
Gemex « Duchess ae 
LeStage « CeeTee . \ 
Deltah + Sea Gem 


Automade 


A. SAUER & COMPANY, Inc. 
329 East 8th Street, Cincinnati 2, Ohio 





CLOSING A SALE 


(continued from page 204) 


This time-tested selling choice takes the em- 
phasis off buying and puts it on how the payment 
will be handled. As a case in point, you might 
ask your customer a choice question like this: 
“How would you like to handle this—cash or time 
plan?” 

The customer thinks of whether to part with 
all of the cash right now or to defer the payment 
with a time plan. His attention is on the method 
of paying—not on buying or not buying. 

In applying this closing technique, there is one 
rule to keep uppermost in mind. Always give your 
customer a choice between something and some- 
thing. Never make the choice between something 
and nothing. 

For instance, in the choice question of paying 
for the purchase, the salesman might say: “How 
do you want to handle payment on this?” This 
type of question does not give a choice. It is not 
specific. The customer has to think of the differ- 
ent ways of paying. While he is doing this, he 
may change his mind about buying. 

The question, ““‘How would you like to handle 
this—cash or charge?” gives a specific choice. 
The choice is between something (cash) and 
something (charge). It makes it easy to buy. 


Positive Attitude 

All of these suggestions on the “choice method” 
of closing sales are based on one principle: The 
salesman must have a positive attitude about 
closing. 

The easy way to be sure you follow this prin- 
ciple is to think that the customer is ready to buy. 
All that need to be taken care of are the final de- 
tails—when to be picked up, terms, etc. With 
this attitude on the part of the salesman, closing 
is easy and the green light flashes for a quick, 
easy and profitable close of the sale. i 





TROPHIES: YEAR-ROUND PROFIT MAKER 


(continued from page 154) 


manufacturers; and they sell in many states, 
South America, and, wholesale, to a few other 
jewelers. 


Variety, Service, Soft Sell 


Retail selling is done largely through catalogs 
sent to schools and clubs, and through advertis- 
ing in school magazines and papers. Also, Cu- 
quet’s gets considerable publicity—and new busi- 
ness—from donating an occasional trophy. 

For the most part, the approach is soft sell. 
“We depend a great deal on word of mouth for 
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new customers,” says Douglas. “And it has paid 
dividends.”’ 

What about competition from cut-rate catalog 
houses? It hasn’t hurt a bit. For this reason: 
Cuquet’s can guarantee quick, accurate service 
because they not only have an enormous stock, 
but they do their own engraving. 

“In selling trophies, you’re dealing with dead- 
lines,” says Douglas. “You have to be fast and 
accurate, and produce on a definite date. People 
know that we are dependable. They keep coming 
back to us, even though we never cut prices.” 

Along with trophies, plaques are a major item. 
‘“‘We design club emblems, things like that. Some- 
times we make and design trophies ourselves— 
from drawing board to finished product.”’ 

There are many advantages in building up a 
lively trade in trophies. ‘For instance, when 
other jewelers may be hurting for business in 
May, we’re doing a big volume in trophies, along 
with class rings, diplomas and other graduation 
items. In fact, we do more business in May than 
we do in December.”’ 

Another plus: Trophies don’t require polishing 
like silverware. “Silverware is a pain. But 
trophies have a clear lacquer finish; you just wipe 
them off.” 


Customers Galore 

Best of all, the trophy business is no flash-in- 
the-pan fad, and it has endless promise. 

“Look at it this way,” says Dr. Cuquet. “Tro- 
phies and plaques are an accepted trend. They’re 
not just for sporting events any longer. They’re 
for anything. The variety of buyers is amazing.” 

He sells, regularly, to such diverse organiza- 
tions as: parakeet clubs, yacht clubs, bridge clubs 
(one customer buys trophies every two weeks) ; 
electric companies, boilerworks, shoe manufac- 
turers, investment companies, breweries, adver- 
tising agencies, dance schools, bowling alleys, 
horse shows, race tracks, religious organizations, 
sales promotion groups, Christmas tree lighting 
contests, rodeos, YMCA, the United Fund, civic 
clubs, sports car races, auto races. All that, in ad- 
dition to school and community sports—tennis, 
softball, baseball, basketball, track and field, golf, 
twirling, bands, etc. 

“You name it; we’ve had it as a customer at 
some time—or will have,” Dr. Cuquet says. 

“Remember this about’ trophies,” he adds. 
“You’re dealing with individuals and organiza- 
tions that have the money to buy. Trophies are 
an item of pride; so, even a depression wouldn’t 
hurt too much. People will always want trophies 
and will always provide the money to buy them.” 

Dr. Cuquet’s advice to other jewelers who want 
to promote this type of business: “Offer your 
customers fair and good personal service; and 
don’t worry about cutting prices.” 2 es 
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THE FINEST re PRECIOUS GEM JEWELRY 


ti 


FOR. OVER 
50 YEARS 





Now offering an 
expanded line of 
new and original 
designs in precious 
gem jewelry of 
exceptional 
character. 


Inquiries Invited 


Geo. Schuler & Co.. Inc. 


ASSOCIATED WITH PREFORMED PARTS, INC. 









On Bedford Road in Pleasantville, N.Y. 





























NATIONALLY ADVERTISED 
@® BAROMETERS 


@ WEATHER SETS 
®@ BINOCULARS 
@ SPORT GLASSES 
@ MAGNIFIERS 


Domestic — Industrial 


(IT PAYS to display the 























of entire Swift line 








SEE YOU AT THE GIFT SHOWS 








Write for illustrated catalog 


N. Y. Convention & Trade Show — August 9-13 * Allied Gift & Jewelry 
Show — September 6-10 * Chicago Gift Show — August 2-13 * New York 
Gift Show — August 23-28 + Parker House Gift Show — September 13-17. 


SWIFT & ANDERSON, INC. it, 
\ Boston 25, Mass. — P.O. Box 562 San Jose, Calif. 
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Magnificent achievements in 
fashion’s latest shapes in diamonds 





the distinguished Emerald Cut... 






* 4 






the enchanting Pear Shape... 


the ever-popular Round... 





Dazzling diamonds set into the most dis 
tinctive rings, necklettes, pins and other 


fine jewelry. See us at the RIA Show, 


Suites 967 and 969, Waldorf- 


Astoria Hotel. New York @ Time—and Space—Saver: When Gerlack . 


Jewelers enlarged their thimble-size quarters 
in the Terminal Building of a Philadelphia 
! suburb to include two display windows, busi- 
ness increased tremendously, embarrassingly. 
! On busiest days, repair men were constantly 
being interrupted by customers who wanted to 
! be waited on; and that was serious since half ' 
acai ! of the firm’s income stems from the repair 
P hic, ! of watches and jewelry. Production lagged. 


ESTABLISHED i892 4 City, August 9-13, 1959. 
AJAFFE G SON* Inc 


/IPORTERS OF DIAMONDS 


MAKERS OF FINE DIAMOND JEWELRY 





64 West 48 Street, N. Y.36,N.Y. *¢ Plaza 7-7317 





The problem was solved when Joseph Ger- 
lack, owner, built a wooden balcony at the 
rear of the store. There two men work un- 
molested while two more stay below to handle 
the counters. Also, moving the repair shop off 
the main floor makes the store seem less 
crowded. 








GRAFF, WASHBOURNE & DUNN 








Fine sterling silver since 1768 


17 Sizes —Piain or engine turned 
3%" x 4%" to 18%" x 14%” 


@ Little Favors—Big Returns: “Most people 
think they have to dig into their pockets every 
time anything is done for them. But they don’t 
like it!” says C. H. Lee, Berkeley, (Calif.,) 
jeweler. “So, when you do them a favor and 
refuse payment, they’re surprised — and 
pleased. They remember you when they’re in 
the market for a purchase or service; and 
they tell their friends.” 

For example, Mr. Lee may notice that a 
customer — or browser — is wearing a ring ! 
which needs attention. “Let me clean it for 
you,” he will suggest. “Only take a minute and ! 
there’s no charge.” : 

When the ring is returned looking like new, ! 
says Lee, “you have made someone happy, 
You’ve spent nothing but time—on the best 
advertising in ‘the world.” These “little fa- 
vors,” Mr. Lee believes, account for his growth 
from a one-bench, side-street shop in 1933 to 
his present attractive seven-man store in a 
central location. 
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RX MN S 
Double or triple hinged-ali Sizes 







17 variations 
of baby 
frames 














‘Twin Frames~— 


7 Sizes 

















S sizes of the famous grandparent series 


Visit our suite (Room 773) at the Waidortf-Astoria Aug. 9th., thru 13th. 


GRAFF, WASHBOURNE & DUNN 


168 W. Forest Avenue Englewood, N. J. SE ee EPO Pare. ewan. brs) MELEE S, Te a, Oh A 
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@ Door Opener: After Hal Bloomquist put a 
glass front on his store, he noticed that cus- 
tomers paused outside the glass door wonder- 
ing whether to “push” or “pull.” Logical an- 
swer would have been to use the correct word, 
in little gold letters, on each side of his 
door. . . . But, Bloomquist had a better idea. 
He made a sign himself which said, “PUSH— 
often!” It gets a grin from everyone who 
passes the store—and induces an increasing 
number to comply! 





@ Watches at Eye Level: Watches in counter 
displays are hard for customers to look at, 
awkward for salespeople to pull out and put 
back, King Strauss of Daniel’s Jewelry Co. 
(Phoenix, Ariz.) decided. When Daniel’s moved 
into larger quarters, Strauss experimented 
with wall cases for watches; has decided they 
pay off. 

Wall cases have these advantages over 
counter display, he says: You can show more 
watches on shelves—up to 30 per shelf at 
Christmas and graduation time when he takes 
the watches out of their boxes; customers can 
look them over without uncomfortable stoop- 
ing and peering, and are able to indicate read- 
ily the ones they want to examine more 
closely; it’s easy—and time-saving—for sales- 
people to remove, and return, a watch to its 
proper place. 

Proof that the new system works: Daniels’ 
sale of watches, including impulse buying, has 
increased appreciably. 


delight in the'gnod taste, disnaaiie: 
designs, and refreshing new ideas from 
Italy’s foremost designers + Hand 

in 18K gold » Bracelets, | r 


We pay $4 for each item we use in “Ideas 
That Pay”; $6 if accompanied by a usable 
shateerack. Address “Ideas That Pay,” 
JEWELERS’ CIRCULAR-KEYSTONE, 56th and 
Chestnut Sts., Philadelphia 39, Pa. (All items 
submitted become the property of JC-K and 
cannot be returned.) 


HOTEL BILTMORE - SUITE 202 + MADISON AVENUE at-43rd STREET . NEW YORK 17, N.Y. + LE 2-9520, MU 


Italian Jewelers Inc. 
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FOR QUICK SERVICE ON INTERNATIONAL STAINLESS: 


Ramee et SS TT a aS A NE A MOS ET A: SOM Nm 8. EE RN RRR AE OE 


AISENSTEIN & GORDON INC. 


Wholesale Jewelers 
712-14 Sansom St. 
Philadelphia 6, Pa. 


Phone WA 2-3995 


CINCINNATI DENVER NASHVILLE 


4.6. Beckon U0. 


Wholesale Jewelers 


22 W. MADISON STREET 
CHICAGO 90, ILLINOIS 


S.H. CLAUSIN & COMPANY, Inc. 


Minneapolis - Spokane - Salt Lake City 


The Northwest's Leading Distributor 


EWING BROTHERS 


“South’s Leading Wholesale Jeweler” 


50 Years of Service 


Atlanta, Ga. 


— 
Pou! THE 


4 Y 
LOOM LICE 


Dow = ZE 


ZZ 


ASSORTMENTS YOU NEED 


The A. H. FICKEN CO. 


850 EUCLID AVENUE 


CLEVELAND, OHIO 


SIMON GOLUB and SONS 


Wholesale Jewelers 


SEATTLE SPOKANE 


The GORENFLO COMPANY 
1940 E. JEFFERSON AVE. 


DETROIT 7, MICHIGAN 


GRAFNER BROS. Ine. 


WHOLESALE JEWELERS 


Distributors of Plated and Stainless 


Flatware 


618 Liberty Ave., Pittsburgh 22, Pa. 





BE THE FIRST 
IN YOUR TOWN 
TO DISPLAY 
THESE ITEMS 











® For additional sources of supply see page 215 
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Coral Reef 
new! Festive 
new! Constellation 
new! Mardi Gras 


new! Sea Isle 
new! Largo 
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SET COMBINATION CHART 


Steel is od ia 
nee. ee | sso | #11 ele] 6 
32-pc. service | sags | 182 8 
SO-Gs. cenvten | $5995 | #182 | 8 


Set is beautifully framed on incline creating visual impact that will 
close sales. Rich grey and rose color combination. 


Dodi Lovee 


SET COMBINATION CHART 


RETAIL PRICE 
H.H. 1-pe. 
Knife Knife 


= tablespoons 


teaspoons 
ro | ean sn 


a ieee om 
| 2Ae, serie | $23.05 $18.95| #174 6 
| a2, serve | $32.95, $24.95 | #175 fe 

servi $44.95, $37.50 | #175 8 | 


Functionally designed with unusual fold-out cover that holds box 
upright for store display. New style protective bridge cushions all 
pieces with resilient sponge material. 


Leo 


SET COMBINATION CHART 


RETAIL PRICE 
1-pc. 2-pc. 
knife knife 


sens] ef fal 


set ees] ofa fal | 
tn] oleh ofe 


Package cover folds back serving as display. Bright traffic colors 
will set this package apart wherever shown. 


50-pc. service 
f 


Pet) | | sated forks — 


P= [= | = [esa 
Crt [Jasons 


teaspoons 
soup spoons 
salad forks 
tablespoons 









Ctalnles 


/ EVERYTHING'S 


NEW 


in Point of Sale 


DISPLAY UNIT 
IS YOURS 


§ 









International Stainless 





WARD ORAS 


iF 





6 PC. SERV FOR 4.4% ' 
'cE 4,°22.50 1S PC. SERVICE FOR 4,'16. 06 24 Pc. SERVICE FOR 6 +9. 95 


SOPC. SERVICE FOR @ #59. 
&,*59.95 : SOPC. SERVICE FOR 6,°44.05 5OPC. SERVICE FOR 4,418.95 
; 


7 2 

[s} RNATIONAL SILVER COMPANY 

No. D199 TRI-LINE DISPLAY a « / 
Extremely colorful, it’s styled for permanent use in your Display KS W443 


window .. . on your counter or hanging on your wall. Dra- 
matic black frame focuses attention on three recessed 
panels in Castle Pink, Manor Green, and Chateau Yellow 
that feature patterns and prices for all 3 lines. Each panel 
is removable to reveal copy message for flexible merchan- 
dising. Overall dimensions: 1634” High; 20’ Wide; 198” 
Deep. 





















ernational 2 
Dea Lovee 


INTRODUCTORY 
OFFER 











"“AEY SET" 


gree siainiess Sle.) 
‘ “lob de 
? righten your * 

















piece service for six 


123” 













No. 165-1 BEAUTY LINE UNIT 
CONTENTS THESE QUALITY LINES AVAILABLE ONLY THROUGH YOUR 
INTERNATIONAL SILVER APPROVED WHOLESALE DISTRIBUTOR.* 


1 24 pe. Service for 6 in Constellation pattern 
1 24 pe. Service for 6 in Largo pattern WRITE OR PHONE HIM TODAY FOR IMMEDIATE SERVICE 


1 24 pe. Service for 6 in Sea Isle pattern e 





Total Retail oo) 8:6 6°O@ &» 6 4 6°o a4 . F T t t f S Aid t f ld d 
_——. | ull assortment of Sales Aids . . . mats, consumer folders an 
OUR COST folder holder . . . ready to help you promote all 3 Quality Lines 


(“Key Set” Merchandiser FREE) 
all sets packaged in new cushion-ride gift boxes 


International Stainless 


*List of Approved Wholesale Distributors available on request. 


LOAM CU~_LUIWE eo x SILO 


crafted in steel by 
THE INTERNATIONAL SILVER COMPANY, Meriden, Conn. 


FOR QUICK SERVICE ON INTERNATIONAL STAINLESS: 


J. H. GROSS & CO. 


Wholesale Jewelry Distributors 
3210 Euclid Ave., Cleveland 15. Ohio 
HEnderson 2-0100 


BEN HYMAN & O., Inc. 
Wholesale Distributors of Nationally Advertised 
Jewelry * Silverware « Watches ¢ Clocks 


Giftwares * Appliances * Housewares 
Luggage 

250-54 Spring St., N.W., Atlanta 3, Ga. 
JA 5-1687 


fered Ke (Kemer Sen . # 
MNew~Orleans. La..UVS 


P. O. Box 330, New Orleans 9, La. 


111 EXCHANGE PLACE CORNER CANAL — TELEPHONE MA. 2124 | 


Importers—WHOLESALE—Exporters 
1885—Established 74 Years—1959 


A.C. KUESEL & SON 


213 W. WISCONSIN AVENUE 


MILWAUKEE 3, WIS. 


L. LURIA & SON Inc. 


980 S. W. 1 STREET 
MIAMI 36, FLORIDA 
Telephone FRanklin 9-7521 
Distributors of 


Silverware—Housewares—A ppliances 
Clocks 


H. POLNER INC. 


Ellicott Square Building 
Buffalo 3, N. Y. 


"The House of Nationally 
Advertised Merchandise’ 


S-K-L Co.. Ine. 
IS WEST 47th STREET 
NEW YORK 36, N. Y. 


Wholesale Distributors 


SILVERWARE—JEWELR Y—CLOCKS 


J. A. SILVER CO. 
181 College St. 
NEW HAVEN, CONN. 
SPruce 7-4463 


Wholesale Distributors 


Fast and Reliable Service 


The SAMUEL WEINHAUS COMPAMY, Inc. 


Weinhaus Building 
800-808 LIBERTY AVE., PITTSBURGH, PA. 
Wholesale Distributors 
to the Tri-State District 


WESTERN SUPPLY CO., Ine. 


Exclusive Wholesale Distributors 


357 W. 2nd South 
Salt Lake City, Ut. 


202 Enterprise Bldg. 


Denver. Colorado 


Telephones 


EMpire 3-5818 MAin 3-1093 


© For additional sources of supply see page 210 


JEWELERS’ CIRCULAR-KEYSTONE, AUGUST 1959 








House Beautiful 
Advertising 
Pays Off- 
With Int 


Writes Mr. Gustkey, President,lmperial Glass Corp.: 


“It has been our considered opinion for many years — 
and we've been a consistent advertiser for over a decade 
— that House Beautiful offers.many built-in bonuses for 
Imperial Glass. 


“We know that an investment in House Beautiful pays 
of] — with interest. First, because it selects an audience 
of a specific rather than a general character, our adver- 
tisements are read — with interest — by consumers who 
are our most logical prospects. 

“Next, our ads are also read — with interest — by the 
professionals, the buyers, the merchandisers, the people 
whose job it is to keep up with the trends in the trade. 


“And finally, House Beautiful delivers a unique bonus 
with its editorial atmosphere of authority and prestige 
that is translated to our beautiful glass table fashions. 
This is consistent with our policy of turning out fine 
authentic reproductions of quality glassware, affordably 
priced. There is no doubt that the dividends received 
from House Beautiful advertising will be reinvested in 
the future.” 


216 


Now is the time to sell to House Beautiful’s highly selective audience 
of 730,000 better-income families (Average: $15,715). In them- 
selves, these families are an incredibly responsive market. But they 
also represent leader influence — the kind of influence that sets taste 
trends and buying attitudes for the rest of the country. 


Can your products use this taste-leader vitality that produces sales 
at once — and once sold, influences millions? 


Sells Both Sides of The Counter 


House beautiful 


A HEARST KEY MAGAZINE. 572 MADISON AVENUE, NEW YORK, N.Y. 
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Table top fashions 


“Horizon” pattern in Arzberg china from Ba- 
varia has checker motif in blue on rim of flat 
pieces, overall on hollow pieces; 5-pc. place set- 
ting may retail at $11.95. From H. E. Lauffer & 
Co., Inc.. 230 Fifth Ave., New York. 


“Tara” in new Franciscan Cosmopolitan china 
has flower-like pastel pattern combined with bur- 
nished gold on white body; 5-pc. setting may retail 
for $14.95. From Gladding, McBean & Co., 2901 


Los Feliz Blvd., Los Angeles. 


“Sweet Sue” is one of 5 patterns in Lenoxware 
melamine by Lenox Plastics, Inc. of St. Louis, 
Mo., subsidiary of Lenox, Inc., of Trenton, N. J. 
16-pe. starter set retails for $22.95; 45-pc. set for 
$69.95. 
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Made entirely by hand by Swedish craftsmen is 
this handsome new “Airtwist” design in complete 
stemware. It’s available from open stock at $57.50 
a dozen, retail. Sold by Bertson House, Ltd., 212 
Fifth Ave., New York. 


“International” assortment of 12-ounce high- 
ball glasses decorated with scenes of 8 most-visited 
cities is done in decorator colors. The set may be 
retailed for $5. By Libbey Division of Owens- 
Illinois Glass Co., Toledo, O. 


Danish-style salad set in new Implex plastic ma- 
terial is done in simulated ebony mounted on sil- 
ver-finished bases; entire 7-pc. set may be retailed 
for $8.95. Sold through Ranger Ware Division, 


342 Madison Ave., New York. 











ON 
DISPLAY 
AT ALL 
THE 
MAJOR 
SHOWS 


Display the sparkling elegance of 


sterling On crystal, guaranteed 


non—tarnish, chip resistant, by 


SILVER CITY GLASS CO., INC., MERIDEN, CONN. 


SEATTLE GIFT SHOW, Olympic Hotel — Room 226, Seattle Washington, Aug. 16th — 19th 

MINNEAPOLIS GIFT SHOW, Dyckman Hotel — Booth 4-B-4, Minneapolis, Minnesota, Aug. 30th — Sept. 2nd 

SALT LAKE GIFT SHOW, New House Hotel, Salt Lake City, Utah, Aug. 9th - 12th. 

ALBUQUERQUE GIFT SHOW, Hilton Hotel, Albuquerque, New Mexico, Aug. 16th - 18th 

NATIONAL RETAIL JEWELERS’ CONVENTION, Waldorf-Astoria Hotel — Spaces 205 & 206, New York, N.Y., Aug. 9th — 13th 
CHICAGO GIFT SHOW, LaSalle Hotel — Spaces 109-110, Illinois Room, Chicago, Illinois, Aug. 2nd - 13th 

DALLAS GIFT SHOW, Room 2311 — Dallas Trade Mart, Dallas, Texas, Sept. 6th - 10th, (Stop and see our new location) 
BOSTON GIFT SHOW, Parker House Hotel — Room 566, Boston, Massachusetts, Sept. 13th - 17th 
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Table top fash 


“Fortune Tree,” a subtly-colored pattern in en- 
tirely new line of melamine dinnerware designed 
and manufactured by Oneida Silversmiths, Oneida, 
N. Y. The sixteen-piece starter set may be retailed 
for $14.95. 





“Windfall” design, hand-cut in bowl of the 
“Contour” shape, comes in complete stemware. 
ach piece to retail at $3.75; 7-in. plate to match, 
$3.75; 8-in. plate, $4.25, retail. By Fostoria Glass 


Co.. Moundsville. W. Va. 


On “Swirl” shape in Jaeger china from Bavaria, 
the “Newport” pattern is done in gray with plati- 
num trim; 5-pe. place setting retails for $12. Sold 
through Ebeling & Reuss Co., Fifth and Locust 
Sts., Philadelphia. 
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“Long John Silver,” one of Royal Doulton’s 
authentic character jugs, appears here as a 4!/-in. 
cigarette lighter, $15 retail’ matching 4-in. jug, 
to retail for $6. From Doulton & Co., Inc., 11 East 
26th St., New York. 


First designed about 1800, “Honeysuckle” 
border on Spode bone china is printed from old 
copper plates in gray with gold lines; 5-pe. set- 
ting. $26.30 retail. From Copeland 
Inc., 206 Fifth Ave., New York. 


Thompson, 


New Universal Coffeematic, now available in 
solid stainless steel—5 to 10 cups in size-—has 
modern styling, retails at $32.95. Standard Coffee- 
matic continues at $19.95. Made by Landers, 
Frary & Clark, New Britain, Conn. 





0 
LOVE AT FIRST SIGHT... 
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SILVERPLATE 
by ONEIDA Led. 
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Customers have really fallen for it—on the market 3 
months, and already it’s a leading seller. No wonder 

. its graceful, contemporary design is perfectly 
suited for any table setting. Its high quality and fine 
craftsmanship are guaranteed by Oneida, the first 
name in fine silverware. And it’s priced so reasonably, 
customers can afford a complete matching set. Effec- 
tive August 15, 50-pc. service for 8, $39.95; in smart 
chest, $49.95; 74-pc. service for 12 without chest, 
$59.95; in handsome drawer chest, $74.95. And, of 
course, you make full profit! Also available in popular 


Lilac Time,* Proposal,* and Enchantment* patterns. 


And Oneida helps you sel! more with free 


circulars, newspaper mats and displays... 


INTRODUCTORY OFFER 


3-PIECE PARTY SET se 


Regular value will be 45° 


e Builds store traffic 
e Lets customer see Flirtation* on her table 


e Gives opportunity to sell a complete service 


NEW LIMITED TIME OFFER IN ALL PATTERNS! 
Handsome, useful tablespoons...regular and pierced. ..individ- 
ually wrapped in transparent envelopes, only $1.00 each, retail. 
Regular value, $1.50. Full profit and free display card with each 
assortment of 6. 


CRAFTED BY 


O NERA S} MITHS 


MAKERS OF DISTINCTIVE TABLEWARE 


Heirloom® Sterling 

Community*® Silverplate 

Tudor* Pilate Oneida Community 

Oneidacraft* Stainiess 
*RADEMARKS OF ONEIDA LTO., ONEIDA, M. ¥, Oneida* Dinnerware 





Carl Eisentstein 


He’s in a town of only 
20,000. But he 
spends $2,500 a year 
in advertising hollow- 
ware. A gamble in 
specialization is pay- 


ing off handsomely 


by Robert Latimer 


from zero to 
success In 
hollowware 


@® CARL EISENTSTEIN SCOFFS at the idea “‘you can’t 
sell hollowware in a small town.” He sells enor- 
mous amounts of it to customers throughout the 
Rocky Mountain States; yet his store, Carl’s 
Jewelers, is located in Ft. Collins, Colo., popula- 
tion 20,000. 

Carl’s “turn” in most large pieces (silver tea 
services and the like) is about two a year; in 
smaller pieces (the $5 to $10 wedding gift 
bracket) from three to nine a year. Hollowware 
and flatware account for one-third of his total 
sales volume. 

To earn a wide reputation, Car] will tell you, a 
small town jeweler must push one specialty. Carl 
chose hollowware. 

He made that decision in 1946, the year he went 
into business for himself after 20 years as a watch 
repairman. The store which he bought wasn’t 
exactly a gold mine 13 years ago. It was 40 years 
old and run down; it had few franchised lines; its 
stock was a hodgepodge of “wrong guesses.” 

Carl Eisentstein’s first move was to assay his 
market; and he found that almost no hollowware 
was carried by jewelers in Ft. Collins. 

Why? Seasoned merchants reminded him that 
Denver, with its 400,000 population, was only 63 
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To sell hollowware you must let it be seen. Carl Eisentstein 
not only displays it lavishly along one entire side of his 
store, but devotes a window (above) to hollowware and 


miles away in one direction; Cheyenne, Wyo- 
ming’s capital, 40 miles distant in the other. They 
advised him against stocking much hollowware. 
“It simply won’t sell,” they said. 

But Carl was determined, even though he en- 
countered one stumbling block after another. No 
franchises were open to him and few distributors 
took an interest in his plans... . 


$5,000 for Advertising 

That first year, however, he managed to acquire 
a quantity of goods in one nationally advertised 
line. Then, he spent a total of $5,000 in news- 
paper advertising; built in-store and window dis- 
plays of his sterling and silver plate merchandise; 
talked it up at every opportunity. He wound up 
the year with such impressive sales figures that 
six other hollowware manufacturers competed for 
a place in his inventory. “I’ve gradually added all 
six,” says Carl. Today his sales are so astonishing 
—thousand-dollar orders, once in a while—that 
hollowware manufacturers send representatives 
to study his merchandising methods. 

They’re not complex. To begin with, he carries 
a tremendous inventory of hollowware; and he 
displays it in five cases along one entire side of 
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other tablewares at all times. Eisentstein always insisted: 


‘“‘Hollowware never goes out of style.’’ Now he’s a long 
lap ahead in meeting the ‘‘return-to-elegance”’ trend. 


his store. Also he devotes one window to this mer- 
chandise at all times. No one who enters the store 
‘an escape the impact of all that silver. 

Second, Carl spends $5000 a year in newspaper 
and radio advertising, half of it to push silver. 
“Silver gifts for all occasions” is the theme which 
he pounds home week after week. Most of the ads 
are half-page or full. 


Tea Sets from $19.95 to $895 

His tea services range all the way from $19.95 
to $895. Sets between $40 and $150 account for 
the most volume. About 60 per cent of his total 
silver sales, however, come in the $5 to $10 
bracket, including candelabra, nut bowls, com- 
potes, fruit bowls, small trays and the like. 

Weddings, of course, are the most important 
factor in silverware merchandising; and they have 
brought Eisentstein $4,000 to $5,000 in a single 
month. (Carbs Jewelers also carries 108 patterns 
in sterling flatware; most patterns in nationally 
advertised plate; complete lines from two manu- 
facturers of fine china, and three crystal lines.) 

But Ejisentstein doesn’t just depend on the 
bridal trade. As a result of pushing “silver gifts 
for all occasions,” he is seeing an increase in de- 


(please -turn to page 235) 
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Siete seal Guiana ee oat ee 


‘ Imperial D’or 


VARIETY 


ode 


THE FP FINE ENGLISH 


DINNERWARE 


Flights of “fancies” — 

jugs, vases, what-will-you— 
are as typical of Spode 

as its famous dinnerware. 








FRANCONIA CHINA One of Europe’s Finest 


Presents . .. “Athena” 
NATIONALLY ADVERTISED IN ““LIVING FOR YOUNG HOMEMAKERS’’ NOVEMBER 1959 


The classic purity of early Grecian art sets a mood of utter simplicity with pure white, 
transiucent porcelain in a Rim ecorated with only a slender border of Gold 


olive branches and ancient symbols in Dove Grey enclosed by bands of Gold. 5-pe. 
Place Setting with 10." dinner plate: $13.00 Retail (slightly higher South & West). 


@ AT THE NEW YORK GIFT SHOW—Trade Show Bldg. 
Room 642—August 23-28 


HERMAN C. KUPPER, INC., 39 W. 23rd St.,N. Y. 10,N.Y. 
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Dinnerware, Glassware and Gifts 





Perhaps you should stock 


“second set” tableware 


by Madeline Love 


HE TABLEWARE MARKET, particularly in 

dinnerware, begins to take on aspects of a 

kaleidoscope. New lines appear; old ones 
disappear; and continually, new concepts in de- 
sign and manufacturing procedure come into the 
picture. This doesn’t mean that the fine old 
brands of china and earthenware, so important 
to the jeweler, are not just as secure as ever. 
They are. In fact, one such line—Lenox—has 
just announced that its sales in the first six 
months of this year were highest in its history. 

One line is disappearing, however. It’s Fos- 
toria’s melamine dinnerware (see below). Ready 
to take its place are the two new lines of mela- 
mine made by Oneida Silversmiths introduced 
last month (see News Section). 

Another change is the emergence of new lines 
of ceramic dinnerware made in Japan by Amer- 
ican manufacturers. There are three of these 
at present, two in china and one in stoneware. All 
were designed in this country and are made by 
Japanese labor to the exact specifications of the 
American potters. Too new, as yet, for any at- 
tempt at sales appraisal, they do represent a 
development which no jeweler can afford to 
ignore. 

Neither can he ignore the new lines of “casual 
china,” several of which were presented last 
January in Atlantic City by potters who had 
hitherto made only earthenware. These, together 
with melamine, are examples of that “second 
set” which every home must—or should—have. 
Is there any reason why the jeweler shouldn’t 
sell these sets as well as the fine china and 
crystal which are his stock-in-trade? Not every 
jeweler has sufficent space for the addition of 
many new lines. But even the smaller store 
could have a representative display, adding new 
styling and new price lines to its regular stocks 
of fine wares. 


yeoman GLASS CoO. of Moundsville, W. Va., has 
withdrawn its line of melamine dinnerware 
from the market and has discontinued manufac- 
turing it. Fostoria entered the melamine field 
less than two years ago as a source of diversifi- 


JEWELERS’ CIRCULAR-KEYSTONE, AUGUST 1959 





From a full page advertisement in the 
Scandinavian issue of House Beautiful 


Crystal stemware and accessories from Kosta 
“Duke” stemware retails for $4.75 in Goblet, Champagne or Sherbet; $4.00 
in Cocktail; $3.00 in Cordial and $3.75 in All Purpose Wine. 


“Stella” by Upsala Ekeby—5 pe. place setting, $9.95 
Distributors in U.S.A. 


EBELING & REUSS CO. 


ESTABLISHED 1886 
Main Office: 5th & Locust Streets, Philadelphia 6, Pa. 


Showrooms: 
NEW YORK 10 CHICAGO 54 PHILADELPHIA 6 LOS ANGELES 14 DALLAS 1 
225 Fifth Avenue 1557 Merchandise Mart Sth & Locust Streets 527 West 7th Street Merchandise Mart 
Warehouses: Philadelphia, Pa., Pasadena, Calif. 
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cation, aiming its distribution exclusively to 
jewelry stores, specialty shops, and china and 
glass departments. Since then, according to 
Robert F. Hannum, president, “changes have re- 
sulted in a promotional market and we have ex- 
perienced a gradual decrease in the demand for 
a line in our price range.’”’ Melamine inventory 
is available to dealers at close-out prices, he 
stated. 


HIS YEAR’S HANOVER TRADE SHOW brought to- 
§ bate: Dr. Ludwig Erhard, West Germany’s 
Economics Minister, and Richard Krautheim, 
president of the Krautheim & Adelberg factory 
in Bavaria, manufacturer of Franconia china. 
The factory is observing its 75th anniversary. 

Founded in 1884 by Christoph Krautheim, the 
plant first specialized in decorating and later 
went into the manufacture of china. Christoph 
was given the title “Supplier to the Court of the 
King of Bavaria.” Richard Krautheim, his son 
and successor, frequently visits the United States 
to study the market here and to confer with 
Albert Weber, president of Herman C. Kupper 
Inc., American representatives for Franconia. 


LADDING, MCBEAN & CO. of Los Angeles, manu- 
facturers of Franciscan china and earthen- 
ware, gave trade parties in New York and Los 





Richard Krautheim, second from 
right, above, and Mrs. Krautheim 
chat with Dr. Ludwig Erhard, left, 
Economics Minister for West Ger- 
many, at the recent Hanover Trade 
Show. Below, at left, is Albert 
Weber, president of Herman C. Kup- 
per, Inc., American representative for 
Franconia. 











OUR DISTINCTIVE 

CHRISTMAS TREE DINNERWARE 
available in complete open stock. 
5-pe. place setting, 

$7.54 retail. 


ORDER NOW FOR YOUR 
PRE-CHRISTMAS SELLING! 


Immediate delivery f.0.b. our New York warehouse. 


Bertson House Lid. « 212 Fitth Ave. 


Angeles in June to introduce their two new lines 
of dinnerware. Both lines are made in Japan, 
according to Franciscan’s designs and specifica- 
tions. Their Cosmopolitan China, has a pure 
white vitrified body made with eight different 
patterns on a rim and coupe shape. Their White- 
stone Ware is a white lightweight dinnerware 
with six patterns on a coupe shape. To introduce 

(please turn to page 230) 








ERTSON HOUSE [ED 


COLORFUL CHRISTMAS TREE CRYSTAL. 
Retail per dozen: 

Skyball, $16.50; 

Hiball and Old Fashioned, $15; 
Double Old Fashioned, $18.50; 

Wine or Cocktail, $21; 

Shaker, $7.50; 

Martini Mixer and Stirrer, $6. 


CHRISTMAS TREE-FOOTED COMPORT 
for cake, canapes, etc. Retail, $6.75. 
From our collection of 

individual gift items. 


at 26th St. - New York:10. N.Y. - Room 2003-4 
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“Instant” Gift Wrap! 


Kapid libbom 


S-T-R-E-T-C-H-A-B-L-E PLASTIC LOOPS 


NOW...decorate a package 
in just 3 seconds! 





Economical! Average cost: a penny a loop! 
Simple! No clerk training necessary! 
. ‘cai Attractive! Looks and feels like satin! 
L © Oo K i x Available in a choice of practical sizes, RAPID 
+ Dp RIBBON not only decorates but elasticity holds 


Ribbon and Bow : Z\ Py packages securely. Saves time, saves money, 


pleases clerks, and adds that valuable “‘touch” 


ALL 4 4 to your packages. No cutting, no tying—you 
I BR , just slip it on. Wide choice of colors, widths, 
and printed designs (we'll even imprint it with 


Oo N E your own name!) 


Write now for free samples of Rapid Ribbon! 
With attached ready-made 
bow... just slip it on! 


RAPID RIBBON DIVISION 
Chicago Printed String Company 
2300 Logan Boulevard, Chicago 47, Ill., Dept. JCK-89 


With attached Satintone ( — male | : 

? . : A J [) Send free samples and complete information on 
pull-out bow... just pull ; time-saving Rapid Ribbon loops. 
out bow loops slip it on — oy [] Have your representative call on me. 
... There’s your package— 
beauty wrapped! 








Name 
Title 

Re 
Street 


*patent no. 2,851,787 i City _. Zone. State 
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LUNT STERLING 


YORK 


Conveniently located on the corner of Fifth Avenue and 45th Street (fourth floor, French Building) is the 
new office and showroom of LUNT Silversmiths. You are cordially invited to visit our new facilities, and 


we look forward to seeing you next time you are in the city, 


On display is the complete LUNT Sterling line—both flatware and holloware. You will see many new 





items, particularly in our teaware and reproduction lines, which our salesmen have not been able to show 
you in your own store. All merchandise is on “open display,” giving you complete freedom to handle and 


examine every piece. 


Please note that the New York Office carries no inventory and does no shipping of merchandise. All 
orders outside New York City should be mailed, as usual, to the home office in Greenfield, Mass. 


Vertical display groups active LUNT pat- Flatware table provides convenient display Tea and coffee services and reproduction 
terns for quick, easy viewing. for serving pieces and dozenwork items. pieces are grouped here on open display. 
Rel us e Se * eer a Pa, 
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Above: Office Manager, Paul Mansolf, and visiting Buyer finc 
showroom a pleasant place to talk shop 


Right: For users of fine holloware, 
a complete display of our 
Early Dublin Reproductions. 


STERLING 


LUNT SILVERSMITHS e GREENFIELD, MASS. 








DINNERWARE, GLASSWARE & GIFTS 


(continued from page 226) 


the new designs and to underscore Franciscan’s 
belief that dress fashions and home fashions are 
closely related, six young clothing designers were 
asked to create dresses coordinated with the vari- 
ous patterns. These dresses were modeled at a 
musical fashion show at the two trade parties. 


John M. Tassie 


President, Lenox Inc. 


a | OHN M. TASSIE has been elected president and 
chief executive officer of Lenox, Inc., Tren- 
ton, N. J., manufacturers of fine china. Leslie 
Brown, former president, has been elected chair- 
man of the board. 

Mr. Tassie joined Lenox in 1942 as general 
sales manager of the electronics division. In 1946 
he became works manager; two years later, 
executive vice president. He has headed the com- 
pany’s two subsidiary factories making melamine 


dinnerware. A founder of the American Fine 
China Guild, Mr. Tassie was its first president. 
M ORE THAN 178 PRIZES valued at over $5,000 

were awarded home economics students and 
their teachers in the fifth annual table setting 
contest, just completed, conducted by Lenox Inc. 
Top prize went to a San Jose, Calif., girl, a junior 
at the University of Vermont. She won 12 place 
settings each of Lenox china, sterling silver and 
crystal. Six place settings were awarded the sec- 
ond prize-winner, a 17-year-old high school stu- 
dent from Los Angeles. Mrs. Helen Sprackling, 
table setting authority, directed the competition. 
Judges included Mrs. Hedy Backlin, curator of 
decorative arts, Cooper Museum; Miss Betsy 
Palmer, television and movie star; Miss Melanie 
Kahane, president of the New York chapter of 
the American Institute of Decorators; Miss 
Vivian Brown, home furnishings editor of the 
Associated Press; and Jon Whitcomb, magazine 
illustrator. 


ORTH NOTING: When Queen Elizabeth visited 
Chicago, July 6, Peacock Jewelers staged a 
display of the royal china service made by Min- 
ton. The exhibit included duplicates of pieces 
used aboard the Queen’s yacht, the Britannia, as 


— - —— 
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W\a43-3 


STAINLESS STEEL 


e lag ‘Z 


Finest quality 18/8 chrom-nickel steel. Prize winning American designs, executed by skilled 
European craftsmen...and proved to be the best-selling stainless steel in fine stores all over America. 
H. E. Lauffer® Co., Inc., 230 Fifth Ave., New York 1, N.Y. Importers of famous Arzberg and Fairwood china. 
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DO YOUR CHRISTMAS BUYING EARLY... 


rob am aal= 


New Youk Gilt Chow 


The month is August; the place, New 
York. There ... profitable, efficient 
gift buying for Fall and Winter sets 


the theme. 


It’s really not too early at all to start 
your Christmas stocking from 

among the complete lines of brilliant 
new gift items and ideas, impulse 
sellers, traffic builders, from here and 
abroad. These are the gifts people 
have fun giving and receiving the 


whole year through. 


Better head for The Show in August. 
‘You'll find big profit potential for 


Gat attialeh-mnslale me dalcmmaalelabialmeelalcielee 


SHOW HOURS 
SUNDAY. TOTreeeere? © ms 
MONDAY THRU THURSDAY...9 A.M. to 6 P.M 
FRIDAY ey eek 9 A.M. to 12 Noon 


AUGUST 23-28 


ohm dats 


HOTEL NEW YORKER & 
TRADE SHOW BUILDING 


Sponsored by 


THE NATIONAL GIFT & ART ASSOCIATION, INC 


Directed by 
LITTLE BROTHERS SHOWS. INC 
220 Fifth Avenue, New York 1,N._Y 
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YOUR CHRISTMAS GIFT WRAPPING MAKES MERRY WITH 


BRAND RIBBONS ’N’ WRAPS 


Free or fee in-store gift wrapping? No matter! With 
SASHEEN Brand Ribbons ’n’ Wraps you can make your 
store the gift wrap center for Christmas . . . and for 
more gift sales, too! 


Busy customers prefer the extra service that saves them 
time and energy. SASHEEN helps you do a beautiful job, 
expertly and quickly. You see, SASHEEN works perfectly 
into the one and only “Magic Bow” . . . and with the 
“Magic Bow” you can make any package deluxe. 
What’s more—only SASHEEN and its lacy counterpart, 
DecorettTe® Brand Ribbon, let you make so many vari- 
ations of the ‘““Magic Bow’’—at just a snip of the scissors. 


IDEA STARTERS FOR YOUR GIFT WRAP PERSONNEL! 


See how color-matched SASHEEN Rib- 
bons and Wraps make coordinating easy, 
results . . . beautiful. Try these custom- 
touched (but easy) bow variations, too! 
1— New Star Bow (Completely tied by the 
new S-71 Bow Maker.) 2—Basic “Magic 
Bow” in one of eight “Twin Trims”. 
3—Gay Pin Wheel (Pull all loops from 
pre-fab bow to one side; arrange in 
circle.) 4—Chic Double Bow (Tie together 
two “Magic Bows’, using longer, fewer 
loops for bottom one.) 5—Fluffy Frou 
Frou (Snip over ends of pre-fab bow 
before pulling out loops.) 6— Poinsettia 
(Make pre-fab bow using 1 to 1% yards. 
Cut loops to a point. Twist and pull out 
petals into floral shape.) 7—High profit 
Rose Bow (See coupon) plus Holiday 
Stripe DECORETTE. 8—Two-tone Bow 
(Combine two contrasting colors of 
SASHEEN before making pre-fab bow.) 


“SASHEEN” and “DECORETTE” are registered trademarks of 3M Co., St.Paul 6, Minn. Export: 
99 Park Ave., N.Y. Canada: London, Ontario. “Magic Bow" and method of making patented 
U. S. Pat. No. RE23835. Advertisement ©) 1959 3M Co. 
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No ravel! No droop! No ragged edges! All beauty! 


SASHEEN gives you the most in dependable bow tying 
equipment, too. The S-10 “Magic Bow” ‘lyer prepares 
up to 120 pre-fab bows in an hour. The S-71 Bow 
Maker, a new mechanical wonder, completely ties 
beautiful Star Bows at an unbelievable speed. 


Kemember, too—SASHEEN Ribbons and Wraps are color 
coordinated. Another reason your gift wraps will have 
that planned-ahead sparkle. Yes, you can tie up more 
gift sales and gifts with SAsHEEN Brand Ribbons 'n’ 
Wraps. Get your Christmas plans in the works right 
now. Use the coupon below. 


High-profit makers! Now there are two remarkable 
machines to help you profit with ready-made bows 
and in-store gift wrapping: the dependable S-10 Bow 
Tyer that turns out up to 120 pre-fab bows in an hour 
... the amazing new S-71 Bow Maker that completely 
ties beautiful Star Bows with even greater speed. 
See them both in action. Ask for a free demonstration. 


Demonstration of the 
S-10 “Magic Bow” Tyer 


The full line of SASHEEN 
Brand Ribbons 'n’ Wraps 


WRITE TO: Gift Wrap & Fabric Division, 3M Company, 
Dept. (GAD-89), St. Paul 6, Minnesota. 
I'd like to know more about more sales for ag gee dag Re 
Christmas. Have your representative get in / 
Instructions for making 
touch so that I can see: Rose Bow 


NAME 





FIRM NAME 





ADDRESS 
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Tiinnesora (finine ano Jffanuracturine company 
» +. WHERE RESEARCH IS THE KEY TO TOMORROW 





DINNERWARE, GLASSWARE AND GIFTS 
(continued from page 230) 


well as dinnerware used in Buckingham and Bal- 
moral Palaces... . “Museum White,” dinnerware 
design from Castleton China, Inc. of New Castle, 
Pa., is on display for six weeks at the American 
National Exhibition in Moscow. This shape was 
designed for Castleton by Eva Zeisel under the 
auspices of the Museum of Modern Art, and was 
the first free-form modern modeling in fine 
china. ... R. F. Brodegaard & Co., Inc. of New 
York, has been named sole distributor for the 
Swedish-made line of Gilbeyglass drinkware. De- 
signed by R. S. Stennett Willson, the line was 
developed from private sampling glasses used by 
wine tasters at Gilbey’s, British firm of distillers 
and wine producers. ... The termination of their 
national sales agreement has been announced by 
the Vincent Lippe Corp. of New York, and Cera- 
glass, Inc. of Hackensack, N. J., manufacturers 
of decorated drinkware... . George N. Wilcox of 
the Watertown Manufacturing Co., Watertown, 
Conn., has been promoted from assistant man- 
ager to the newly-created post of director of mar- 
keting. He will direct all sales activities of the 
company’s Lifetime melamine dinnerware and of 
the custom molding division. ... Svend Jensen of 
Denmark, Inc. of Rye, N. Y., has opened new 


showrooms in Suite 1222, 225 Fifth Ave., New 
York. He will display all six lines of Danish 
glass and giftware which he represents in this 
country. ...R. T. Pickering of Lookout Mountain, 
Tenn., has been made exclusive southeastern 
representative of Mirro Aluminum Co. for its 
Medallion giftware line. He will cover the seven 
Southeastern states. 


Spa CHINA CORP. of Syracuse, N. Y., has 
acquired a controlling interest in the former 
Vandesca Pottery, Ltd. of Joliette, Quebec, the 
only Canadian producer of vitrified china for 
hotels and restaurants. The successor corpora- 
tion, Vandesca-Syracuse, Ltd., will more than 
double production facilities with the addition of 
lines and patterns to meet Commonwealth needs. 
Also from Syracuse comes word of a Fall 
Festival Sale for its Carefree china line of home 
dinnerware. The sale will be held Oct. 5-17. To 
help the stores take part, Syracuse is offering 
four-piece place settings at 33-35% savings to the 
customer; starter sets at 20-23% savings. 
i me | 





Platinum, usually associated with jewelry, is 
also used as a catalyst by refiners in producing 
today’s high octane gasoline. 








FORA R Sn re ee 


Important new patterns! ‘ 
AYNSLEY 


The superlative quality and extraordinary whiteness of Aynsley are admired wherever fine china is known. Your customers will 
appreciate the opportunity of seeing the newest Aynsley designs from our group now available for immediate delivery. 


RICHMOND: rim shape with modified scalloped edge; design maroon and gold 


LEIGHTON (not shown): same pattern as Richmond, in cobalt and gold 


5-pc. place setting, retail, $19.75 


KENT: coin-gold print and border on the Portland fluted shape 


5-pc. place setting, retail, $25 


EXCLUSIVE U.S.A. REPRESENTATIVE: FISHER, BRUCE & CO. 221 Market St., Philadelphia6, Pa.- 1107 Broadway, New York 10, N.Y.- Merchandise Mart, Los Angeles 14, Calif. 
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SUCCESS IN HOLLOWWARE 
(continued from page 223) 


mand for silver items as gifts for Christmas. 
birthdays, anniversaries, and many other occa- 
sions. 

“For instance, a sorority at Colorado State Uni- 
versity was so pleased with a silver tray which we 
presented to them (a promotional idea) that they 
decided to send one, with the girl’s name engraved 
on it, to every alumna who announced her engage- 
ment. Last year we delivered 24 trays to this 
sorority.” 

Carl’s third rule for building his trade is to 
keep a close check on competition. “Reputation 
alone won’t increase sales,” he says. He subscribes 
to all Denver and Cheyenne newspapers, scans all 
the ads, and adjusts his prices whenever neces- 
sary. His customers must have absolutely no in- 
centive for traveling to the big cities in search of 
hollowware gifts. As a result of his diligence, he 
believes that he is getting most of the business 
within a 40-mile radius of Ft. Collins. 


“Can Do” Philosophy 

Finally, Carl makes sure that his stock is so 
diversified that customers in search of a particu- 
lar item are almost certain: to find it at his store. 


“We have a ‘can-do’ reputation to uphold,” he 
says. 

An obviously wealthy woman once walked into 
the store and began examining contents of the 
wall cases, ignoring the usual “May I help you?” 
from Eisentstein. Finally she asked: “Do you 
know what I’m looking for?” Carl spread his 
hands in negation. “Baroque goblets,” she said, 
naming a pattern which Carl had stocked for 
several years. She could hardly believe her eyes 
when he produced eight goblets. But she promptly 
dug out the $160 price—in cash. 

Even more satisfying was the sale of three 
silver tea sets to three brothers, all executives of 
a large oil company. They’d been looking for 
similar patterns at an identical price for their 
three wives “all the way from New Mexico to 
Montana.” Eisentstein wheeled out two sets in 
one pattern and a third set which was almost the 
same, each priced at $350. The sale for $1050 was 
completed within minutes. 

“It may be that our inventory is a bit un- 
wieldy,”’ Eisentstein admits. “And it takes a little 
time to keep our silverware shining. 

“But we continue to attract customers from 
miles away,” he points out. “And we’re selling 
more hollowware than anything else in the store. 
Our system can’t be far off.” Zee 








In New York... 


one of the first places 


you must visit is 

the Camden Hall showrooms, 
where the exquisite 

Coalport & Royal Cauldon 
English Bone China 


and 


Webb Corbett English Crystal 
are on display. 
¢ 
Nationally advertised 
throughout the year in 
BRIDE’S MAGAZINE 
BRIDE & HOME 
MODERN BRIDE 
HOUSE BEAUTIFUL 
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@ women who thought they couldn't afford matched silverplate 
e new brides e engaged girls @ everyone! 


Whether they prefer modern or traditional, here is a silverplate 
design so beautiful, so pleasingly charming, its appeal is universal. — 
And pretests prove it’s destined to be a great seller. 

The Tudor Plate line is crafted by the makers of COMMUNITY, 
the finest silverplate, and backed by the Oneida guarantee. Spoons 
and forks boast an extra overlay of pure silver at wear points. Ser- 
rated knife blades, made of mirror stainless steel, stay sharp. Yet this 
quality silverplate is realistically priced for everyone to afford. 

Sell it for everyday use. . . sell it for entertaining . . . sell the luxurious 
beauty only gleaming silver can offer. Promote it . . . give it full 
display on your counters, in your windows, in your local ads. Then 
watch the profits roll in. 


| Spel Sexvice for B: / 


TVECGR PLATE 


SELL MORE 


| with this appealing 
introductory offer! 


Cold meat fork, gravy ladle, pierced 
dessert server . . . these 3 extra serving 
pieces (worth $6.75) included in 55-piece 
set for 8, $49.75; and 79-piece set for 12, 
$79.95. Also includes handsome chest. 


SELL MORE wit 


advertising in these leading 
national magazines 


*s October True Story and Parents’ Magazine, 

\ November Good Housekeeping...23,416,000 

Nf readers all over the country will be exposed 

to handsome advertising. Tie in . . . get your 
share of this potential new business. 


SELL MORE silverware 


with these proven patterns 


Through the years, these two lovely patterns have 
been popular sellers wherever they’ve been offered. 


CRAFTED BY 


ONE RRs m Ltrs 


MAKERS OF Heirioom® Sterling 
Community® Silverplate 
Tudor* Pilate Oneida Community 
Oneidacraft* Stainiess 
FF RADEMARKS OF ONEIDA LTO., ONEIDA, M. ¥. Oneida* Dinnerware 





DEBEERS DIAMOND SALES FOR THE FIRST HALF OF 1959 HIT AN ALL-TIME HIGH. The London 
Central Selling Organization of DeBeers has reported total sales for Janu- 
ary-June 1959 were $126,555,962, up 14.7 per cent from the previous first- 
half high registered in 1955. Of the record total, $85,894,572 was in gem- 
diamond sales (up 44 per cent from first half of '58) and $40,661,390 was 
in industrial-quality stones (up 82 per cent from first half of '58). 


THE DIAMOND MARKET CONTINUES VERY FIRM, according to the mid-year market report 
issued last month by Son & Prins Co., prominent Chicago diamond importer 
which has buying offices in New York, Tel Aviv, Amsterdam. Here are the 
Son & Prins comparisons with the mid-year 1958 market: 

POLISHED MELEES (1/5 to 1/12)=--no material price changes; quarters and 
thirds somewhat higher in price. 

"DARKS AND BLACKS" (ROUGH)--higher prices for lower grades, heavy piquees 
and spotteds, in all sizes from thirds to full cuts. 

SINGLE CUTS--will reflect 6 per cent increase in price of "sands" (rough). 
SIZES=--no material change in prices of sizes from 7/8 to 0.40. 
FOUR-GRAINERS=--firm; lower qualities definitely higher priced. 

LARGER STONES--very firm; high colors more scarce, more expensive. Demand 
for stones of 3 carats and larger of fine color far exceeds supply. 
MARQUISES AND PEAR SHAPES--high demand, short supply. Prices higher for 
really desirable shapes, makes, colors. 

EMERALD CUTS--prices unchanged in smaller sizes; large sizes higher. 
TAPERED BAGUETTES--very firm. Straight baguettes somewhat less in demand. 


























CULTURED PEARL PRICES THIS FALL WILL ZOOM UP 50 to 75 per cent above last year's 
level because of a shortage of fine quality, said President Sydney A. Weiss 
of Imperial Pearl Syndicate. Weiss, just returned from a trip to Japan, 
Said Japanese pearl farmers have been harvesting beds as quickly as possi- 
ble, which results in a large supply of inexpensive pearls, but does not 
allow proper time (3 to 7 years) to produce really fine items. 


JAPANESE ARE PENETRATING DEEPLY INTO THE U.S. RADIO, PHONOGRAPH MARKETS. In 1958, 
says the Radio Advertising Bureau, Inc., 2.2 million Japanese radio sets, 
most of them small transistor models, were sold here (total radio sets 
bought here in 1958 is estimated at 14.8 million). Bureau also reports 
that sales of Japanese sets for th2 first quarter 1959 (some 895,000) 
are “quadruple those for the same period last year." Japanese are planning 
to introduce, this fall, a four transistor phonograph portable, battery- 
operated 10-transistor phonograph, 8 mm movie projector, 12-transistor 
AM-FM radio. 


JAPANESE WANT TO MAKE MORE GOODS FOR U.S. MANUFACTURERS, at their own 
well-equipped plants in Japan. A new research facility in New York, the 
Japan Marketing Research Institute, will help U.S. makers appraise Japan's 
resources and labor potential, will do complete studies on cost, time, 
distribution and shipping factors for U.S. firms interested in having parts 
and sub-assemblies made in Japan. 





A ONE-CHARGE AIR SHIPMENT SERVICE BETWEEN NEW YORK AND FRANCE is being offered to 
jewelry importers and exporters by Air Express International. The service 
includes pickup, clearance through export formalities, air transportation 
via earliest possible flight, customs clearance at destination, delivery 
to consignee. Service is available both easthound and westbound on 
Shipments up to $250 value each, offers special volume discount rates. 


SOUTH AFRICA, IRKED BY U.S. REFUSAL TO RAISE GOLD PRICE, has authorized its mines 
to sell gold abroad to try to cash in on the growing private demands. 
An official of the South African mining industry, which produces 58 per cent 
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" 


EXCLUSIVE FRANCHISSE 


The ONE jeweler in each town that can boast a ZODIAC Franchise KNOWS he OWNS a valuable piece of property. 
For only this jeweler...and NO one else in town...can supply a customer with a nationally advertised ZODIAC watch. 


MOREOVER, when ZODIAC gives its exclusive franchise, it gives 
MORE than just the right to a pre-sold trade — it gives this jeweler the 
security of PRICE and MARK-UP protection. There’s no competitive 
price-gouging because ZODIAC is sold ONLY by franchised jewelers. 
ZODIAC watches are superbly fashioned in pace setting styles for men 
and women from $49.75 to $2500.00 (Fed. Tax Included). 


ga ZODIAC WATCH COMPANY, 15 West 44th Street, New York 36, N. Y. 
An Official Watch of the Swiss Federal Railways 





Without obligation, please send me information 
on how | can become the exclusive Zodiac fran- 
chised agency in my community. 

Store 

Address 

City Zone State 


Signed by 


Bricily i 


of the free world gold output, says demand for gold is being caused by 
U.S. hoarding. Official thinks U.S. ultimately will have to raise price. 


"FAIR TRADE" HAS HAD MIXED LUCK LATELY IN THE STATES. A California district court 
upheld the right of the state's liquor distributors and retailers to set 
prices, reversing a previous decision. And General Time Corp. won three 
recent legal actions against fair trade contract violators, in Illinois, 
Rhode Island and Massachusetts. But in Ohio, Gov. Michael DiSalle vetoed 
a bill which would have let manufacturers set minimum retail prices; he 
argued that it would interfere with the operation of a free economy. 


FEDERAL FAIR TRADE LEGISLATION, MEANWHILE, IS HAVING PROBLEMS, among them 
the fact that Vice-President Nixon has joined the opposition (See story 
page 250). 


BUILD OBSOLESCENCE INTO JEWELRY, JUST AS IN CARS? It could be done, said President 
Joseph L. Skinner of the Canadian Jewelers Association recently, by appeals 
to the same emotions by which auto builders manage to “make people ashamed 
of their cars every three years." The emotions which motivate people to 
buy jewelry--"love, affection, vanity and even snobbery"--give the jeweler 
a tremendous psychological advantage over other merchants, Skinner 
advised a Winnipeg jewelers’ convention. 





JEWELRY STORE SALES JUMPED 9 PER CENT IN MAY 1959 above May 1958 sales, Commerce 
Department figures show. Also, May 1959 sales were 16 per cent above 
April ‘59 sales. U.S. totals for all retail sales show gains of 7 per 
cent May 1959 above May 1958, 6 per cent May 1959 above April 1959. 


TEVIAH SACHS, 56, PRESIDENT-TREASURER OF PEARLS BY DELTAH, DIED JULY 21. Sachs 
left high school to become an errand boy for a jewelry firm, was variously 


& vice-president of Gruen Watch Co., president of Gruen Watch Co. of Canada, 
Ltd., president of Waltham Watch Co. (1950-1955), president of a zipper 
manufacturing firm in Newark, N. J. He was a member of the 24 Karat Club 

of New York, was a director of Brandeis University. 


THE U.S. MAY SOON AUCTION SOME $2 MILLION IN GEM DIAMONDS. Legislation is making 
progress in Congress which would allow the General Services Administration 
to dispose of the stones, most of which were confiscated from smugglers. 
GSA spokesmen say the gems would be sold in small lots to highest bidders. 


CONGRESS WILL BEGIN A STUDY OF THE ENTIRE TAX STRUCTURE NOV. 2, starting in the 
House Ways and Means Committee. Study will attempt to close tax loopholes, 
will also try to determine tax inequities. This could result in passage 
of legislation which would extend excise tax exemptions to retailers in 
"Gellman-type" sales. 


THE POST OFFICE MAY TAKE OVER THE AILING RAILWAY EXPRESS AGENCY. A Senate sub- 
committee is drafting a plan by which the 178 railroads that collectively 
own Railway Express could turn it over to the government. Railway Express 
has been losing money for years in the fight with parcel post for the 
small-package business. Meanwhile, the Interstate Commerce Commission has 
approved a 15 per cent boost in rates which Railway Express may charge 
for small single shipments (less than 300 pounds) from stores to customers. 


TRADING STAMP GIVING DOES NOT VIOLATE ANTI-LOSS LEADER LAWS, says U.S. Supreme 
Court, but cutting prices below cost does violate the law. Case involved a 
food store chain which cut prices on some items below cost to meet competi- 
tion from stamp-giving stores. Said the Court: whereas trading stamps are 
given on all items, selective price cutting is not. Thus advertisements 
Showing bargains in a few items might make customer think store is full 


of bargains. 


HOW COMPANIES ARE DOING--Hamilton Watch Co. sales for the first half of 1959 "are 
approximately 35 per cent ahead of last year," President Arthur B. Sinkler 
said recently....General Time Corp. sales for the first 24 weeks of 1959 
were 27 per cent ($24,541,104) above the like 1958 period....Bulova Watch 
Co. sales for the 12 months Apr. 1, 1958, to Mar. 31, 1959, totaled 
$58,446,574, down slightly from sales in the previous 12 months. 
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some people prefer 8-day wall clocks. Others like the 
new cordless electric models that operate—reliably 
fand with amazing accuracy—for a year-and-more on 
a single flashlight battery. Syroco makes both kinds, 
but in either case, styling is the factor that clinches 
the sale. Which is why Syroco has become America’s 
foremost producer of decorative wall clocks. 
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“Upgrade, feature jewelry in the 60's,” 
credit jewelers advise at Chicago 


“Credit jewelers who use all 
kinds of goods and promotions, to 
get people into their stores to sell 
them jewelry, must realize before 
it is too late that this method of 
operating a jewelry store is a thing 
of the past.” 

So said Leo Weisfield, president 
of Weisfield, Inc., 29-unit organiza- 
tion with headquarters at Seattle, 
Wash. He spoke during a 7-man 
panel discussion of “The Credit 
Jewelry Business from the Twen- 
ties into the Sixties.” This ses- 
sion, moderated by William Wag- 
ner, who serves as_ installment 
credit consultant to JC-K, high- 
lighted the Convention and Trade 
Show of the Retail Jewelers of 
America at Chicago, July 19-23. 

A similar panel will be featured 
at RJA’s New York convention and, 
President Arnold Schiffman indi- 
cated, other such educational panels 
may be furnished jewelers in va- 
rious parts of the country as part 
of RJA’s program to help the retail 
jewelry industry get set for the 
changing conditions of the 60’s. 

“Credit jewelers fail to realize 
that the word ‘credit’ is no longer 
important in the jewelry business,” 
Weisfield declared. “Everyone in 
every line of business is offering 
credit and even the banks are now 
in the ranks of credit sellers... . 


CREDIT SELLING FORUM got Chicago show off to lively start. 
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“We had the idea years ago that 
through certain promotions we 
could attract people to our stores, 
and we trained our salespeople to 
sell them jewelry, especially dia- 
monds and watches. This was suc- 
cessful for many years—but the 
credit jewelry business has passed 
its climax in promoting. Now it 
must find ways and means of sell- 
ing that are compatible with the 
new order.” 

The emphasis now and in the 
60’s, Weisfield said, must be on jew- 
elry. How a firm in the retail jew- 
elry business gets along will not 
depend upon its size, or the num- 
ber of its stores but upon how the 
business is conducted, he added. 


Changing with the Times 


Reviewing the 80-year history of 
the credit jewelry business, Henry 
Jenkins of the 18-store Duval Jew- 
elry Co., Jacksonville, Fla., recalled 
the first big expansion in the early 

s, followed by easier terms dur- 
ing the Depression, and lean years 
during World War II. 

These, he said, are current 
trends: For even old line “cash” 
stores to enter the field wholeheart- 
edly; for adding legitimate carry- 
ing charges rather than attempting 
to hide them in the price; for “cer- 
tain classes of credit jewelers to 


make boastful claims, often border- 
ing on outright untruths.”’ 

To curb deceitfulness, there is 
now a cleanup trend, led by In- 
ternal Revenue Service and the 
Federal Trade Commission, with 
support from RJA and various 
trade groups. 

Think twice before you sign up 
for a bank-sponsored “Shoppers’ 
Credit Service Plan,” advised Sey- 
mour Greenberg, president of the 
9-store Royal Diamond & Watch 
Co., Yonkers, N. Y. He cited a dozen 
reasons for not doing so: 

You lose contact with your cus- 
tomer because payments are made 
to the bank and not to your store; 
you can’t sell add-ons if you don’t 
see your customers. Can you afford 
to give up the 6 per cent discount 
to the bank, together with carry- 
ing charges which you are no longer 
collecting and which probably 
amount to another 6 per cent to 8 
per cent of your sales? 

Other panelists were Jay C. 
Lighterman of 11l-store Tappins, 
Inc., Newark, N. J., and William 
F. Blaha of 9-store Olsen & Ebann 
Jewelry Co., Chicago. 


Here are various ideas you can 
use, culled from forums on sales 
(led by Herman Wasserman) and 
advertising (chaired by Hugo Kof- 
mehl): 


Diamonds—“‘Every time a wo- 
man slows up in our diamond de- 
partment, our clerks are instructed 
to get something out of the case 
and, if possible, into her hand or 


Similar discussion will be held in New York. 
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“NIGHT IN SWITZERLAND” BANQUET, which was co-sponsored by RJA and 


about her wrist. Women buy, or 
influence 95 per cent of our dia- 
mond sales—and it is extra saies 
that are the key to the success of 
our diamond business. ... If a cus- 
tomer asks, ‘How much is that 
ring in the window?’ our clerks 
say: ‘Just a moment and I[’ll find 
out.’ Thus the salesman has oppor- 
tunity to remove the piece from the 
window and get it into the cus- 
tomer’s hands.” — Maurice Adel- 
sheim, Jr., S. Jacobs Co., Minne- 
apolis. 

Telephone Selling — “Why not 
set up a customer list, starting 
right now with whatever informa- 
tion you have, in chronological 
order, so that important dates to 
them become important dates to 
you? Birthdays, anniversaries, 
forthcoming weddings and gradu- 
ations are all sales opportunities, 
and here’s where your telephone 
might come in handy. Why not 
call John Jones a week or two be- 
fore his first anniversary and sug- 
gest a couple of lovely new things 
that you thought he might be in- 
terested in for his wife? All women 
are interested in the latest fashion 
accessories; why not call them 
when your newest jewelry arrives? 
Businessmen like and can afford 
new items—wrist alarms, calendar 
watches—<all them at the office or 
at home and let them know that 
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want to see Mrs. Smith wearing 
the same jewelry at the country 
club. But with teen-agers it’s dif- 
ferent; they want to wear exactly 
what the other girls are wearing. 
There is fashioning for young 
people. A presentation of teen-age 
jewelry will appeal. Why not recog- 
nize this group pattern among 
teen-agers and cater to it?”—S. L. 
Cantor, Gold Filled Manufacturers 
Association. 

Sterling Silver—‘“In 1958, 8.12 
ounces of silver were shipped for 
every marriage performed in the 
United States [a slight increase 
over the previous year| .. . this 
indicates that the downward curve 
of sales of sterling silver per mar- 
riage that has been underway since 
1948 has apparently been leveling 
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The Watchmakers of Switzerland. 


off. . . . In 1965 the number of 
weddings may well exceed 2,050,000 
—an increase of 42 per cent over 
the number of weddings in 1958. 
These figures give ample answer to 
those who would have you believe 
that this is a dying industry. How- 
ever, there is danger that this out- 
standing opportunity for growth 
may be sacrificed... . 

“Just as long as dealers support 
price manipulations suggested by 
the manufacturer, these price pro- 
motions will continue to be offered. 
... Second, you can refuse to be a 
show-case for the discount houses 
and catalog houses.’”’—Charles R. 
McLean, Towle Mfg. Co. 

Other panelists included Milton 
Paul, Sanford Milter and Charles 
Telchin. 
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you have what they want.”—Henry | Pe GS ~" & Jaz” £23 
M. Tovar, Hamilton Watch Co. SWITZERLAND-BOUND: Mr. and Mrs. Edward C. Borland of Kenosha, Wis., 
Teen-Age Jewelry —“You may won the grand prize, a two-week trip to Switzerland plus 1000 Swiss francs. 
not wish to stock costly jewelry in Borland is a Registered Jeweler and Certified Gemologist. Fellow-members of 
“— Hehe h baal Wisconsin RJA volunteered to operate the Borland store while couple is away. 
elu er quantities than ——— Others in picture: President Schiffman, Swiss Consul-General Oskar Schneider, 
pieces, because Mrs. Jones wouldn’t Paul Tschudin of The Watchmakers of Switzerland, several Swiss misses. 
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2.5 per cent fall in 58 excise payments 
shows effect of “recession” on jewelers 


The excise tax is a doubly insidi- 
ous affliction on jewelers: it is 
painful to pay it, since it seems so 
unfair; yet the less you pay of it, 
the less business you have done. 

Thus there is no consolation for 
the nation’s retail sellers of 
jewelry, who paid 2.5 per cent less 
excises ($154,092,000) in recession- 
bound 1958 than in 1957. Since 
excise tax payments are a good 
barometer of retail jewelry store 
sales, the 2.5 per cent drop would 
indicate a similar drop in sales. 
(Excise figures do not precisely 
indicate retail jewelers’ sales, first, 
because not all items jewelers sell 
are taxable; second, because other 
stores sell taxable jewelry; third, 
because taxes on instalment sales 
are paid only as collections are 
made, thus would not show busi- 
ness pickup in the last quarter of 
1958. They are, however, a valu- 


able measure.) 

Here are the facts on the excise 
in 1958, from Treasury figures: 
@ Only eight states managed to 
match or better ’58 payments— 
Vermont, Rhode Island, South Da- 
kota, Wyoming, Nebraska, Nevada, 
Missouri and New York (see map). 
@ New York, California and Illi- 
nois, the three biggest payers, ac- 
counted for almost 38 per cent of 
the collection. 
@ Eight states—the above three 
plus Texas, Pennsylvania, Ohio, 
Michigan and Massachusetts—paid 
61.4 per cent of the total tax. Thus 
the other 41 states and Hawaii 
paid only 38.6 per cent (see chart). 
@ Almost no shifts were recorded 
in the standings of the states in 
number of dollars paid. Connecti- 
cut edged Louisiana for 21st posi- 
tion, and [Towa and Oklahoma 
moved ahead of Kentucky in 24th 


and 25th places respectively. South 
Carolina and Nebraska climbed 
slightly, and North Dakota nosed 
above South Dakota. 

@ Of the states that showed in- 
creases, New York (+6.1), Rhode 
Island (+5.5) and South Dakota 
(+4.8) scored highest. Of those 
that lost ground, Michigan 
(—11.1), Louisiana (—11.0), West 
Virginia (—10.9) and Ohio 
(—10.3) fell back most (last year 
increases ranged up to +29.3 per 
cent for Rhode Island, down to 
—11.4 for Montana). 

@ New York remained in first 
place with the highest per capita 
tax payment ($1.76) in the nation 
(see chart). Per capita tax is fig- 
ured by dividing the amount of tax 
paid by the population of the state. 
New York City’s millions of visi- 
tors each year help keep the state 
figure up, as do frequent shoppers 
from surrounding states. 

@ Nevada, second highest per cap- 
ita state ($1.33), owes much of its 
high standing to the buying sprees 
of visitors to the sporting towns 
of Las Vegas and Reno. Illinois 


only 8 states (in white) paid more jewelry taxes in 1958 than in 1957 


©) states in white paid more taxes in °58 than in 


@ states in black paid less taxes in 58 than in °57 


* Alaska’s taxes are included with Washington’s 
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($1.32), Massachusetts ($1.11) and 
Hawaii ($1.05) register next high- 
est per capita payments. 


@ National per capita average was 
$.90, down 3 cents from 1957. Only 
12 states were above this mark; 


Mississippi brought up the rear 
for the second year, with $.28 per 
capita ($.30 in 1957). 





EACH STATE’S BURDEN OF THE EXCISE TAX IN 1958 


dollars 
paid 


$ 28,769,000 
16,607,000 


hio 
Michigan 
Massachusetts 
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Florida 
Maryland and D.C. ... 
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New Hampshire 


%o of 
dollars total 
paid tax 

1,4€6,000 1.0 
1,163,000 
1,153,000 
1,091,000 
918,000 
877,000 
850,000 
847,000 
829,000 
702,000 
676,000 
601,000 
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501,000 
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317,000 
315,000 
293,000 
247,000 
215,000 
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Seller merits tax refund 
on prompt-pay rebates 


Retailers and manufacturers who 
give cash discounts to customers 
for speedy payment of accounts are 
entitled to a refund of a propor- 
tionate part of the excise tax, when 
taxable merchandise is involved. 

The Internal Revenue Service 
says this tax refund is due 
whether the merchant computes the 
cash discount on the tax-included 
selling price or the tax-excluded 
selling price. 

Any rebate is presumed by the 
government to include a _ propor- 
tionate reduction in tax. IRS points 
out that the customer does not pay 
the tax; the seller does. The seller 
may bill a customer for the price 
plus an amount equal to the tax, or 
for a total price. Either way the 
seller, and not the customer, is the 
taxpayer. 

Tax officials use the following 
example: A retailer sells an item 
for a list price of $660. It is sub- 
ject to a 10 per cent tax, so the 
price to the customer is $726. The 
customer later becomes entitled to 
a cash discount of 5 per cent by 
meeting prescribed conditions. 

If the retailer uses a tax-excluded 
base for computing the discount 
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($660), the amount of the discount 
($33) is regarded by the govern- 
ment as including a part of the 
tax. The tax is considered reduced 
by $3 (1/1l1th of $33) as provided 
by law. If the retailer uses the to- 
tal price ($726) to compute the 
discount, the discount ($36.30) 
represents a reduction of $3.30 
(1/llth of $36.30) in the tax. 

In either case, the retailer or 
manufacturer is entitled to file for 
a refund of the amount of the tax 
considered subject to the discount. 


Hallmark, Waltham join 
as Waltham Watch Co. 


Hallmark, Ince., Chicago-based 
importer-distributor of watches 
and jewelry, which bought con- 
trolling interest in Waltham Watch 
Co. earlier this year, has merged 
the two companies under the name 
of Waltham Watch Co. 

New officers of the new Waltham: 
Harry Aronson, president; Ben 
Cole, Morris Draft, and Saul Rubin, 
vice-presidents; Lawrence M. Aron- 
son, treasurer; Donald Pollack, 
secretary; Irwin N. Levine, assis- 
tant secretary. 

Address and plant facility of the 
company will be identical with that 
of Hallmark, Inc.; it will continue 


to manufacture and distribute the 
same products that Hallmark, [nc., 
does at the present time. 


Wholesale advisers see 


Gorham’s Stegor lines 


The Gorham Wholesale Advi- 
sory Committee, meeting for the 
first time in June at the Edgewater 
Beach Hotel in Chicago, sounded 
out the firm’s all-new fall program 
for its Stegor division. 

On the committee, set up by Gor- 
ham last year to help formulate 
distribution policies, are: Harold 
Alberts of I. Alberts’ Sons, Bos- 
ton; Ted Gorenflo, Jr., and Elmer 
Gries of The Gorenflo Co., Detroit; 
E. Bechtel of Jos. B. Bechtel & Co., 
Inc., Philadelphia; James Hetzel 
and Jack Krueger of Eisenstadt 
Manufacturing Co., St. Louis; 
Charles Stern of Harry Greenwold, 
Wallenstein-Mayer, Cincinnati; Abe 
and William Katz of Wm. R. Katz 
Co., Dallas; Herbert Hatowski of 
Boas Sons, Ltd., Chicago; I. Fried- 
man and M. Levine of S-K-L Co., 
Inc., New York; and Bill Ficken 
of A. H. Ficken Co., Cleveland. 

Group saw Gorham’s Stegor sil- 
verplate and stainless patterns, dis- 
plays, chests, kits, ad mats, cata- 
log inserts. 
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AFTER THE PEACH, CACTUS, BALLOON, A LION: 
Marvin L. Martin, manager of the Jewel Box, Inc., 604 
Park Ave., Norton, Va., takes a shave with a Remington 
shaver hooked up to the Model “T” in which he, “14 other 
boys from Hoot Owl, Va.,” a crow, a goat, two roosters 
and a moonshine still journeyed to New York to attend 
the recent International Lion’s Club convention. 
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STERLING IS FOR GRADUATES: Manager Donald L. Casavant of Crescent 
Jewelers in Fargo, N. D., presents $1000 cash first prize to Kathy Sigurdson of 
Moorhead, Minn., winner of the “Sterling Is for Graduates” contest sponsored 
this year by the Sterling Silversmiths of America. More than 1200 dealers par- 
ticipated in the contest, in which almost 10 per cent of the nation’s graduating 
high school girls registered their entries. Second prize, worth $500, was given to 
Sylvia Blair by Palmer Bros. Jewelers in Baker, Ore.; third prize of $250 went 
to Concetta Vitanza, given by Van Cott Jewelers, Binghamton, N. Y. Silver- 
smiths also sponsored its 4th Sterling Bowl tournament, run during the re- 
nowned Jackson & Perkins rose festival held each year in Newark, N. Y., 
which drew 200,000 visitors. 
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FIRST WATCH FOR FIRST LADY: 
Mrs. William G. Stratton, wife of the 
governor of the state of Illinois, ac- 
cepts the first Elgin National Watch 
Co’s. new American-made 17 jewel 
women’s watches, called Starlite, from 
Elgin President J. G. Shennan. Shen- 
nan said the Starlite series will re- 
tail from $19.95 to $29.95, describes 
the move as “the strongest bid yet 
made by an American jeweled watch 
manufacturer to expand production 
in the face of foreign competition. 
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PHOTO REPORT 


GOLD FILLED: Ruth Greene of 
Linde Stars, the ‘‘Golden Girl of 
Jewelry” at a fashion show held dur- 
ing the Newport Jazz Festival July 
2-5 in Newport, R. IL. wears a 24- 
karat gold lame sheath, plus $75,000 
worth of the finest gems in the Linde 
Collection—the $25,000 Coronation 
necklace, a gold-twist bracelet of dia- 
monds and Stars, a ring, earrings 
and brooch, all with Linde Stars. 
Show got national publicity. 
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A BOUNTEOUS COINCIDENCE: Each June, Portland, Ore., sponsors a city- 


wide Rose Festival, with displays, parades, the crowning of a “Queen Raindrop.” 
Lunt Silversmiths, across the country in Greenfield, Mass., had introduced a 
new sterling pattern, befcre the Festival, called “Raindrop.” Myron Feig, 
above, assistant manager of Carl Greve Jewelers in Portland, quickly saw the 
possibilities, decided with Lunt to offer a chest of “Raindrop” sterling as a 
grand award to the winning beauty. With Feig, above, two aspirants to 
the “Queen Raindrop” crown admire Lunt’s pattern. 


ODE TO A CHINA MAS- 
TERPIECE: California con- 
test judges, above, pick final 
winners in the nation-wide 
contest sponsored recently 
by the Franciscan division 
of Gladding, McBean & Co. 
to promote its “Franciscan 
Masterpiece China.” Contest 
was open to all Franciscan 
retailers; awards worth 
$2,400 were given for best 
advertising, publicity, dis- 
plays. The winners: Rose- 
burg Jewelers, Roseburg, 
Ore.; Williams Bros., Lock- 
port, N. Y.; Isaac Long, 
Wilkes-Barre, Pa.; Miller & 
Paine, Lincoin, Neb.; Mass 
Bros., Tampa, Fla.; Brocks, 
Bakersfield, Cal.; McCurdy 
& Co., Rochester, N. Y. 


PRICE IS RIGHT: Texas retail executives watch approvingly as Gov. Price 
Daniel signs into law a bill which prohibits sellers from advertising goods at 
“wholesale” prices when in fact the prices are retail. Executives David A. 
Shapiro and Dell Sheftall (first and second from left) of the Texas Jewelers 
Association helped initiate the bill in the Texas legislature. 





Swiss Watchmakers plan prize contest 
to revive public confidence in “quality” 


For 60 days before Christmas 
this year, the Watchmakers of 
Switzerland will do everything in 
its advertising and promotion 
power to dispel the growing public 
belief that “there’s not much dif- 
ference anymore between a good 
watch and a cheap watch.” 

Vital to the success of the Swiss 
Watchmakers’ mission will be the 
retail jeweler, who will play the 
biggest part in a “Quality Differ- 
ence” contest for consumers, first 
part of the new campaign, which 
will run for 60 days, Oct. 1 to 
Nov. 30. 


Contest kits will be mailed to 
jewelers by mid-September, will 
contain entry blanks, window 
streamers, counter cards, and in- 
structions. Counter cards will 
show actual blown-up photos of 
the open backs of a quality watch 
and a “bargain” watch. Copy will 
invite customers to “see the qual- 
ity difference” and to come into 
the store to tell on an entry blank 
what this difference means. Inside 
the store, jewelers may have on 
view, with backs removed, a qual- 
ity watch and a “bargain” watch. 


$1000 Mink Stoles 


Contest ads will appear in 50 
major - market newspapers—%, 
page—during the week before the 
event starts. The remaining %4 
page in the papers will be avail- 
able for jewelers’ tie-in ads. 

During opening week of the con- 
test, ads will appear in two na- 
tional magazines, and spot radio 


Twenty-Four Karat Club’s June outing biggest in years 


“AN AWFUL LOT OF STEAMED CLAMS”: Almost 150 
members and guests of the Twenty-Four Karat Club of 
New York turned out June 17 at the New York Athletic 
Club in Pelham, N. Y., for the group’s always-fun an- 
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ads will be broadcast to metro- 
politan-area listeners. The prizes 
are enticing: a three-week, all-ex- 
pense-paid vacation in Switzerland 
for two; three two-week Swiss va- 
cations; $1000 mink stoles; im- 
ported movie cameras; specially- 
made quality watches; 400 lesser 
prizes. And the jeweler who sup- 
plies the winning consumer entry 
blank also gets the free Swiss 
trip. 

The customer has to buy noth- 
ing, need merely enter the jewelry 
store, hear the “quality difference 
story,” then fill out the entry 
blank. 

Even before the contest is over, 
in late November, the Swiss will 
repeat their “quality difference” 
theme on an hour-long television 
musical spectacular. A jewelry 
store traffic promotion will be in- 
tegrated with the TV spectacular. 
The TV show and the store pro- 
motion will be announced in a na- 
tional ad campaign on radio and 
in newspapers and magazines. The 
Swiss Watchmakers also plan ad- 
ditional national advertising just 
before Christmas. 


JIC, Gold Filled Will Campaign 


A less extensive but also-power- 
ful program to help jewelers “in- 
crease quality watch sales—now!”’ 
will be launched by the Jewelry 
Industry Council, beginning in 
September. 

Council will offer free to jewelers 
a series of four newspaper adver- 
tising mats which stress the dura- 


bility, accuracy, beauty and pres- 
tige of jeweled lever watches. 
Mats provide space for insertion 
of the store names of a cooperat- 
ing group of jewelers or of indi- 
vidual jewelers. Also available 
from the Council are three smaller 
ads, in proof form, which boost the 
quality features of jeweled levers. 

Cost of the service will be borne 
by The Watchmakers of Switzer- 
land and by 20 subscribing watch 
suppliers; Council will foot admin- 
istrative bills. 

A separate educational program 
on quality watches will be carried 
from September through Christ- 
mas by the Gold Filled Manufac- 
turers Association, in cooperation 
with the Council. 

Gold Filled will make a 4-min- 
ute 40-second television film giv- 
ing the public technical informa- 
tion about jeweled lever watches; 
film, which is available to jewelers 
for direct advertising sponsorship, 
will suggest visits by customers to 
the local jeweler for more infor- 
mation. 

Much of the impetus for the 
“crash programs” of advertising 
jeweled lever watch quality came 
from the disturbing findings in a 
survey done for The Watchmakers 
of Switzerland by Nowland Co., a 
national research organization. 
Nowland found that the biggest 
single reason for the unhealthy 
state today of the jeweled lever 
market was the loss of public con- 
fidence in watch pricing and the 
resulting spread of confusion 
about quality. Some 45 per cent 
of all watch buyers today, Now- 
land found, waver between price 
and quality, do not know the dif- 
ference between jeweled and pin 
levers. 


nual outing, devoured potfuls of steamed clams with beer, 
played golf, baseball, bingo, pitched horse-shoes, had 
dinner. Carl Van Dam and Dudley Sanderson were co- 
chairmen of the affair. 
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Ring Guild boosts 
services to jewelers 


Jewelers throughout the country 
gave a vote of confidence recently 
to the advertising and sales promo- 
tion plans offered them by the Ring 
Guild of America in 1958, then 
asked for still more service, and 
got it. 

Response to a Guild questionnaire 
indicated that jewelers liked the 
helps which the Guild, an affiliate 
of the Jewelry Industry Council, 
offered in late 1958. Services in- 
cluded monthly newspaper ad mats 
with copy and art on birthstones; 
a 16-page booklet called “Romance 
of Rings and Birthstones” for use 
as a direct mail advertising piece; 
a lighted shadow box display for 
window or in-store use, which 
shows pictures of colored stones in 
rough and polished form; monthly 
tent display cards showing birth- 
stones in color. 

In the questionnaire, jewelers 
suggested the Guild make a per- 
manent wooden shadow box display 
(the original was of cardboard), 
that it issue additional color trans- 
parencies for the box display, and 
that it create a stand to hold single 
birthstone cards. All of these addi- 
tional store display aids have now 
been added by the Guild, says Ex- 
ecutive Director Joanna Witten- 
berg. 


S. H. Clausin salesmen 
preview new fall lines 


For 5 days recently in Minneapo- 
lis, the 22-man sales staff of S. H. 
Clausin Co., Northwest wholesaler 
and distributor, took a look at the 
new lines and promotion aids which 
they will sell for fall and Christ- 
mas. 

Salesmen at the meeting, which 
was conducted by Vice-President 
Harry Cotrill: Gary Pattee, Bill 
Burns, Myron Stafford, Herb Gaus, 
Owen Dake, Bert Nightingale, 
Cliff Falldin, Mort Freer, Dee 
Lamb, Wally McKusick, Bert Pat- 
tee, John Staub, Doc Brown, Carl 
Peterson, Warren Larson, Vic 
Standing, L. G. Pattee, Charles 
Bartel, Al Bachman, Wally Falldin, 
Heinie Lind. 

Clausin has offices in Minneapo- 
lis, Spokane and Salt Lake City. 
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THIS SALE GROSSED 


Over *235, 000" 


WHICH WAS 


$80,000 MORE THAN THE 
HIGHEST CASH OFFER FOR 


THE BUSINESS 





Ed C. Cherry 


JEWELER 


“THE HOUSE OF QUALITY SINCE 1908" 
$18 PEARL STREET 





Beaumont, Texas 
February 20th,1959 


Brill & Colmes 
4&5 West 45th Street 
New York, H. Y. 


Gentlemen: 


It is with a great sense of pleasure and 
appreciation that we take this opportunity to 
thenk you for saving our firm $80,000. 


When you originally suggested that we re- 
ject an offer of 20,000 for our business and 
recommended, instead that we conduct a Brill & 
Colmes liquidation sale, frankly, we were very 
hesitant and in greet doubt. 


Happily, after giving such thought to your 
proposal, we decided to follow your advice. 


The facts speek for themselves. Our sale 
result was well over $200,00C. 


Incidentelly, we wieh to commend you on 
the dignified manner in which the sale was con- 
ducted. 


Please feel free, at any time, to call on 
us for a well-deserved recommendation. 


Bineerely yours, 


Die MH Hh hiw. 











WRITE! 





WIRE! 





If you’re planning a sale .. . any kind of sale .. . 
Retail Promotion, Liquidation, Auction .. . 
How would you like such results for your store? 


Whether your store is 
large or small, our mod- 
ern sales techniques 
and 35 years’ know- 
how can work wonders 
for you, just as they 
did for Ed. C. Cherry, 
Jewelers, and hundreds 
of others throughout 
the country. 


Before you make any 
commitments for a sale 
—any sale—let us 
show you how to raise 
cash quickly, liquidate 
through a retail or auc- 
tion sale (or a com- 
bination of both), or 
even sell out for spot 
cash, and still come 
out far better finan- 
cially than you ever 
dreamed possible. No 
obligation whatsoever. 
All inquiries in strict- 
est confidence. 











PHONE COLLECT! 





BRILL « COLMES 


AND ASSOCIATES, INC. 


Sales Specialists and Auctioneers 


45 West 45th St. @ New York 36, N. Y. @ JUdson 6-2334-2335 


MEMBERS OF THE JEWELERS’ BOARD OF TRADE 





Nixon joins opposition 
to ‘Fair trade’”’ bills 


Fair trade is running into tough 
roadblocks at each turn in the drive 
for congressional passage. 

The House Commerce Commit- 
tee approved the bill sponsored by 
Rep. Oren Harris (D., Ark.) many 
weeks ago, but is has since bogged 
down in the powerful House Rules 
Committee, whose Southern con- 
servatives have shown little sup- 
port for fair trade. 

Even if the House Rules group 
should grant approval for full 
House consideration now, it will 
be too late in the session for final 
congressional approva! this year. 
Backers intend to keep their drive 
in full force until next year. 

Also, a new and powerful voice 
was added to the opposition. Vice- 
President Richard Nixon, front- 
running candidate for the Republi- 
can presidential nomination next 
year, wrote to a Louisiana drug- 
gist in part: “I share your view 
regarding the dangers to our econ- 
omy involved in this legislation... . 
In my opinion, fair trade or price 
fixing is inconsistent in a free en- 
terprise economy. Certainly, at a 
time when we are already greatly 
concerned with high prices, the 
passage of fair trade legislation 


would contribute nothing to rea- 
sonable price stability or future 
economic growth.” 

The Senate picture is not bright, 
either. A Commerce subcommittee 
held two days of hearings in June, 
heard the Justice Department’s 
antitrust division and the Federal 
Trade Commission call the fair 
trade principle a violation of this 
country’s free market system. FTC 
warned it would raise prices to 
consumers, said it would be impos- 
sible to enforce. 

Sen. William Proxmire (D..,- 
Wis.) was among the fair trade 
supporters at the hearings. Sen. 
Proxmire, a co-sponsor of a Sen- 
ate fair trade bill with Sen. Hubert 
Humphrey (D., Minn.), said its 
passage is “essential to the health 
and even existence of small busi- 
ness as we know it today.” 

Herman T. Van Mell, vice-presi- 
dent and general counsel for Sun- 
beam Corp., was another supporter. 
“The price cutting now going on 
because of the collapse of fair 
trade,”’ he said, “has fixed prices at 
such low levels that it is rapidly 
concentrating retailing into the 
hands of fewer and fewer giants.” 
Sunbeam, which abandoned its fair 
trade contracts with G.E, others, 
in 1958, has been testing a con- 
signment plan on the West Coast. 





IN TIMING MACHINES 


.TAe' Beet 





saasEe =~ 


1G hs eel 


introducing 
the 


Supe rb 


* 


cHronocraric SUPER 


WE 
MET 
YOU 


BOOTH 126 
JULY 19 to 23, 1959 


Chicago Convention 


and Trade Show 
Morrison Hotel 


PLEASE 
MEET 
US 


inNEW YORK 


BOOTH 245 
AUGUST 9 to 13, 1959 


New York Convention 


and Trade Show 
The Waldorf-Astoria 


inLOS ANGELES 


BOOTH 39 
AUG. 30 to SEPT. 1, 1959 


Pacific Trade Show 
Hotel Statler 


American Greiner Electronics, Inc. 


ALSO, A QUEEN GOES TO LANSING: This montage ra of shinsioanh 
shows Feature Ring Co.’s Queen of Diamonds, New York Model Rita Mueller, 
in various scenes on her recent trip through Michigan (shortly before another 
Queen took a yacht to Chicago). Model Mueller, who won the “Queen” title in 
a nationwide contest sponsored by Feature Ring, was the guest of Daniel’s 
Jewelry Co. chain, wore $400,000 in diamonds, participated in fashion shows, 
was a guest of honor in centennial-celebrating Lansing’s big parade. She’s 
available for programs in other cities. 


472 Main Street, Stamford, Conn. 


AMERICAN 1G REINER 
2Xechtrowm 








CHRONOGRAFIC JUNIOR AND CHRONOGRAFIC SUPER 
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A man should choose 
with careful eye 
the things to be eee 


a passage from 


’ > 4 Flaxman’'s 
I C IY) e IY) ber ed by SHIELD OF ACHILLES. 
a as Enlarged from the 
R.P:T. COFFIN Original 

anaglyptographic 
engraving 
published in the 
Art Union Journal, 
London, 1846 


| C |with its 
program of superb watch rate recorders enables 
V0] 0 ime Comes alelo}-1- mm dalam ol-1-) am aglele 1-1 mnie) am010] am ole] geles-121-y 





COMPARE AND CHECK {F&F 


VACUUM SEALED QUARTZ CRYS- 
TAL as time standard of highest precision. Certified sta 
bility throughout years of operation 


ONLY FOUR LONG-LIFE TUBES 
Guaranteed for 10,000 hours 


12 DIFFERENT BEATS: 7200, 9000, 10800, 
12000, 18000, 36000, 108000, 19800, 14400, 16200, 17280, 
21600 give one-line recordings 


DIRECT VISIBILITY OF RECORDING 


“y ad enables rapid determination of timing and watch irregularities 
P while you regulate or adjust on the mike. 


: 1 > 4 ao) | a ae Be a eae 
Unior cision instrument of its kind. Easily carried from bench to 
bench, from repair shop to store : 


Includes Rotating Standard Watch Microphone, Clock Vibration 
e Pick-up, Earphone, 10 Rolls of Tape, Cover, Handbook, and ‘‘The 
price $495.00 Greiner Electronic Method File’’ supplemented by our Bulletins 





24 DIFFERENT BEATS: 3600, 6000, 7200, 
12000, 18000, 1/10, 1/25, 1/50, 1/100, 11800, 14850, 16200, 
19800, 9000, 12600, 13500,. 21000, 4800, 5400, 9600, 10800, 
14400, 17280, 21600. 

(21306.12 Omega or any other on request) 


REVOLUTIONARY HIGH PRECISION 
RECORDING SYSTEM Scanning speeds of 
nearly 2000 mm./sec. Printed Diagrams of a quality never be 
fore achieved. Throw-away carbon tape for constant brilliance 
of recording. One roll of carbon paper tape outlasts 100 rolls 
of recording paper. Paper feed reduction of 10:1 for long term 
tests of trains (optional). 


AUTOMATION Automatic start-stop paper feed 
Place a watch or movement on the microphone, the recording 
Starts; take it away, the tape stops. Tick amplifier for high and 
low sensitivity unresponsive to foreign noise interference 


FUNCTIONAL DESIGN Brightly illuminated 
CHRONOGRAFIC working area, no shadows. Extremely large reading dial of 
highest precision. 


price $725.00 Complete with all accessories. 


Ask for our periodic Bulletin, “The Greiner Elec- AMERICAN GREINER ELECTRONICS. INC 
. ” > 8 s 
cde )aliom\'/i2)d0l0le Mar] ale nae) aielsinele)al-jaa-ialelame)manlsm anlele(s)| 472 MAIN STREET, STAMFORD, CONNECTICUT 


of your choice. 
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ROSARY— 
No. 108FAB 


MEDAL—No. 933A 


8mm Fine Cut Crystal AURORA BORE- 
ALIS Beads—with Latest Design (Scal- 
iop) Crucifix, with Modernistic Christ 
Corpus, and matching Scallop Center 
Madona Heart Medal. Madonna Medal 
also available as Neck Medal, No. 
1404A. In Sterling Silver and 12 Karat 
Gold Filled. 

Five Subject, Scallop Edge. Popular 
Seller. In Sterling Silver and 12 Karat 
Gold Filled. 


Write for further Information 


A. F. GRENCI 


Mfg. of “Ave Maria” Rosaries 


136 Standard Ave. Butler, Pa. 








§ 
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Opportunity for reputable 
jeweler, wanting to retire or 
willing to sell. We are in- 
terested in acquiring a chain 
of stores, now doing a fair 
volume. 


Zale grows 54 per cent in 15 months, 
makes East-West division for 133 stores 


Zale Jewelry Co.’s prowess in 
multiplication, which deflates the 
reputations of China and rabbits, 
has caused the firm recently to 
make sweeping changes in its man- 
agement and supervisory struc- 
tures. 

In its new organization setup, 
Zale’s now-133 stores are divided 
into Eastern and Western regions; 
a line extending from North Da- 
kota south to the Gulf of Mexico 
separates the two areas of opera- 
tions. 

Sidney Lipshy, who started at 
Zale’s original store in Wichita 
Falls, Tex., at age 14, has been 
appointed vice-president and re- 
gional director of the 36-state 
Eastern region. He will be in di- 
rect charge of one district director, 
two district managers and six zone 
managers. Headquarters are in 
Tulsa. 

Head of the 12-state Western re- 
gion is Mel Berns, 17-year Zale 
employee. He will headquarter in 
San Antonio, will control one dis- 
trict director, six district man- 
agers, four zone managers. Both 
men will supervise establishment 
of new stores. 

Other recent Zalexcitement: 

@ Jim L. Wilson, a vice-president, 
will assume responsibilities as di- 
rector of advertising, will be in 
charge of the firm’s general sales 
and merchandise meetings held an- 
nually in New York and Dallas. 


@ Marvin Rubin has been appoint- 
ed purchasing director of Texoma 
Wholesale Jewelers, Zale’s supply 
facility for jewelry, dinnerware, 
silverware, luggage and appliances. 
@ Three new stores were opened 
in June in the Houston area, in 
Bellaire Triangle, at 5251 Palms 
Center and at 402 Sixth St., N., in 
Texas City. Managers respectively 
are Harry Schwartzberg, Gene 
Lackey and Frank Drake. 

@ Zale has purchased the five 
stores in St. Louis of Schneider 
Credit Jewelry Co. District man- 
ager Bill Kornfeld has charge of 
these. 

@ Zale has purchased Kortz-Lee 
Jewelers in Cheyenne, Wyo. 

@ Mitchell Bisanar has been ele- 
vated from assistant to manager of 
Zale’s Bartlesville, Okla., store. 
D. J. Howard is new manager of 
the Court Square, Montgomery, 
Ala., branch. 

@ Crescent Jewelers in Sioux City, 
Iowa, has been named a member 
of the Fine Jewelers Guild, Zale’s 
federation of stores which cater to 
an elite group of “discriminating” 
customers. 

@ Zale has contributed $488,500 to 
its 1000-member employee profit- 
sharing fund. 

@ A regular quarterly dividend of 
25 cents per share was declared, 
payable July 10 on 830,500 shares. 
Zale got listing last year on the 
American Stock Exchange. 





BEHIND THE GOLDEN SHIELD: This 26-man sales staff from the U. S. and 
Puerto Rico, here at the first annual sales meeting of Golden Shield Corp. in 
New York, reviewed the firm’s all-new lines of transistor, table and clock radios 
and stereophonic phonographs. The Golden Shield line, made at the Sylvania 
Electric plants, “was specifically created to meet a crying need of the credit 
retail jeweler,” says firm President Arthur P. Gould. Feature speaker was Mort 
Abelson, New Jersey credit chain executive. 


All correspondance confidential. 
Write, Wire, or Phone 


Samuel Zimmer and Associates 


1931 Main St., Niegara Falls, New York 
BUtier 5-5677 
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RJA, California association expect 1200 
at second Pacific Jewelry Show Aug. 30 


From Aug. 30 to Sept. 1 at the 
Hotel Statler in Los Angeles, at 
least 1200 of the nation’s jewelers 
from West Coast cities and towns, 
many of whom could not get to the 
big Chicago and New York shows, 
will get a chance to do their Christ- 
mas shopping, too. 

Signs point to the same kind of 
success registered last year, when, 
for the first time, the Retail Jewel- 
ers of America and the California 
Retail Jewelers Association com- 
bined to co-sponsor a Pacific Jew- 
elry Show. Show officials anticipate 
at least as many as the 50 ex- 
hibitors that displayed their goods 
last year, expect a record number 
of jeweler-shoppers. 

California RJA will hold its 26th 
annual convention at the Hotel 
Statler in concomitance with the 
show. Convention chairman is Mar- 
tin R. Thomas of Pomona; Wallace 
W. Binford of Van Nuys is Cali- 
fornia RJA president. 

Big night will be the 26th an- 
nual dinner dance Sept. 1, in the 
Statler’s Pacific Ballroom. Enter- 
tainment includes a European 
novelty act, comedy teams, a quintet 
of singers who have appeared on 
the George Gobel television show. 
Richard M. Kern and President 
Binford are co-chairmen of the con- 
vention; Alan Hauck is banquet 
chairman. 

The Golden Nuggets, wholesale 
travelingmen’s organization in Cali- 
fornia, will sponsor a cocktail party 
before the dinner. 


LIST OF EXHIBITORS 


American Greiner Electronics, Inc 
Argentum Silver 


Ball Co. of Calif 
Bell & Howell 
Buffalo Jewelry Case Co. 
(See Bufkor, Inc.) 


BN. os chatieeicetns 117, 118, 119 


Calan Co.—Speidel Distributors 
Boston Room 
Cotes Corp. Of Ampegiees .. occ cccsscnnccs 120 
Cohen, A., & Sons Corp Dallas Room & 
Hartford Room 


OS RR ert ey 109 
Electric City Box Co. 

(See Bufkor, Inc.) 
Elgin National Watch Co.....Mission Room 


Fairbanks Ward Industries, Inc 
Friedman Gessler Co..... Washington Room 
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Goemex Comp. ccoccsecccocs W17, W18, W19 
Gemological Institute of America 127 
Golden Shield by Sylvania 

Gold Filled Mfgrs. Association 


Isaac, Chas. M Registration Area 


Jayposon Charm & Jewelry Mfg. 
(See J. Posner & Sons, Inc.) 


Keystone Camera Co., Inc 
Korn, William, Display Co. 
(See Bufkor, Inc.) 


Lovebright Diamonds Room 475 


Medana Watch Co 
Moba Jewelry Corp 


Napier Co., The Detroit Room 
New Hermes Engraving Machine Corp...121 


Perfecta Watch & Clock Co. 
Cleveland Room 


Posner, J., & Sons, Inc 
Reynolds, E. W., Co 


Schick, Inc. 
A na cians Fos tthe wed econnuues 4,5 
Simon-Gireen Co. ........000- Buffalo Room 
Sun Coast Merchandise Corp. 

St. Louis Room 


Room 473 


Van Craeynest & Linzer 


Wolman, Philip, & Co......New York Room 





ST 56/7 3-corat 
Linde 4-.01'/2 s.c. 
Diamonds. 

14K W.G. 

110.00 Keystone. 


ST 51 7-carat 
Linde stor 2-.05 
F.C. diamonds. 

14K W.G. 
197.00 Keystone. 


Ss Kings 


Designed to give the star 

prominence and _ security. 

Available with genuine or 
synthetic Linde Stars. 


y) VU WMP 6 


' Pes 
7 


801 WALNUT STREET 
PHILADELPHIA 7 








United States. 


est confidence. 


rangements are made. 





One of the largest manufacturers of 
high quality precision watches 


CYMA 


Watch Co. S.A. 


with factories at La Chaux-de-Fonds, Le Locle and 
Tavannes, is looking for a new distributor in the 


Applications with bank and trade references of well 
established individuals or firms will be considered. 
Write to CYMA Watch Co., S.A. La Chaux-de-Fonds, 
Switzerland. All correspondence will be kept in strict- 


Our present Agents, who are aware of this advertise- 
ment, will continue to sell and service our products 
at 681 Fifth Avenue, until such time as definite ar- 


CYMA Watch Co. S.A. 
La Chaux-de-Fonds, Switzerland 

















NOW se SELLS ITSELF! 


oe DOUBLE OR MORE SALES 





— MAKE MORE 
S 


PROFIT BY 
FEATURING 
8 ot. 
jar retail. 


Gi a REE 


“=_ UGHT-UP 
DISPLAY 


= | with purchase 
of 2 gross 

or more 

of GLOW. 


Your name imprinted on packages FREE 
with orders of 1 gross or more. 


* GLOW is delicately perfumed. 
* Hooks and brush in jar for easy cleaning. 


ZENITH MFG. & CHEMICAL CORP. 
82 BEEKMAN ST., NEW YORK 38, N.Y. 
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Ca pie : 


THE IMPORTANCE OF SKILLS: Isadore Paisner, aaatiialis of the Manu- 


facturing Jewelers & Silversmiths of America, Inc., 


addresses the annual 


Eastern Seaboard Apprenticeship Conference held June 15-18 in Providence. 
Paisner described MJ&SA’s sixth year in its successful vocational training pro- 
gram. Certificates of completion of MJ&SA courses were awarded. Flanking 
Paisner are Eugene T. LaChapelle, Rhode Island Director of Labor, left, and 
Dr. Michael C. Walsh, Rhode Island Commissioner of Education, right. 





Reed & Barton names 


window contest winners 


Reed & Barton Silversmiths has 
chosen 15 winners in the window 
display contest it sponsored among 
dealers last spring to help introduce 
its new “Cameo” sterling flatware 
design pattern. 

First prize, a rare antique cameo 
from Napoleon’s family jewels, was 











Planning A STORE-WIDE SALE? 


> thal ae 
ee 
ae ee 


WE CAN SUPPLY YOU WITH A COMPLETE SALES PROMOTION PACKAGE CONTAINING MATS—ADVERTISING 
COPY—SALE CARDS—BANNERS—PENNANTS—STRING TAGS AND A BOOKLET WITH RADIO CONTINUITY 
AND INSTRUCTIONS HOW TO SUCCESSFULLY RUN YOUR OWN SALE FOR $50.00 


All Phones 
RAndolph 
6-9550 


/ 


OLESALE DISTRIBUTORS 
J. BIELER PROMOTIONS 29 E. Mee aeuat he Chicago 2, Ill. 


ll 


Use Our 


“DO-IT 
YOURSELF" 
Sales 
Promotion 
Package 


Sige ig 
eg 
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won by Orville Liston of Mermod- 
Jaccard-King in St. Louis. Second 
prize winner Harold Hawkins of 
Miller & Rhoads, Lynchburg, Va., 
received a complete “Cameo” ser- 
vice for 8. A “Cameo” service for 
4 went to third prize winner Margo 
Gardner of Brown’s Jewelers, Flag- 
staff, Ariz. 

Group prizes, all of the “Cameo” 
pattern, were given in these cate- 
gories: Cities over 250,000 popula- 
tion—J. B. Hudson Co., Minneapo- 
lis; Shreve, Crump & Low, Boston; 
J. Jessop & Sons, San Diego. Cities 
50,000-250,000 population — Taylor 
Bros., Corpus Christi; Presley Jew- 
elers, Abilene, Tex.; Roy Groom & 
Sons, Flint, Mich. Cities 15,000- 
50,000 population—Williams Jew- 
elry, Snyder, Tex.; Selma Schloss 
Jewelers, Pine Bluff, Ark.; Elliott 
Jewelry Co., Biloxi, Miss. Cities 
under 15,000 population — A. L. 
Gray Jewelry, Atchison, Kan.; Rob- 
ert’s Jewelry, Mt. Carmel, IIl.; 
Brunskill’s Jewelry, Tillamook, 
Ore. 


Sheaffer Pen separates 


its marketing divisions 


W. A. Sheaffer Pen Co. has de- 
centralized its marketing staff into 
separate retail, wholesale and spe- 
cialty divisions, to allow more spe- 
cialized emphasis in selective dis- 
tribution. : 

G. E. Davidson is marketing di- 
rector for the retail division, Mi- 
chael Keith for the wholesale divi- 
sion, Hugh Green for the specialty 
sales division. 
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AGS awards 43 titles 
for gem knowledge 


Forty-three new titles since Oc- 
tober 1958 have been given by the 
American Gem Society. These are 
the Registered Jeweler titles 
awarded to retailers, the Graduate 
Member (Wholesale) awarded for 
equivalent accomplishments in the 
wholesale field, and the more ad- 
vanced Certified Gemologist titles. 

The new “C.G’s”: Thomas E. 
Stevens of Bolender’s, Rockford, 
Ill.; Paul Nadeau of Skinner & 
Nadeau, Inc., Sherbrooke, Quebec, 
Can.; Joseph E. Jessop, Jr. of J. 
Jessop & Sons, San Diego, Cal.; 
Philip Minsky of Wyman Jewelers, 
Stoughton, Mass.; Brandt V. 
Houtsma of Dupen’s, Chico, Cal.; 
Leo S. Bouchard of Shreve, Crump 
& Low Co., Boston, Mass.; William 
S. Preston, Jr. of F. J. Preston & 
Son, Inc., Burlington, Vt.; Glen W. 
Glover of G. W. Glover, Payette, 
Idaho; William H. Diller of Wil- 
liam H. Diller, West Reading, Pa. 

The new “R.J’s”: Robert Wulk 
of Thiet Jewelers, Whitefish Bay, 
Wis.; Florence E. Grice of Grice 
Jewelers, Corry, Pa.; Frederick 
Fisher of Frederick Fisher, Jew- 
eler, Tucson, Ariz.; Donald A. 
Drake of Drake’s Jewelers, Heald- 
ton, Okla.; Conway Ratcliff of Rat- 
cliff Jewelers, Fort Walton Beach, 
Fla.; Robert Rose of Rose Jewelers, 
Patchogue, N. Y.; Leo J. Weber of 
Gildemeister’s, San Antonio, Tex.; 
Richard J. Morel of Boe Jewelers, 
Mason City, Iowa; Robert J. 
Holmes of Holmes Jewelers, West 


Warwick, R. I.; Ronald G. Fortier 
of Skinner & Nadeau, Sherbrooke, 
Quebec, Can.; I. Leon Webb of 
Webb Jewelry, Lithonia, Ga.; Alan 


B. Knudtson of Knudtson’s, Rose- | 
burg, Ore.; Henry F. Howell of | 


Howell’s Jewelry, Lawton, Okla.; 


Robert D. Sager of Hallmark Jew- | 


elers, Williamsburg, Va.; Kenneth 
R. Roland of Roland’s, Tell City, 


Ind.; Gaetano O. Sica of Michaels, | 
Hartford, Conn.; Harvey S. Nau of | 


Muller and Asplund, Bellingham, 
Wash.; Ralph M. Fava of Ralph M. 
Fava Jewelers, Paterson, N. J.; 
Robert E. Johnson of Fox and 
Stevens, Olean, N. Y.; Mrs. Jean 
Lopardo of Lopardo Jewelers, Ex- 


eter, N. H.; Edgar N. Cleves, Jr. of | 


Cleves and Lonnemann, Bellevue, 
Ky.; Raymond M. Bumford of R. 
M. Bumford, Jeweler, Ridgewood, 
N. J.; Harvey A. Carpenter of Pet- 
tit’s, Batesville, Miss.; Jack C. 
Haney of Haney Jewelry Co., Cal- 
houn, Ga.; Russell Petran of Pet- 











ran Jewelers, Wausau, Wis.; Wil- | 
liam M. Young of Henry Birks & | 


Sons, Ltd., Toronto, Ontario, Can.; 


Ralph S. Harman of Harman’s Jew- | 


elers, Bakersfield, Cal.; 
Graham of Ostranders Jewelers, 


George | 


New Toronto, Ontario, Can.; Mer- | 
vyn P. Box of Henry Birks & Sons, | 


Ltd., London, Ontario, Can.; G. 
Thorpe Clark of Thorpe and Co., 
Sioux City, Iowa. 


The new Graduate Members: Ar- 


thur J. Stiever of Jaffe & Son, Inc., | 
New York; Louis Bick of Bick & | 


Oster Co., Ltd., Montreal, Quebec, 


Can.; Richard J. Hahn of Juergens © 


& Andersen Co., Chicago, Il. 
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FOR THESE TEXANS, THE AYES: New officers of the Texas Watchmakers 
Association, elected June 7 in San Antonio, seated from left: President John 
H. Thomason and wife of Houston; Secretary James M. Reeh and wife of 
West Orange; standing, from left: First Vice-President K. C. Hatfield of San 
Antonio, Second Vice-President R. B. Raymond of Dallas, and Treasurer Rau! 


A. Gomez of San Antonio. 
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Callies 


MANNING 


0) AN i 
mo 2G 


MANNING OPAL CORP. 


62 West 47th St. * New. York 36 


PLAZA 7-4725 


ALL QUALITIES + ALL SIZES 





FINE 
WATCH REPAIRING 


To those quality jewelers who 
understand and appreciate the 
value of fine watch repairing as 
a stepping stone to increased 


store traffic and sales. 


Karelin offers you this Kind of 
Service, Unsurpassed in Quality, 
at Competitive Prices. 





KARELIN WATCH SERVICE 


116 NASSAU ST. NEW YORK 38, N.Y. 
CO 7-4895 








I FOR INCREASED SALES AND BIGGER CASH PROFITS fm 


Deal Direet—Save! Get very best diamond values! 
Rough stones cut in our own modern plant. Supplied 
direct to you in fine mountings, in best selling styles. 
No piled-up ‘‘mark-ups”’ to inflate your price, lower 
your profits. Finest service, effective selling aids. 
Every item Fully Guaranteed. Memo selections to 
well rated firms. Write for big FREE Catalog plus 








details of our unusual offer. Or phone PL 7-1236. 
—jLEAMLIGHT, 71 W. 47th St., Dept. K, New York— 
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PRICE 
PROTECTE 
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are Sold only one way, 
ean-profit price, to 
esalers and watch 
ifacturers, There are 
ver any exceptions, This is 
very tangible feature 
yn band with 
many features —100% 
stainless steel, Total 
Flexibility, lowest return 
record and immediate 
replacement policy. 


b i wht 


pALEW IN Bracelet te 


Sth St.. N.Y. 36. N.Y 


of the expal Sif 


Write for 
Lite itae 
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CHICAGO LEADERS: These are the 1959-1960 officers and directors of the 
Chicago Jewelers Association: seated, from left—Francis V. Healy, secretary; 
Marshall Spies, president; Jack B. Prins, treasurer; Al Greene, vice-president. 
Standing, from left—Directors Vincent Newman, Leonard Crane, Wilbur Cure- 
ton, William Kaufman, James Cahn, Fred J. Hertel, Richard Kaplan, Thomas 


Blair, R. Schell Hulbert. 





New group will fight 
jewelry-design piracy 

A group of New York jewelry 
manufacturers have banded to- 
gether in an attempt to halt the 
very prevalent practice of piracy— 
illegal copying—of original jewelry 
designs. 

The group, New York Jewelry 








Wi... * 


SEE OUR EXHIBIT 
AT BOOTH NO. M-112 


Be sure to visit us at Waldorf Booth M-112 
Retail Jewelers of America —Trade Show! 


RENSIE! As usuai—presents an outstanding 
and exclusively styled line of clocks. Modern 
and Traditional Decor — Wall clocks. Desk 
Pieces — Time Pieces for the Boudoir ... 
alarms that woke you gently but positively! 
Leather travel clocks competitively priced 
. profitable promotions . . . Smart gifts 
for all occasions. 
RENSIE!—A proven line for =. vol- 
ume sales. See and buy ‘‘RENSIE"’ 


GALAXItE—Three reliable instruments. 
Swivels carreusel-like around center 


DATOMAT—First calendar travel 
clock with automatic date setting. 
Silver-white luminous dial. j 


ae 
etal frame. Closed 234” x i”. 
Retail $9.95 


RENSIE ELECTRONIC —A new 

concept in timekeeping. Close to 

perpetuai motion. Transistor move- 

ment gives years of accurate time. 

Blue translucent face, visible pen- 

dulum motion. Solld brass case and 
x '/y e 


hour markers. 
Retail $59.75 





column. 7-jewel alarm clock, precision 
barometer and perpetual calendar. Case 
two-tone, jeweler’s An execu- 


tive gift of high prestige. 
Retail $39.95 


Send for latest catalogue sheet 
and price list. Please use your 
letterhead. 


SBN 3 i 6 


302 FIFTH AVE., N. Y. C. 








| avoid confinement. 


Manufacturers’ Association, Inc., 
held its first organizational meeting 
and press reception in mid-June, 
announced it will set up a special 
committee to hear members’ com- 
plaints, will legally and financially 
assist in bringing suits against pi- 
rating firms. President Jack Gut- 
schneider, head of Fifth Ave. man- 
ufacturing firm Jack Gutschneider 
Jewelry Co., said that many copy- 
righted jeweiry designs are copied 
by other firms, which then repro- 
duce the item in less costly form 
and avoid research costs. 

Gutschneider said the new as- 
sociation will also educate its mem- 
bers in the ways in which designs 
can be copyrighted and in which 
holders of copyrights can protect 
themselves. 





SOUGHT BY FBI: The Federal 
Bureau of Investigation is search- 
ing for one Earley Lee Porter, a 
35-year-old Negro escapee from 
an Ohio prison in 1953, who is 
| reportedly a watch repairman, 
also has been known to sell cos- 
| tume jewelry as a sideline. Porter 
is wanted for unlawful flight to 
He was con- 
victed of armed robbery in Cleve- 
land in 1950, should be considered 
armed and extremely dangerous, 
according to the FBI. He is de- 
scribed as 5 ft. 91% in. tall, weight 
130-152 pounds, maroon or brown 
eyes. He has a 3-inch and 1-inch 
scar on his left hand, various 
other scars. Information should 
be given to your nearest FBI of- 
fice. 
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Oneida unveils new 
Stainless, melamine 


First at its own clubhouse in 
Oneida, N. Y., then nine days later 
at Tavern-on-the-Green in New 
York’s Central Park, Oneida Silver- 
smiths held coming-out parties for 
two bright faced new offspring— 
Melamine Dinnerware, White Lily 
stainless tableware. 

At the club house on June 21, 


“White Lily” with Sanderson 
an elaborate presentation 


ra => ag ; 


President and Mrs. 


seven patterns of the new Mela- 
mine, each set on separate tables, 
were introduced to salesmen, man- 
agement, guests. “These,” said 
President Miles E. Robertson, “are 
Oneida’s answer to a competitive 
market. Through bold design lead- 
ership we will get a larger share 
of the market.... ” 

Five of the new patterns—Bright 
Morning, Coronation, Autumn 
Memory, Enchanted Garden, Win- 
ter Song—are in the Oneida Pre- 
mier group, at $16.95 for a 16- 
piece starter set for 4. The other 
two patterns, Fortune Tree and 
Flowerwood, will retail at $14.95 
for a 16-piece starter set for 4, are 
in the Oneida group. All 7 will be 
available to consumers in Septem- 


ber, Advertising Vice-President | 


Dudley E. Sanderson said. National 


advertising for the Melamine Din- | 
nerware will appear in the Novem- | 
ber issues of Ladies’ Home Journal, | 
Living for | 


Good Housekeeping, 
Young Homemakers. 

Also introduced was White Lily, 
a new pattern in Oneidacraft Pre- 
mier Stainless which features an 


inlaid enamel design. To help in- | 


troduce White Lily, Oneida invited 


Actress Nora Hayden to become | 
She pinned a | 
lily-of-the-valley boutonniere on | 
salesmen and management, pre- | 


Miss Lily White. 


sented salesmen’s mahogany sam- 
ple cases, posed happily with every- 
one. 


were again presented, this time to 
the press, on June 30 in New York. 


Robertson at open house in Oneida, N. Y. 


an answer to a competitive market 
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CLOCKS 
AND 
WATCHES 
CLOCKS 
AND 
BAROMETERS 


Our entire line will be on display at 


Waldorf-Astoria Hotel 
Booths 230-231 


Ci26205.. 


116 SOUTH Fru SBYTREET 
PHILADELPHIA ©, PA, 


AGENTS FOR KIENZLE PRODUCTS IN AMERICA 
lt will be a pleasure to greet you 











See Classified 
on 


Page 289 








The Melamine and White Lily | 








TERRIFIC RETAIL 


AND 


PROMOTIONAL ITEM 


LOO 


Oysters in Cans 
Guaranteed to Contain 


CULTURED PEARLS 


Customers love this wonderful novelty. 
Each oyster comes unopened, packed in 
an attractively labeled can and is uncon- 
ditionally guaranteed to contain one or 
more genuine cultured pearls. Shells are 
lined with colorful Mother of Pearl and 
make unusual ashtrays and decorative 
pieces. Pearls can be set into attractive 
rings, necklaces, etc. Suggested retail 
price $1.00 per can. 
» 


Price $13.50 (Keystone) Per Dozen Cans 
Six Dozen or More, Less 5% 
(Minimum Order Two Dozen) 


Sales Representatives Wanted 


Trans-World Associates 
500 N. 4th Street, Phila. 23, Pa. 




















SAVES ON 
INVENTORY 


e Makes rings 
larger or 
smaller 

@ Expanding mandrel 


accepts rings from 
sizes 1 to 15, 


@ No scratching. 
No marring. 


@ Reducing die with 
16 sizing holes permits 
the greatest range of only 9950 
reductions. Time Payments 


Contact your wholesaler or 
write for literature to: 
new hermes 


154 West 14th Street, New York 11, N. Y. 








DO YOU SELL 
RETAIL JEWELERS 
NATIONALLY? 


We are looking for a company 
with national distribution to retail 
jewelers through their own sales- 
force. We would like to work 
through your salesmen and will pay 
a commission to both you and your 
salesmen for business produced and 
reorders. 


Our line is of good quality, easy 
to sell, produces steady reorders, 
and will be non-conflicting. Our 
product is Nationally Advertised 
and presently is sold to Jewelers 
essentially by mail. 


if you have such a National 
Salesforce, please contact us. You 
have nothing to lose and you may 
have much to gain. Reply, in con- 
fidence, to PRESIDENT, Suite 204, 
420 Boylston St., Boston 16, Mass. 




















JET STREAM SERVICE 


Newly designed Certified 
Wedding Rings are being 
produced on new efficient 
machines which guarantee 
quick service with no in- 
crease in price. I8K for export. 


CERTIFIED meats co. |) ES900 

















SES ea 


A large display of Cultured Pearls will be on 
exhibition at the 


Japan Trade Center 


393 Fifth Ave. 


New York 16, N. Y. 


from August 10-14. Hours: 10:00 A.M.-5:00 P.M. 


Attention to all Jewelry Dealers! During the show two valuable 
$500.00 Cultured Pearl Necklaces will be awarded free to the lucky 
dealers. All you have to do is come in, register, and take part in 
our Cultured Pearl Dealer Survey. In addition, watches will be on 


display. 


Sponsored by 


Japan Pearl Exporters’ Association 


Japan Trade Center 


393 Fifth Ave., New York City 
Assisted by Cultured Pearl Association of America, Inc. 














Bay State watchmakers 
vote Beamish president 


Alvin W. Beamish was elected 
president of the Horological So- 
ciety of Massachusetts at its an- 


‘nual meeting June 17. Donald 


Bruno was named vice-president; 
Raymond Hills, secretary; J. Leo 
Melanson, treasurer; and Walter 
Hersey, financial secretary. 

Named to the board of directors 
were: Henry Smith, James Lewis, 
Daniel L. Usher, Jr., and Russell 
W. Leland. 

Beamish reported on the meet- 
ing of the Horological Institute of 
America in Washington, D. C., 
which he had attended. 


New Hampshire jewelers 
elect McAllister chief 


Annual convention of the New 
Hampshire Retail Jewelers’ Associ- 
ation was held at the Lake Tarle- 
ton Club, Pike, N. H., June 27-29, 
was attended by some 135 jewelers 
and their wives and guests. 

David McAllister of Woodsville 
was elected president; Robert Bur- 
que of Nashua, first vice-president; 
Matthew Brown of Nashua, second 
vice-president, and Mrs. David Mc- 
Allister of Woodsville, secretary- 
treasurer. 

Door prizes went to winners in 
golf, sports, and games, also to 
attendants at the speaking section 
of the program. Thomas McConnell 
of Elgin National Watch Co. and 
Arnold Schiffman, president of the 
Retail Jewelers of America, were 
speakers. 


Bryan gets top post of 


Louisiana watchmakers 


Joseph Bryan of Shreveport, 
La., was elected president of the 
Louisiana Horological Association 
at the group’s 14th annual conven- 
tion in June in Alexandria. 

Some 100 watchmakers attended 
the two-day technical convention 
sessions at the Hotel Bentley. 
Bryan, who will assume the presi- 
dency in September, succeeds Fred 
C. Kline of Alexandria, who be- 
comes a trustee. New member of 
the board of directors is Donald 
Ward of Alexandria. 
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Models, with wigs, at fashion press party for diamonds in New York 
in the swirls and curls, $1.5 million in diamonds 


Fashion press sees 
newest diamond designs 


The diamond design creations of 
four of New York’s top jewelry 
firms—Cartier, Tiffany’s, Van Cleef 
& Arpels, Harry Winston— 
swirled, curled, floated, flowed, cas- 
caded and tumbled for the benefit 
of the fashion press at a dinner 
July 14 at the Waldorf-Astoria 
Hotel. Models dressed exclusively 
in black and white gowns by Sarmi, 
wearing black and white wigs (the 
“near-cut,” “oval-cut,” “marquise- 
cut”) by Carita, sported $1.5 mil- 
lion of diamonds in various states 
of flow and motion, in as many 
shapes. 

In the photo, model at left wears 
a scalloped necklace of round dia- 
monds with pear-shaped drops, a 
throat-hugging bib necklace with 
matching diamonds in her hair, by 
Harry Winston. 

Model in center shows the free- 
flowing creations of Van Cleef & 
Arpels, in which diamonds are of 
all sorts of shapes. 

Model at right shows Cartier 
sheaf clip of five different diamond 
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shapes, a garland of diamond 
“flowers” in the necklace, pear- 
shaped ear-drops. 


‘Gifts’ from ‘gift clubs’ 
are subject to excise 


Merchandise sold by so-called 
“gift clubs” is subject to the retail 
excise tax on taxable items, the 
Internal Revenue Service has 
ruled. The tax applies, IRS says, 
even where the items are actually 
shipped by foreign suppliers di- 
rect to customers in this country. 

Clubs usually solicit “members” 
through advertisements in maga- 
zines and newspapers, charge them 
a monthly fee they cali “dues.”’ In 
return, members receive a gift 
each month shipped from a foreign 
country. The operators of the 
clubs select the gifts to be mailed, 
sign contracts with the suppliers, 
“exercise complete domination over 
the article,” IRS says. 

IRS says the clubs are in the 
business of selling articles to pur- 
chasers “at retail’ under the legal 
definition of retail sale. 


Exciting... 
Genuine 


Gem of the ages... 
‘Jewelry that 
is forever’ 


Newest 
Vogue in 
= 151010) 01 a1 
PENDANTS 
EARRINGS 
NECKLACES 
BRACELETS 
RINGS 
Set in Gold Filled 
Talem tL ta@Glelle 


SALES STIMULATOR! 


Internationally Famous AMBER 


FREE AD MATS 


World’s Source for Genuine Amber 
AMBER MINES, INC., Subsidiary 


AMBER GUILD LID 


80-19 3lst AVENUE 
Jackson Heights 70, N. Y. 


eeeeeeeeeneenreeensetseeneeeeeeneeeee 
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ine elomele 
tenderness... 
and trust 


Bright moment, this, full of your earnest desire to choose the 
engagement ring that’s just right... for you and for your budget. 
Your Orange Blossom Master Jeweler will show you the hidden 

differences in diamonds that determine true ring value. Though (ij; Eoppoyye 
identical in weight of stone and design, one ring may have twice . 

the value of another. Whichever you choose, you'll have com- 
plete trust in your selection . . . and in the man whose expert 
guidance helped you decide. 


You'll be glad you relied upon an 


MASTER JEWELER 


TRAUB MANUFACTURING COMPANY DETROIT 31, MICHIGAN 
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COMING EVENTS 


AVG@wUSs FT 


2-5—San Francisco China, Glass, 
Gift and Jewelry Show, Brooks Hall, 
Sheraton-Palace and St. Francis 
Hotels and Western Merchandise 
Mart. 

2-5—7lst National Association of 
Variety Stores Chicago Merchandise 
Show, LaSalle Hotel. 

2-5—Buffalo Gift Show, Hotel Stat- 
ler Hilton. 

2-13—-Chicago Gift Show, LaSalle 
Hotel and Palmer House. 

2-14—-Merchandise Mart China, 
Glass and Gift Market, Chicago. 

9-12—-Memphis “Cotton States” 
Gift, Jewelry and Stationery Show, 
Municipal Auditorium, Memphis, 
Tenn. 

9-12—-Portland Gift Show, Public 
Auditorium, Benson and Plaza Hotels. 

9-13—-Retail Jewelers of America, 
Inc., New York convention and trade 
show, Waldorf-Astoria Hotel. 

15-17—North Dakota Jewelers and 
Watchmakers’ Association annual 
convention, Bismarck. 

16-19-——Pittsburgh Gift Show, Penn- 
Sheraton Hotel. 

16-19—Seattle Gift Show, Civic Au- 
ditorium, Olympic and New Washing- 
ton Hotels and Terminal Sales Build- 
ing. 

22-26—Detroit Jewelry Show, spon- 
sored by Detroit Jewelry Sales As- 
sociates, Statler-Hilton Hotel. 

23-25—Spokane Gift Show, Daven- 
port Hotel. 

23-28—New York Gift Show, Hotel 
New Yorker and Trade Show Build- 


ing. 
30-Sept. 1—California Retail Jewel- 


ers Association annual convention, 
Statler Hotel, Los Angeles. 

30-Sept. 2—Retail Jewelers of 
America, Inc., Pacific Jewelry Show, 
Statler Hotel, Los Angeles. 

30-Sept. 2—Ohio State Gift Show, 
Hotel Deshler-Hilton, Columbus. 

30-Sept. 2—Minneapolis China, 


Glass, Gift and Stationery Show, 
Radisson Hotel. 


Ss e@rpTews & R 


5—Tola Tumbleweeds annual con- | 
vention, Hotel Adolphus, Dallas, Tex. | 
5—Texas Jewelers Association an- | 


nual convention, Hotel Adolphus, Dal- 
las. 


6-8—Ohio Retail Jewelers Associa- | 
tion annual convention, Statler-Hilton | 


Hotel, Cleveland. 


6-9—Miami Gift, Jewelry, Station- | 


ery and Toys Show, Bay Front Au- 
ditorium, Miami, Fla. 


6-10—Allied Gift & Jewelry Show | 


(fall), Hotel Adolphus, Dallas. 


6-10—Detroit Gift Show, Hotels | 


Statler-Sheraton and Cadillac. 


13-16—Cleveland Gift Show, Hotel | 


Statler-Hilton. 

13-17—Boston Gift Show, 
Statler and First Corps Armory. 

19-20—Horological Association of 
Iuwa annual convention, 
Hotel, Cedar Rapids. 

19-20—Retail Jewelers Association 
of Missouri annual convention, Gov- 
ernor Hotel, Jefferson City. 

19-20—Iowa Retail Jewelers Asso- 
ciation annual convention, Hotel 
Roosevelt, Cedar Rapids. 

20-23—Denver Gift & Jewelry 
Show (fall), Hotel Albany. 

22-Oct. 
Fair, Alexandra Palace. 

27—Arizona Retail Jewelers Asso- 
ciation annual convention, Phoenix. 

27-29—Phoenix Gift & Jewelry 
Show, Westward Ho Hotel. 

27-30—Philadelphia Gift Show, Ho- 
tel Benjamin Franklin. 


Oo ¢.F 8 8.8 8 


14-16—Manufacturing Jewelers & 
Silversmiths of America annual con- 
vention, Sheraton-Biltmore Hotel, 
Providence. 





Gemex salesmen meet 
to view fall lines 


The entire new line of Gemex 
watchbands, identification brace- 
lets and crosses was presented to 
the sales staff of The Gemex Corp. 
at its semi-annual meeting held at 
the Park-Sheraton Hotel in New 
York in May. 

Meetings were presided over by 
William B. McLaird, vice-president 
in charge of marketing. McLaird 
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outlined the Gemex merchandising 
program for the balance of the 


year, led discussions on future pro- | 


motion plans. 
Harold N. Leitman, president of 


Adam Consolidated Industries, of | 
which Gemex is a division, also ad- | 
dressed the meeting. Sales repre- | 


who attended: Jack 
Jack Fenlon, Max D. 


sentatives 
Campbell, 


Matsil, Ronald C. Mick, Morton E. | 


Reynolds, Eugene V. Roderick and 
Nat Wolff. 





Hotel | 


Roosevelt | 


3—London World Trade | 


Mr. Jeweler... 


you are the 
IMPORTANT MAN 
in Our picture 





When we planned our new series of 
advertisements (the first to appear in 
Seventeen magazine in September) 
we decided to feature you. Because 
we know the customers’ confidence 
in your integrity and experience is the 
key to completing a diamond sale, we 
have placed the jeweler in the fore- 
front of this new campaign. 

Where other firms are selling prod- 
uct alone, and where customer con- 
fusion exists due to varying claims 
about diamonds, it is apparent that 
the role of the jeweler is the most 
important factor in the ring sale. 
Recognizing the importance of the 
dealer at the point and time of pur- 
chase, our campaign designates you 
as the Orange Blossom Master Jeweler 
in your community. 

Supplementing Orange Blossom ad- 
vertising, we provide you with out- 
standing dealer aids, point-of-purchase 
materials, local newspaper ads and a 
steady flow of creative sales ideas. 
This is action planned to spark all-out 
sales effort in your store. 

So, if you do not already belong to 
the nationwide group of Orange 
Blossom dealers, learn how you too 
can benefit from this program. Inquire 
today about becoming an Orange 
Blossom Master Jeweler. Offer the 
finest product with an established 
name backed by a program designed 
to enlarge your reputation and in- 
crease your income. You can boost 
your sales with the product of profit 
and prestige . . . Orange Blossom 


Diamond Rings. Write to Dept. J-8. 


TRAUB MANUFACTURING CO. 
1934 McGraw Avenue ° Detroit 8, Michigan 
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STATE OF THE JEWELRY BUSINESS 


(Tabulated each month, to help readers spot industry trends) 


IMPORTS 


Apr. 1959 


WATCH MOVEMENTS (units) 


0-1 jewel 


2-7 jewels 


8-15 jewels 
16, 17 jewels 


over 17 jewels 
all movements 


DIAMONDS 


uncut, by carats 
uncut, by value 
cut, by carats 
cut, by value 


CULTURED PEARLS 


IMITATION STONES 


EXCISE TAXES” 


AMOUNT COLLECTED 


VITAL STATISTICS 


405,302 
103,649 
1,045 
388,085 
1,785 
899,866 


92,575 


$6,679,537 


64,175 


$6,934,118 
$1,314,692 
$1,079,702 


Jan.-Mar. 
1959 
$59,043 


May i959 


% change 
from 
Apr. 1958 


+27.8 
4-36.3 
— 53.1 
+14.4 


—19.4 
+22.1 


+ 22.1 
+ 138.0 
+41.0 
-+59.2 
+44.7 
+190.1 


°% change 
from Jan.- 
Mar. 1958 


% change 
from 


Jan.-Apr. 
1959 


1,499,002 
370,891 
11,272 
1,403,914 
4,930 
3,290,009 


400,411 


$30,037,665 


284,375 


$27,714,355 


$4,540,425 


$4,063,018 


Jan.-May 
1959 


% change 
from Jan.- 
Apr. 1958 


+30.7 
+39.4 

+7.2 
+12.2 


—11.8 
+22.7 


+46.3 
+ 63.3 
+ 58.6 
+48.6 
+33.8 
+ 137.8 


% change 
from Jan.- 
Dec. 1957 


% change 
from Jan.- 
May 1958 





OF » he OF 0 
THES & 


Twigt-OF LEX 


SELLING 
FEATURES: 


7 Flexible 


Twist it, stretch it 


oe Durable 


* Flat springs do not 
wear out 


® No rivets or solder 


* Stainless steel uncon- 
ditionally guaranteed 
against corrosion 





May 1958 
116,000 ae ae 507,000 


MARRIAGES +2.8 


BIRTHS 


ce Comfortable 


Completely adjustable 


ce Fantastic Value 


to retail at $4.95 
to $9.95 


ym we 


Pre-sold to millions 


* ’ 
on 


FAILURES 

%~ change 

from Jan.- 

June 1958 
—19.8 
+75.0 


°% change 
from Jan.-June 

June 1958 1959 
CASH JEWELERS = 73 
INSTALLMENT JEWELERS a 28 
WATCH REPAIRERS im 3 
WHOLESALERS pe 23 
MANUFACTURERS 


DEPARTMENT STORE SALES 
MAY 1959 

% change % change 

from _‘ from Jan.- 

May 1958 May 1958 


WHOLESALE JEWELERS 
SALES 
MAY 1959 
% change % change 
from from FINE JEWELRY, 
May 1958 Apr. 1959 WATCHES 


SALES +14 +1 : SILVERWARE, 


INVENTORY 49 12 CLOCKS | 
COSTUME 


JEWELRY 


+11 +13 


+5 


EVERY WEDNESDAY EVENING 


METAL PRICES—MID. JULY 1959 NBC-TV 


(troy ounce, large lots) 
Mid-July 
1959 
$.91 3/8 
$77 
$18 
$75 


One Year é 
Ago % change 
$.88 5/8 +3.4 
$67 +14.9 
$19 —5.2 
$80 —6.3 


SILVER 
PLATINUM 
PALLADIUM 
IRIDIUM 





THE GREATEST NAME 
IN WATCHBANDS 
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SPEIDEL PRESENTS 


TwisT-O-FLEX 


The most revolutionary development in Speidel’s 
history of watchband leadership! 


COVERED BY U.S. PATENT NO. 2,689,450 


a Pe. \ 


TwisT-O-FLEX — a completely new design, an engineering triumph! 








TWIST-O-FLEX 


completely PON completely 
flexible va A\\ adjustable 
completely SO = instantly d 
comfortable De adjustable | 


TwisT-O-FLE X from AS LOW As $4.95! A fantastic watchband value! 


PLUS world famous Speidel styling. You'll be seeing these brand new Twist-0-Flex designs all this Fall and 
Christmas selling season on Speidel’s The Price is Right, in the biggest TV push ever given a Speidel band! 




















SPEIDEL > SPEIDEL 
SATIN HILL SATIN VALE 


SPEIDEL Ny, | Be SPEIDEL 
FULLBACK He HH en FR. LINESMAN 


$6-95* - 5.1. Ope lie FLORENTINE ‘eS 55” $6-95 F +.1, 


(Only $4.95 7 (Only $4.95 
in stainless steel !) in stainless steel !) 


that's TWIST-O-FLEX by Spoidol 
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JACK J. FELSENFELD, Inc. 


9 Maiden Lane, New York 38, N. Y. 





PRECIOUS STONES 


Loose or mounted 
in appealing 
RINGS — 
A large selection ’ 
of choice unmounted _® Sapphires 
SEMI-PRECIOUS STONES ® Rubies 
Memo selection sent promptly 


ALLAN CAPLAN 


580 FIFTH AVE., NEW YORK 36, N. Y. 
Plaza 7-1560 


® Cat’s Eyes 
@ Emeralds 





CREDIT JEWELERS 
e CHRISTMAS CATALOGS 


Made to your order. 75 pages 
of stock brands to choose from. 


e CREDIT FORMS 


Receipt Books, Installment 
Contracts, Ledger Sheets, etc. 


Samples Sent Free 


S.J. SURNAMER CO.,- Inc. 
253 W. 26 Street New York 1.N. Y 


























3) vice; 
_vice pins to 55 15-year employees; 
_ $400 bonds and service pins to 19 20- 
| year employees. Chairman Gen. Omar 
i, N. Bradley addressed 1000 employees 
i, and guests. 

| @ Callen-Major 
| Binghamton, 
branch store at 201 Robinson St., 





@ Star Sapphires | 
|| Jewel Box in Yonkers, N. Y., was 
| elected chairman of the 








ENCRUSTERS 


Stone and Gold Seal Engravers 
Drilling, Precious—Semi Precious Stones 


HARRY BRAUNFELD 


Encrusting over a quarter century 
71 NASSAU ST., NEW YORK 38, N. Y. 











EAST 


= The New York Guild of the Amer- 
ican Gem Society elected these new 
officers June 9 at a meeting at J. R. 
Wood & Sons: Dorothy Gene Riedel, 
president; James Ferguson, vice-pres- 
ident; Mary B. Reheis, secretary- 
treasurer. 

s Bernard Landau, importer of gems 
and precious stones at 608 Fifth Ave., 
New York, left June 27 for Europe to 
visit the precious gem markets. He 
plans to return in October. 

# Bulova Watch Co. honored 469 
long-term employees at the firm’s an- 
nual company dinner dance at the 
Waldorf-Astoria Hotel in New York 
June 5. Included were 10 men and 5 
women who have been with Bulova 
for 25 years, each of whom received 
a $500 savings bond. Engraved gold 
watches and service pins went to 68 
employees with 10 years each of ser- 
$100 savings bonds and ser- 


Jewelers, firm in 
N. Y., has opened a 


also in Binghamton. 
a Michael Grandon, owner of the 
Yonkers 
Jewelers Association. Directors: Louis 
Lenter, Murray Marot, William Roth, 
Peter Fisher, Seymour Rosenwasser. 

= Nicholas Ferazzoli, owner of Fer- 


‘| azzoli and Sons Jewelers in Fulton, 
| N. Y., has purchased Wells Jewelry 
| at 21 S. First St., Granby Center. 
| _@ F. & F. Jewelry in Port Jervis, 


N. Y., has been appointed an author- 
ized dealer regionally for Lenox 
China dinnerware and gift items. 

= The Maiden Lane Outing Club held 
its 36th annual outing this year at a 
new location—the Dellwood Country 
Club at New City, N. Y., in the heart 
of the Ramapo Mountains. Traditional 
outing site has been in Pleasantdale, 
N. J. In attendance were 98 members, 
19 guests. Door prizes were given to 
the winners of the athletic events. 
Robert W. Paul of the Jewelers Board 
of Trade was outing committee chair- 
man. 

= Frank Mastoloni, Jr., partner in 
Frank Mastcloni & Sons, New York 
importer of cultured pearls, is on a 
combined buying trip-honeymoon in 
Japan. He was married June 20. 

= Joseph Krauss, jeweler for 37 years 
in Pittsburgh, Pa., is retiring, will 
do extensive traveling. 

= New York office of Parker Pen 
Co. has been moved to 45 Rockefeller 
Plaza, Room 520, has combined facili- 
ties with Parker’s export office there. 


ql 

7 Tas 
Parker service facilities remain at 33 
W. 60th St. 
= Max Jacoby, president of Jacoby- 
Bender, Inc., has been appointed 
chairman of the jewelry group in the 
manufacturing division of the 1959 
appeal of the Greater New York 
Fund. 
s Shiman Manufacturing Co., Inc., 
and The Craft Co. have moved from 
Maiden Lane, where they have been 
located for 53 years, to their new 
sales office at 35 W. 53rd St., fourth 
floor. Nat Hayman and William Berg- 
ler are in charge. General offices and 
factory remain at 109 Monroe St., 
Newark, N. J. 
ws President R. H. Bernau of Forstner, 
Inc., Irvington, N. J., is currently on 
a 5-week vacation-business trip to 
Europe. 
=» Paul F. Taylor, since 1946 sales 
manager and buyer for Gorenflo Co., 
Michigan jewelry and silverware dis- 
tributor, has been named by Asso- 
ciated Merchandising Corp. in New 
York as merchandise representative 
for fine jewelry, watches, clocks, and 
silverware. 
ws Wilson’s Leading Jewelers in Syra- 
cuse, N. Y., has made four appoint- 
ments in executive personnel: Ken- 
neth Dix, to manager of Wilson’s 
Northern Lights branch; Henry J. 
Robedoux, to manager of the Shop- 
pingtown branch; Arnold S. Manheim, 
to credit manager of the downtown 
store; Dominick D’Augustino, to man- 
ager of the Shop City branch. 
= New Hermes Engraving Machine 
Corp. and its subsidiary, Hermes 
Plastics, Inc., have moved to a larger 
factory, at 154 W. 14th St., New 
York 11. Plant has new equipment, 
is air-conditioned. 
# Arlen Trophy Co., Inc., has moved 
all of its facilities into its bright new 
plant in North Plainfield, N. J. The 
1l-year-old firm is one of the largest 
trophy makers in the world. 
# Harry Cohen, 70, board chairman 
of A. Cohen & Sons Corp., large New 
York wholesale supply firm, died’ June 
27. He was the eldest son of Abraham 
Cohen, founder of the firm, had served 
as president. His two surviving broth- 
ers, Hyman and Samuel, are president 
and vice-president respectively. His 
son Melvin is treasurer and director 
of sales; son Charles is also with the 
firm. 
= Harry C. McCormack, 83, retired 
vice-president and manager of T. C. 
Tanke, Inc., Buffalo, N. Y.,’ jeweler 
and silversmith, died June 6. He had 
studied jewelry design and engraving 
in Paris, at one time operated his own 
store on Fifth Ave., New York. 
= Samuel Hawkes, 82, president and 
treasurer of T. G. Hawkes & Co., 
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pioneer crystal and glass maker and 
founder of Steuben Glass in Corning, 
N. Y., died June 26. 

= Robert Houghton, 73, assistant to 
the director of sales for U. S. Time 
Corp. in New York, died June 6. 
Houghton had been with the big watch 
firm since 1905. 

# Harry Shovitz, 70, jeweler for 35 
years with J. F. Appel Co., Lancaster, 


s Distribution has been made by the 
Manufacturing Jewelers & Silver- 
smiths of America, Inc., of its annual 
Buyer’s Guide. Copies of the Guide 
in Spanish, German and French have 
been sent to South America and Eu- 
rope. 

s Waltham Precision Instrument Co., 
firm formed in the division of Wal- 
tham Watch Co. two years ago, has 
sold its land and buildings to a New 
York realty investment group. 

= George Kane, salesman in New En- 
gland (and also in parts of New York 
and Pennsylvania) for Traub Manu- 
facturing Co., won an all-expense- 
paid vacation as top Traub Orange 
Blossom ring salesman. Kane lives in 
Bristol, Conn. 

= The annual summer outing of the 
Boston Jewelers Club, June 22, at 
Commonwealth Country Club, New- 
ton, Mass., attracted 100 members and 
guests. Golfing and bowling in the 
afternoon were followed by dinner 
and entertainment. Frank Gendreau 
organized the bowling tournament, in 
which Thomas Hagerty of Gordon 
Brothers won honors with a 118 score. 
Walter Haywood, also of Gordon 
Brothers, was in second place. Dar- 
win Neumeister, of Bigelow-Kennard 
Co., was chairman of the golf tourna- 
ment. Sydney D. Cook of A. Stowell 
Co. and a guest, William Clyde, tied 
for low gross score. E. Hatfield, an- 
other guest, took second place, also 
won the Charles Thomae annual 
trophy with low net score. 

# Mrs. Ella J. Bird of Needham, 
Mass., spoke on “Your Birthstone on 
Parade,” at the meeting of the East- 
ern Federation of Mineralogists and 
Lapidarists at the Sheraton - Plaza 
Hotel July 16-18. The New England 
Guild, American Gem Society, had a 
booth at the meeting, manned by reg- 
istered jewelers from Greater Boston. 
= Robert Swanson, jeweler in Arling- 
ton, Mass., was elected president of 
the New England Guild, American 
Gem Society, at the group’s annual 
meeting June 11 at the Hotel Com- 
mander, Cambridge, Mass. Mario Lo- 
pardo of Exeter, N. H., was named 
first vice-president; Basil Clair, New- 
ton, Mass., second vice-president; and 
Mrs. Ella J. Bird of Needham, Mass., 
secretary-treasurer re-elect. 
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Pa., died June 20. 

s John Horovitz, jeweler for 40 years 
in Pittsburgh, Pa., died in May. 

= Gustav Dorseln, 55, president of 
Victor’s Three D, Inc., findings maker 
in Wanaque, N. J., died June 14. He 
had worked for Gruen Watch Co. 

» John Thomas Fritts, 78, jeweler in 
Somerville, N. J., for 52 years, died 
in June. 








ENGLAND 


=» Henry A. Douglas, of Lowell, 
Mass., member of the board of direc- 
tors of the Horological Society of 
Massachusetts, moved recently to a 
new location at 15 John St., Lowell. 
= Materials, tools, and equipment of 
the late George Salisbury, engraver 
at 609 Jewelers Building, Boston, 
were purchased by Henry Kamlot, 
307-10 Washington Building, Boston. 
= Heywood B. Macomber, head of 
the diamond department at Shreve, 
Crump & Low, Boston, completed 50 
vears with the company July 12. 





= Henry L. Desjardins, jeweler in | 
Beverly, Mass., has changed his firm’s | 
name to Desjardins Jewelers, Inc. 
Desjardins will remain as president, | 


treasurer, and sole stockholder. No | 
are contem- | 


changes in personnel 


plated. 


= B. Horlink has opened a store at 


93 N. Main St., Randolph, Mass. 

= Rogers Jewelers, Concord, N. H., 
moved to a new store on Main St. in 
June, 


= Albert E. Bishop, owner of Bishop’s | 
Jewelry at 258 Maple St., Holyoke, | 
the past 14 years, has | 
moved to a new location at 280 High | 


Mass., for 


St. He has increased his selling space 


and has added new fixtures, new mer- | 


chandise lines. 

= Gem Jewelers, 243 Elm St., Somer- 
ville, Mass., recently moved to a new 
location, has added new radio, gift- 
ware, and appliance sections. 

= Gene Colmes, of Savoy Jewelry in 
Springfield, Mass., has remodeled his 
store. 

= The Tick-Tock Shop, 185 Bank St., 
Burlington, Vt., formerly an exclu- 
sive watch shop, is planning to add a 
line of jewelry. 

= John Frederickson, former partner 
in Vance-Buker Co., Quincy, Mass., 
has left the jewelry business, is now 
with the Wollaston Bank, Quincy. 

= Jerry Price, for many years in the 
jewelry business with the Rogers 
chain and with Gordon Brothers, Bos- 
ton, has opened Price Jewelers at 7 
Pleasant St., Malden, Mass. 

» Arthur Price, jeweler at 102 Elm 
Street, Westfield, Mass., died recently. 
= Richard H. Bauer, 80, president of 
Michaels-Bauer, Inc., downtown Prov- 
idence jewelry store, died June 30. 


TOP VALUES 
” Diamond 


WATCHES 


14K white gold 


with CRYSLER or 
NAME BRAND MOVEMENTS 
DIAMOND WATCH CASES 
To Fit Name Brand Movements 


DIAMOND WATCH ATTACHMENTS 


LOOSE AND MOUNTED DIAMONDS (22> 


AVAILABLE TO RATED JEWELERS 
ON 3 DAY MEMO. 
State Price Range Desired 


e 
7 & 17 JEWELED LEVER 
In all types of LADIES’ & MEN’S 
Watches 
THINNEST WATERPROOFS 
& AUTOMATICS 
. 
A BETTER QUALITY 
1-JEWEL PIN LEVER 
Promotional line in Ladies’ novelty & fashion styies 


Men's extra thin watches & alarm clecks 


CRYSLER fst 








to the NEW HOME OF 
JEWELRY DISPLAY IDEAS 
* WINDOW and SHOW CASE TRIMS : | 
* WINDOW and INTERIOR DISPLAYS 
e STORE FIXTURES * LOW, LOW one | 
See Us At Waldorf Show... Booth #30 


. @ 150 West 46th St., 
Edwin Freed in 


N. ¥. 36, Ci 5-3232 














BLACK STAR 
SAPPHIRES 
$1.25 per carat 
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Complete Memorandum service 
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Repair Service 


® Biock Opal ® Ruby 

® Stor Sapphire ® Emerald 

® Notural JADE © Cats Eye 

® Opal © Cultured Pearls 
© Amethyst ® Aquamarine 

® Topaz © Tourmaline 


PANTHER INTERNATIONAL LTD. 


21 West 47th Street 
New York 36, New York 
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MID 


s The Chicago Jewelers’ Association 
Golf Outing was held July 9 at Elm- 
hurst Country Club, Elmhurst, III. 
The chairman of the golf committee, 
Alvin A. Lauschke of Handy & Har- 
man, hosted 174 golfers, 57 additional 
dinner guests. 

= The Golden Roosters, 125 strong, 
enjoyed a roast beef dinner at Itasca 
Country Club, Itasca, Ill., on June 25. 
Group initiated 8 candidates into the 
Rooster Roost. Telegrams were read 
from Jack Prins of Son & Prins, who 
is visiting in Antwerp, and from Sieg 
Gottlieb of Fred Gottlieb & Co., vaca- 
tioning in Oslo, Norway. 

= Vincent Holthaus has been named 
manager of Levitt’s Jewelers, 111 S. 
Broadway, Wichita, Kan. He has been 
assistant manager of the store since 
1953. In earlier days, Holthaus won a 
music scholarship at Wichita Uni- 
versity, worked on the music staff of 
a local radio station, played drums in 
the pit orchestra at the Orpheum 
vaudeville theatre. 

ws Wallace A. Kempen has bought the 
interest of his partner, Walter R. 
Klapperich in the jewelry store at 609 
River St., Ontonagon, Mich. New 
store name is Kempen’s Jewelry 
Store. 

= J. Speed Reid, former president of 
Burton M. Reid Corp. in Springfield, 








FIT-RITE WATCH CASE CORP. 


141 WOOSTER STREET 
NEW YORK 12, N. Y. 


Announces that it has purchased from 
Hilton Watch Co., 
granted the exclusive license to manu- 
facture and sell the Missile Watch Case 
in the United States. 


Hilton Watch Co., iInc., is 
the owner of the Missile 
Watch Case design patent 
number 184270, registered 
in the United States Patent 
Office. 


Hilton Watch Co., Inc., 
Watch Case Corp. will take all mea- 
Sures necessary to protect their re- 
spective rights under the patent for the 
Missile Watch Case. 


Fit-Rite Watch Case Corp. 
solicits orders for immedi- 
ate delivery of the Missile 
Watch Case. 


Inc., and has been 


and Fit-Rite 











“WEST 


Ohio, has been named to the Spring- 
field Zoning Board of Appeals. His 
appointor: Mayor Lester E. Collins, 
erstwhile president of Burton M. 
Reid. 

ws Wayne C. Castle has sold Castle’s 
Jewelry in Niles, Mich., to Black- 
mond’s Jewelry Co., Inc., an associate 
of the Fox Jewelers store chain, 
which operates nine stores and a 
wholesale jewelry firm in Michigan, 
maintains a diamond buying office in 
Antwerp, Belgium. Alex Wolvos will 
become manager of Castle’s. 

# Elaine Link, executive with George 
Z. Lefton, Importers, Chicago, re- 
turned recently from a 24,000-mile 
business-with-pleasure junket through 
Japan and Korea. Miss Link noted 
that the Japanese hold American busi- 
ness in high regard. Lefton is pres- 
ently expanding its operations. 

a J. A. May Jewelers in Farmington, 
N. M., recently tripled its display 
space, installed air conditioning and 
new lighting, added several gift lines. 
es M. L. Haines, long-time Lewiston, 
Idaho, jeweler, has repurchased the 
Diamond Shop at 624 Main St. Haines 
opened the store in 1926, sold it to 
John Matlock and Lloyd Ravneberg 
in 1949. Son R. L. Haines has joined 
the business. 

= Leonard Winchell of Crawfords- 
ville has been appointed to a seat on 
the Indiana State Board of Exam- 
iners in Watchmaking. He replaces 
Raymond B. Medlock of Clinton. 

=» Hollis McCabe, formerly with 
Grant Jewelers in Grand Junction, 
Colo., has purchased a jewelry store 
in Hotchkiss, Colo. 

= Fred Merryfield has been named 
manager of the Lewiston, Idaho, 
branch of Weisfield’s Jewelers. He 
succeeds Michael Alesko, who has 
been transferred to the chain’s Med- 
ford, Ore., store as manager. 

# Boris Litwin, vice-president of Lit- 
win & Son, Inc., Cincinnati jewelry 
manufacturer, has been appointed to 
the Personnel Security Board of the 
Cincinnati region of the Atomic 
Energy Commission. He will assist 
AEC officials in hearings on security 
clearance cases. 

= David Brown has joined Victor 
Corp., Cincinnati diamond ring firm, 
as Midwest sales representative. 

= Max Davis, owner of Max Davis 
Jeweler in the Westgate Village Shop- 
ping Center, Toledo, Ohio, has been 
elected president of the Westgate Vil- 
lage Merchants Association. 

# Traub Manufacturing Co., maker 
of Orange Blossom diamond rings, re- 
cently presented diamond tie tacks to 
sales representatives Robert A. John- 
son and Nelson M. Kast for outstand- 
ing achievement in sales during the 
first half of 1959. 

= To celebrate the annual Coshocton, 
Ohio, Day, local jeweler Raymond 
Hay sent two brass monkeys into 
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“outer space” in a toy balloon, offered 
a watch to the finder of the monkeys 
when and if they landed, drew record 
crowds of shoppers. At last year’s 
event Entrepreneur Hay dropped a 
Wyler watch from the top of his store 
building, stopped traffic for blocks. 

e W. A. Sheaffer Pen Co. recently 
re-elected all its officers and directors 
to new terms. C. R. Sheaffer is board 
chairman. 

# Fashion Jewelry, Inc., Springfield, 
Ill., has opened a wholesale outlet in 
the Kahn Building, Indianapolis, Ind. 
John Beers will manage the new office. 
= Fred J. Heldmeyer, 69, president 
and general manager of Heath Jew- 
elry Co. since 1915, died June 3. 

# Joseph P. Denish, 53, diamond set- 
ter for 28 years in Cleveland, Ohio, 
died June 21. 

# Joseph Pokrass, 76, wholesale jew- 
eler for 30 years at 5 S. Wabash Ave. 
in Chicago, died in June. 

# Mrs. Edna Zumstein Herschede, 73, 
wife of Lawrence D. Herschede, chair- 


THE 


ws Norbert Roman of Norberts Jewel- 
ers in Richmond, Va., was elected to 
the executive committee recently of 
the Hull Street Merchants Association 
in Richmond. 

es A. L. Hipp, Jeweler, reopened in 
June on Washington St. N.E., Hunts- 
ville, Ala. Remodeled store is com- 
pletely air-conditioned, has a bride’s 
shop and a gift shop. 

s James Monahan, Miami regional 
sales manager of Emmons Jewelers, 
Inc., 12-state costume jewelry chain 
firm, was host in June at a two-day 
Emmons seminar on sales and man- 
agement. Emmons managers and 
fashion show directors from Georgia, 
Florida, Alabama, North Carolina and 
Texas attended the event, at the Eden 
Roc Hotel in Miami Beach. 

ws Walter Bell Co., distributor of 
jewelry, silverware and allied appli- 
ance lines in Washington, D. C., has 
moved from 514 10th St. N.W. to a 
new three-story building at 1501 14th 
St. N.W. 

« J. Sam Robin, former operator of 
Jay’s Jewelers in Winston-Salem, 
N. C., was recently named branch 
manager of Cohen-Robin’s in the 
Northside Shopping Center near Win- 
ston-Salem. 

es Hughes Jewelry in Spencer, 
W. Va., has moved from 413 Market 
St. to new quarters on Main St. Own- 
ers are Bill and Russell Hughes. 

ws Norman’s’ Jewelers, 14-year-old 
jewelry firm at 252 Third St., Baton 
Rouge, La., has opened a branch store 
in Westmoreland Center. Owner is 
Norman Mendelsohn. 
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man of the board of Frank Herschede 
Co. in Cincinnati, died July 2. Two 
sons, Frank C. Herschede and Mark 
P. Herschede, are treasurer and presi- 
dent respectively of the prominent 
jewelry firm. Mrs. Herschede was the 


daughter of the founder of Yellow | 


Cab Co. 
= Benjamin Frumess, 


80, Russian- | 


born Colorado jeweler for more than | 
55 years, died June 16. He had for | 


the past 12 years operated a summer 
jewelry and curio shop in Estes Park, 
Colo. 

= James B. Johnson, 105 - year - old 
father of Jesse Johnson, co-owner of 
Johnson Jewelers in Terre Haute, 
Ind., died June 19. 

= Ben Pollock, 75, owner of Pollock’s 


Jewelry in Whiting, Ind., for 40 years, | 


died June 10. 
# Theophilus S. Biggs, 72, Terre 
Haute, Ind., jeweler for more than 
one-half century and long-time mem- 
ber of national jewelry organizations, 
died June 14. 


OUTH 


= Bobby Greene, native of Valdosta, 
Ga., has been appointed manager of 
the Valdosta unit of Duval Jewelry 
Co. He succeeds Oscar Dursse, who 
is returning to Orlando, Fla. The 
Duval chain comprises 19 stores, 18 
of them in Florida. 

es Hutzler Bros. in Baltimore, 
has transferred Margaretha Schultz 
from assistant buyer to its section 
supervisory staff. At Hutzler’s Wesi- 
view branch store, Helen Montgomery 
has been promoted from sales to sales 
sponsor of various departments. 

= Lovvorn Jewelry has opened on 
Newnan St., Carrollton, Ga. Owner- 
operator in Herman Lovvorn. 

= W. L. Garrett, 55, sales representa- 
tive for Harry Greenwold, Wallen- 
stein-Mayer Co., Cincinnati, died June 
21. 

= Samuel N. Halpert, 74, owner of 


Halpert Jewelry Co. in Miami, Fla., | 


died June 29. He established his store 
at 140 N. E. Second Ave., in 1933. 

= Nelson R. Bodnick, 47, owner of 
National Jewelers at 1315 E St. NW, 
Washington, D. C., died June 21. He 
was a graduate of National Law 
School in Washington. 

= Thomas Folsom Beckner, 80, dean 
of Johnson City, Tenn., businessmen 
and owner of 73-year-old Beckner’s 
Jewelers, died recently. 

= Mrs. William G. Frasier, Sr., wife 
of the one-time president of the Amer- 
ican National Retail Jewelers Asso- 
ciation, died June 12. Her son, Wil- 
liam G. Frasier, Jr., operates Jones & 


Frasier Co., 73-year-old firm in Dur- | 


ham, N. C. 
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Made in Italy, these distinc- 
tively different Watch Straps 
taper to 1/2” buckle. Avail- 
able in 5/8, 11/16 and 3/4” 
end widths in Egg Shell, Rust, 
Brown and Tan. 
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Your Cost 
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Ship to: 
Name 
Address 
City 





























IN NEW ORLEANS 
ANTIN’S WILL PAY 
MORE FOR YOUR 


Antique Jewelry 


because Antin's is located in a 
city that has for several centuries 
specialized in Antique Jewelry, 
Fine Silver and Objects of Art. 
p> New Orleans is a “ready mar- 
ket". Convention Visitors crowd 
this city daily. They look for 
antique items and buy them, too! 


Watches Wanted—Any Make or Age 


Highest prices are paid for Antique 
Jewelry, Watches, Platinum, Dia- 
monds, Sterling, etc. Your package is 
kept aside, for 10 days, subject to 
your approval of our remittance. 


Ref: Dun & Bradstreet; Whitney National 
Bank, Morgan Branch, New Orleans, La. 
Jewelers Board of Trade 


ANTIN'S 


Antiques and Antique Reproductions 


114 Baronne Street 
New Orleans 12, La. 
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ws Ingram’s Jewelry in Del City, 
Okla., recently moved into the new 
Del Crest shopping center. Feature 
of the opening was a contest in which 
visitors were invited to guess the 
number of watch screws in a thimble 
on display in the store’s display win- 
dow. First prize was a Bulova watch. 
The store is operated by Mr. and Mrs. 
Dave Ingram. Ingram is a past presi- 
dent of the Oklahoma City Watchmak- 
ers’ Guild. 

= Rainwater Jewelry in Sapulpa, 
Okla., will move soon to 110 E. Dewey 
St. Building is being redecorated and 
remodeled, will more than double the 
firm’s present floor space. 

ws Johnson’s Credit Jewelers in Chick- 
asha, Okla., has moved to 414 Chick- 
asha Ave. Building was formerly oc- 
cupied by Frye’s Jewelry. Johnson’s 
Jewelry is operated by Jack and Freda 
Johnson. 

= The 38th semi-annual Allied Gift 
and Jewelry Show will be held in Dal- 
las, Tex., at the Adolphus hotel, Sept. 
6-10. Some 200 jewelry exhibitors 
will participate in the show. 

= Joe Blum, former manager of a 
jewelry store in Lubbock, Tex., is new 
manager of Drake Jewelry and Gift 
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Store, 214 E. Grand St., Ponca City, 
Okla. Blum has been associated with 
stores in Oklahoma City and Enid, 
Okla. He replaces Lynn Burrow. 

= Larry Burk, former manager of 
Leavitt’s Jewelry in Wichita, Kan., 
recently became manager of Hart- 
well’s Jewelry in Oklahoma City, 
Okla. Burk had worked for Corri- 
gan’s in Houston. New assistant man- 
ager of Hartwell’s is Jerry Klein. 

s TOLA Tumbleweeds, Southwestern 
Gift and Jewelry Travelingmen’s As- 
sociation, will hold a cocktail party 
for members and guests at the Baker 
Hotel in Dallas on Sept. 6. 

« A film from the Watchmakers of 
Switzerland on the self-winding watch 
was shown at the June meeting of the 
East Texas Watchmakers’ Guild No. 
18, held at Dove’s in Tyler. 

= Frye’s Jewelers in Chickasha, 
Okla., recently moved from 414 Chick- 
asha Ave. to 408 Chickasha Ave. Paul 
J. Miller, owner of Frye’s Jewelers, is 
secretary of the Oklahoma Retail 
Jewelers Association. 

s Neal’s Jewelry in Chickasha, Okla., 
operated by Mr. and Mrs. William 
Magid, recently presented its annual 
award to student Phyllis Swarts of 
Oklahoma College for Women in 
Chickasha, in recognition for leader- 
ship, scholarship and character. Miss 
Swarts received a wrist watch. 

= Edward E. Manning has been pro- 
moted to manager of the Highland 
Park branch store of Everts Jewelers, 
Dallas, Tex. 

ws E. Parke Sellard, owner of two 
jewelry stores in Gallup, N. Mex., has 
opened a branch store and gift shop 
in Jay shopping center. John Meick 
is store manager. 

= Waters Jewelers has opened in the 
Town and Country Village Shopping 
Center in Fort Worth, Tex. Owners 
are Mr. and Mrs. Travis E. Waters. 
es Feder’s Jewelers at Texas Ave. 
and Stanton St., El Paso, Tex., has 
added a complete bridal shop. Veteran 
bridal consultant Mrs. V. Stuart is 
in charge of the new addition. 

= Norwood D. Cooper, watchmaker in 
Katy, Tex., and charter member of 
the Capitol Area Guild of the Texas 
Watchmakers Association, died re- 
cently. 

= Gustave Adolphus Holmberg, 72, 
jeweler in Fort Worth, Tex., died in 
June. 

= Construction has started on the 
$250,000 Marshall Foundation build- 
ing on University Square Tucson, 
Ariz., which will house University 
Jewelers and a restaurant. Ruth 
Cook is proprietor of the jewelry 
firm, which she has operated since 
1951 in two downtown-Tucson loca- 
tions. 
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ws Jack Kay & Sons, distributor of 
silverware, cutlery, housewares, has 
moved into new, larger quarters at 
1301 S. Hope St., Los Angeles. Free 
parking is available next to the show- 
rooms. Officers of the firm: Jack Kay, 
president; Aaron Kay, vice-president; 
Aaron Stone, sales manager; Saul 
Kay, merchandise manager. The firm 
was recently appointed agent for Sun- 
beam appliances and distributor for 
Sunbeam shavers and clocks. 

= Earle Ousley of 220 W. Fifth St., 
Los Angeles, has added a complete 
repair service for the trade, including 
diamond setting and watch repairing. 
He had specialized only in precious 
jewelry polishing. William O’Dell 
was recently appointed to contact and 
service the trade in the outlying areas 
of Los Angeles County. Pickup and 
delivery service has also been added. 
# Ann Marin of 220 W. Fifth St., 
Los Angeles, direct factory distribu- 
tor for Genuine Anniversary pearls 
and necklaces, is now distributing 
Pearl Care, a cleaning solution, in 
Southern California. 

= In this year’s annual trek south of 
the border by California jewelry fish- 
ing enthusiasts were Aaron Thorne, 
western sales manager for Benrus 
Watch Co. in Los Angeles; Jack 
Levine of Gem Jewelers chain in 
Southern California; Victor Graber 
of Crescent Jewelers chain in North- 
ern California; Sam Thorne, operator 
of watch and jewelry repair services 
throughout Northern California’s mil- 
itary installations; and William Pitt, 
president of National Watches, Inc. 
Group stayed at the beautiful Pierre 
Marques in Acapulco, landed 17 sail- 
fish in three days. 

a Gay’s Jewelry, 1337 Highway 101, 
Del Mar, Cal., has been opened by 
Arthur P. Gay. Gay has been asso- 
ciated with a jewelry firm in La Jolla 
for the past two years. Previously he 
operated the Arizona Institute of 
Horology in Phoenix. He will special- 
ize in watch and clock repairing. 

# Del Paso Jewelers at 2324 Del Paso 
Blvd., North Sacramento, Cal., has 
been reopened by Mr. and Mrs. Joseph 
Parisi. 

= Mr. and Mrs. William D. Johnson 
have sold their jewelry shop at 218 
Marine Ave., Balboa Island, Cal., to 
Mr. and Mrs. Charles Barr. 

= Mr. and Mrs. Haskell W. Guthrie 
closed their 12-year-old jewelry store 
in Paso Robles, have opened a new 
store at 779 Higuera St., San Luis 
Obispo, Cal. 

= The Western Association of Jew- 
elry Manufacturers’ Representatives 
has published a directory of its mem- 
bers and their lines. Booklet carries 
individual page listings for all mem- 
bers, provides an alphabetical list of 
130 lines of fine and costume jewelry, 
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materials, supplies, related items. 
Copies are being sent to all whole- 
salers in territory covered by Asso- 
ciation members, which stretches from 
the Pacific Coast east to the Rocky 
Mountains, partly into Texas and 
Louisiana. Officers of the Associa- 
tion: Mori Basch, president; Harry 
Beatty, vice-president; Lou Kay, as- 
sistant secretary; Irving Keyser, 
treasurer; William Kay, secretary. 
Offices are at 607 S. Hill St., Los An- 
geles. 

= Dick Suttle, who had been in the 
jewelry business in San Bernardino 
for the past 26 years, has opened a 
new store on Green and F Sts., Te- 
hachapi, Cal. 

s First meeting of a newly formed 
Northern California Guild of the 
American Gem Society will be held 
Sept. 9 at the Bellevue Hotel in San 
Francisco. First step in the forma- 
tion of the new group took place ear- 
lier this year at the AGS Conclave 
in Los Angeles, when Jesse Linzer of 
Van Craeynest & Linzer, San Fran- 
cisco; Ed Grebitus, Sr., and Ed, Jr., 
of Edwin A. Grebitus & Son, Sacra- 
mento; Walter Genuit of Arthur 
Glick Jewelers, Stockton; Fred Herz 
of R. Herz & Bros., Reno; and Arthur 
Gleim of Palo Alto got together to 
formulate plans. Specifics were ar- 
ranged at a May meeting with Lin- 
zer; Gleim; Al Gray of Herbert & 
Rohrer, San Rafael; Lee Frank of 
Otto E. Frank Co., Berkeley; William 
Byrd of W. R. Burke Co., Berkeley; 
Deran Dee, Lodi; and Bob McLaugh- 
lin, Petaluma. Group plans to meet 
four times each year, on the third 
Wednesdays of January and April, 
the second Wednesdays of September 
and November. There will be short 
laboratory sessions, at which only 
one stone will be studied per meeting. 
Discussions on the agenda include re- 
tailing, appraisals, precious stone in- 
struction. 

# Albert Goldhagen, owner of Harbor 
Credit Jewelers, 1330 Washington St., 
Oakland, Cal., will open a_ second 
store in September at 430 14th St. in 
Oakland. Name will be Albert’s Jew- 
elers. 

= Gus Levy of Alameda Jewelers, 
with stores at 1407 Park St. and 2237 
S. Shore Center in Alameda, Cal., has 
been elected president of the Alameda 
Chamber of Commerce for 1959-60. 

= Otto Frei, wholesale jewelry and 
watchmakers’ supplies firm at 1419 
Broadway, Oakland, Cal., has ap- 
pointed Roy Serdahl to represent the 
firm in Northern California. Serdahl 
succeeds the late Charles Ludlow, who 
died May 9. 

= Crossley’s Jewelry, 6824 La Tijera 
Blvd., Los Angeles, has been pur- 
chased by William D. Hanson and 
Marjetta Maitland. 
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JEWELRY, CHINA 
OBJECTS D'ART 


AUCTION 
SERVICE 


Experience is the hall-mark 
of the times. 


Our services are being put to use 
for firms like the Partridge Jewelers, 
Burwell, Neb., population 1400; 
The six leading jewelers of St. 
Louis, Mo., all in one big group 
auction sale in 1932; Feagans Com- 
pany, Los Angeles, with cash re- 
sults of $1,411,000 to complete 
their liquidation; Geiger & Ament, 
Louisville, Ky., one of the nation’s 
best firms; The George W. Heffer- 
nan close-out in 1958, a store carry- 


ing normally $500,000. 


One Close-Out After The 
Other For 1959 


Down To Key In The Door 


MIGHTY 
MAN 

‘0’ THE 
HAMMER 


AMERICA'S BEST KNOWN 
JEWELRY AUCTIONEER 


It affords me much pleasure, wrote George 
W. tleffernan of Memphis, Tennessee, to 
recommend Thomas J. Faussett of Howell, 
Michigan, as a high class auctioneer for 
high class jewelers who are about to 
retire as I did. 

First of all, he is honest, enjoys a fine 
reputation, is a man of great talent and 
has had a vast experience in liquidating 
fine stores. He is trustworthy in every 
way and highly regarded by the top men 
of the trade in America. Our sale was 
attended by the elite of the city who fell 
in love with him the very first session of 
our sale. 

This auction started on January 8 and 
ended January 31, 1958. I was well pleased 
with the results. Working the sale en- 
tirely alone, he disposed of the balance 
of our stock, consisting of Diamonds, 
Solid Gold Jewelry and Platinum Goods 
and Fixtures. 

We are sure if you contemplate liquidat- 
ing a fine store that it will pay you to 
have a conference with Mr. Faussett.— 
G. W. Heffernan, 4115 Poplar Ave., 
Memphis, Tennessee. 


Forty years an advertiser with this, the 
oldest jewelry trade journal in America. 


THOMAS J. FAUSSETT 
921 FLEMING STREET 
HOWELL, MICHIGAN 





Executive Appointments 





Milton H. Putterman 


Milton H. Putterman has been 
named vice-president in charge of 
manufacturing at the mid-Man- 
hattan headquarters of Benrus 
Watch Co. He joined the firm at 
the age of 17, some 23 years ago. 
Harry T. Silverman has been 
elected to succeed Bret C. Neece 
as president of Landers, Frary & 
Clark. Silverman currently is 
president of the recently-acquired 
Landers subsidiary, Landers, 
Plume & Atwood Corp., Thomas- 
ton, Conn. Silverman was also 
elected to the board of directors 
and to the board’s executive com- 
mittee. 

C. Howard Pease, assistant to the 
chairman of the board of Avco 
Manufacturing Corp., has joined 
Schick, Inc., as a vice-president 
and general manager of Schick 
Service, Inc. Pease had been with 
Schick Service, left in 1954 to 
become general manager of Bul- 
ova’s electric shaver. division, 
later joined Avco. 


ot Howard Ponce 


Allan M. Fox 


Allan M. Fox has been named 
vice-president and director of pur- 
chasing for all Benrus Watch Co. 
plants in the U. S. He has been 
with the firm for 23 years. 

Bret C. Neece, president of Lan- 
ders, Frary & Clark in New Brit- 
ain, Conn., since 1952, was elected 
chairman of the board at a direc- 
tors’ meeting in June. Neece has 
been with the home appliances 
firm since 1923, had been vice- 
president, general sales manager. 
Armand E. Rivchun has_ been 
named head of advertising and 
sales for DeJur Am-Sco Corp., 
maker of home movie cameras and 
projectors, electronic devices and 
Triumph typewriters. 

William E. Koch has been ap- 
pointed vice-president for market- 
ing for the watch division of EIl- 
gin National Watch Co. Koch 
started 17 years ago setting tiny 
jewels in Elgin watches, became 
a salesman in 1946, had been na- 
tional sales manager since 1958. 


William E. Koch 
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News of Personnel 





Al Seiman has been appointed Man- 
hattan and Bronx representative of 
Maiden Lane’s Berwin Jewelry Co. 


Richard Knealing will cover North 
Dakota, South Dakota, Montana, Ne- 
braska and Wyoming for Kirchner 
and Renich, Minneapolis diamond im- 
porter. He will make his headquarters 
in Rapid City, South Dakota. 


Zippo Mfg. Co. has appointed John 
E. McMahon of Seattle, district sales 
manager of Washington, Oregon and 
Idaho. McMahon was formerly with 
Mayer Bros. and Simon Golub & Son, 
jewelry wholesalers. 





. - 
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Richard Knealing John E. McMahon 





James J. Lazarus 


Marvin Porter 


Marvin Porter has been appointed 
southwestern sales representative for 
Jayposon Charm and Jewelry. 


James J. Lazarus, son of L & R 
Mfe. Co.’s president, Max A. Lazarus, 
will soon join the Arlington, N. J., 
firm. Young Lazarus is a graduate of 
the University of Virginia. 


Ben Matican has been appointed 
general sales manager of English 
Silver Mfg. Corp. He was formerly 
with National Silver Co., F. B. Rog- 
ers Silver Co. and Lancaster Silver 
Co. He will make his headquarters 
at English Silver’s showrooms, 366 
Fifth Ave., New York. 


Ted C. Eberts has been appointed 
southern California district sales 
manager for Hamilton Beach Co., di- 
vision of Scovill Mfg. Co. He will 
make his headquarters in Los 
Angeles. 


Edward S. Paige has been named 
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sales representative for Ralph W. 
Biggs Mfg. Co., a_ subsidiary of 
Hamilton Watch Co. He will cover 
the Midwest. 


J. Warren Robinson has recently 
joined the sales force of Moore-De- 
Grazier Co., Dallas diamond and 
jewelry importers. He is a graduate 
of the Gemological Institute of 
America. 





Irv Eaton 


Howard Ball 


John Schmeid 





Howard Ball is retiring as north- 
western representative of Granat 
Mfg. Co., San Francisco stylist and 
manufacturer of diamond rings. His 
territory will be covered by Irv Eaton. 


Croton Watch Co. has announced 
that former sales representative John 
Schmeid will soon be covering his 
Wisconsin territory once again. Prior 
to his retirement last year, Schmeid 
had been with Croton for 20 years. 





Holzer Watch offers 


Universal Geneve line 


Holzer Watch Co., Inc., New 
York, has been appointed sole U. 8. 
distributor for the Swiss-made 
Universal Geneve watch line. 

Universal Geneve will offer the 
world’s thinnest men’s automatic 
waterproof models, says Holzer 
President Julian R. Holzer, and 
will feature high-style ‘“Fascina- 
tion” ladies’ watches. 

All watches will be sold on an 
exclusive franchise agreement, Hol- 
zer notes. Dealers will get adver- 
tising support, full profit. 
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Complete promotion kit backs 
‘Travel On‘ consumer contest 


A pre-packaged advertising kit to 
back up its recently announced 
“Travel On” contest is available from 
1847 Rogers Bros. 

The kit includes a chest display, 
window banners, travel posters, con- 
sumer leaflets, newspaper mats, con- 
test entry station and lapel tags. 

The contest, which will run through 
November 30, features a grand prize 
of a paid vacation for two each year 
for five years. It will go to the con- 
testant who, in the opinion of the 
judges, best describes the new “Re- 
flection” pattern by completing a 
given rhyme. Bonus prizes will be 
awarded to winners who purchase flat- 


ware sets. In addition, special prizes 
will be awarded sales personnel who 
sell sets to the winners. 

The contest will be backed with ads 
in Life, McCall’s, Look and This Week 
magazines. 

Contact 1847 Rogers Bros. division 
of International Silver Co., Meriden, 
Conn. 


Speidel's display comes with 
back-up stock of 29 men's sets 


Speidel’s new men’s jewelry mer- 
chandiser displays 13 tie bar-cuff link 
sets and comes with a back-up stock 
of 29 sets. 

Contact your Speidel distributor. 
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Pearls and karat gold highlight 
imperial Pearl's fall collection 


The peek-a-boo- 
ing girl, left, is 
wearing a _ selec- 
tion of jewelry 
from _ Imperial 
Pearl Syndicate’s 
new fall collec- 
tion. 

Her 14K gold 
loop necklace has 
a strand of 5 mm 
cultured pearls 
entwined. 

Her’ earrings, 
pin and bracelet 
feature cultured 
pearls on a gold 
filled background. 


New catalogue lists engraving 
attachments and accessories 


A 20-page catalogue designed to aid 
engravers in the selection of attach- 
ments and accessories is available 
free from H. P. Preis Engraving Ma- 
chine Co. 

Items such as cutter grinders, elec- 
tro-markers, adjustable copy holder 
units, single copy slides, tracing styles 
work holding devices, master index 
fixtures, cutters, collets, master copy 
type and stock master templates are 
listed. 

Contact H. P. Preis Engraving Ma- 
chine Co., 237 Industrial Branch, U. 
S. Highway 22, Hillside, N. J. 


Westclox display pushes series 
of new ladies’ watches: ‘Ballet’ 


Westclox’s modernistic display 


holds five new “Ballet” women’s 
watches. 

Unit measures 16% 
and 10% inches high. 

The new “Ballet” watch is shock 
resistant and has an _ unbreakable 
mainspring. It comes with a suede 
or nylon cord strap or an expansion 
band. $16.95 retail. 

Contact Westclox division of Gen- 


eral Time Corp., LaSalle-Peru, II. 


inches wide 


Pictures, records included in 
Fiex-Let's Pat Boone package 


A complete promotion package, in- 
cluding autographed pictures and 
phonograph records to give free 
to customers, will back up Flex-Let’s 
new “Pat Boone” jewel boxes. 

Counter cards, newspaper mats and 
a four-color window display are also 
included in the package. 

Said to be especially designed for 
the teen-age market, the jewel boxes 
are available in six styles and in a 


" Hi Gang. 


‘er the Ragthveae brat Beves 


JEWEL BOXES 
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variety of leathers and velvet interi- 
ors. Four styles are designed for girls, 
two styles for boys. All styles retail 
from $3.95. Each jewel box has a re- 
production of Pat Boone’s signature 
on the bottom. 

Contact Flex-Let Corp., 580 Fifth 
Ave., New York. 


L & R says new unit offers 
instantaneous demagnetization 


L & R says its new electronic de- 
magnetizer assures instantaneous and 
positive demagnetization. It is, L & R 
claims, the most powerful demag- 
netizer ever built. $27.50. 

From your watch materials dis- 
tributor. 
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TV star Dick Clark is new 
salesman for A. H. Pond Co. 


Robert A. Pond, president of A. H. 
Pond Co., recently welcomed a new 
salesman. (In photo, above, Advertis- 
ing Manager A. W. Doolittle, left, and 
Vice President R. O. Beadel watch 
the welcoming.) He is TV star Dick 
Clark. 

Pond Co., manufacturer of Keepsake 
and Starfire diamond rings, announced 
that it would help sponsor Clark’s 
Monday through Friday TV _ show, 
“American Bandstand.” Clark, Pond 
said, will personally describe the 
qualities of Pond rings to his young 
followers. His show is said to have 
more than 20 million viewers. 

For dealer tie-in, Pond is offering a 
“Dick Clark Promotion Kit” that in- 
cludes newspaper mats, display cards, 
streamers and ring box cards. Auto- 
graphed photos are also available. 

Contact A. H. Pond Co., Inc., Syra- 
cuse 2, N. Y. 


New Zodiac watch display has 
translucent enamel nameplate 


Zodiac’s new counter and window 
display features a translucent gold- 
on-white enamel nameplate and ma- 
neuverable Lucite watch holders. It 
is accented with a violet baseboard. 

Contact Zodiac Watch Co., 15 W. 
44th St., New York. 


Bell & Howell to sponsor six 
hour-long documentary shows 


Bell & Howell recently signed an 
agreement with the CBS television 
network for co-sponsorship of six 
special hour-long documentary shows, 
all of which will preempt prime 
week-night time slots. 

The programs will be similar to 
the company’s “Why Berlin?” show 
that was seen in May. The shows are 
scheduled for October, November and 
December of 1959, and April, May 
and June of 1960. 
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Forstner says its key pitch 
is no curve—it's a ‘Screwball’! 


Forstner calls its new sterling silver 
key rings “Screwballs.” 

“Screwballs” are supplied on a 
“Have Key, Will Travel” display. 
Each is individually gift boxed. 

Keys are attached to the ring by 
unscrewing one end ball. The ‘Screw- 
ball” key ring comes with a charm 
attached. 

Contact your wholesaler or Forst- 
ner, Inc., 646 Nye Ave., Irvington, 
N. J. 


Admark brings scarab-adorned 
‘Egyptian’ back to RJA show 


Wearing a smile and some scarab 
jewelry, Admark’s Egyptian-clad 
walking display will once again be 
back at the New York RJA show 
(Aug. 9-13). 

It’ll be a return engagement for the 
exotic-looking female who will have a 


mone om — > . 


scarab gift for all Admark customers. 
She will also introduce a new line of 
Admark scarab pins. 

A catalogue of scarab jewelry is 
available from Admark, 714 Sansom 
St., Philadelphia. 


Free booklet covers techniques 
of rhodium plating processes 


Rhodium Electroplating Processes, 
a 20-page illustrated booklet that tells 
how to use rhodium electroplate’s 
decorative properties in quality 
jewelry applications, has_ recently 
been reprinted by Sel-Rex Corp. 

Contact Sel-Rex, Nutley, N. J. 


K & B electric display changes 
its message automatically 


A new electrical display that auto- 
matically changes its message is avail- 
able from Karlan & Bleicher, Inc. 

“Remount your old rings,” says the 
first part; “to look new and modern,” 
says the second. The first part of the 





message is “wiped out” by the second 
part, but reappears in two seconds to 
start another cycle. 

The optical-illusion-like change is 
designed to attract and hold the cus- 
tomer’s eye. The message in the dis- 
play can be replaced and K & B says 
it will supply new ones from time to 
time. 

Contact your wholesaler. 


Dennison's Kreisler box wins 
award at box maker's show 


A first award in the classification of 
personal accessory boxes was given to 
Dennison Mfg. Co., Marlboro, Mass., 
at the recent National Paper Box 
Manufacturer’s Association conven- 
tion. 

The box that received the award 
was made for Jacques Kreisler Mfg. 
Corp. of North Bergen, N. J. 

The winning design is made from 
extra heavy forms and has a spring 





joins two opposed 
bevelled trays. It is decorated with 
embossed gold leaf and lined with 
satin and velour. 


hinge which 





Aluminum rack display holds 
variety of luggage styles, sizes 


The manufacturer of “Moulded 
Curvette,” ‘‘Skycruiser,’’ “Silver 
Zephyr,” “Continental,” and “Rolite” 
luggage is offering this luggage rack 
which, it says, can be used as a com- 


plete luggage department in itself. 
It is free with an assortment of cases. 

The rack is made of polished alumi- 
num and holds 15 to 20 pieces. All 
luggage comes with a five year guar- 
antee certificate. 

Contact Ever-Wear Trunk Works, 
Inc., 1210 S. Morgan St., Chicago. 


Kirk offers promotion kit for 
coordinated sterling patterns 


Samuel Kirk & Son, Inc., having 
recently introduced sterling patterns 
to match existing china and crystal, 
is now offering a promotion kit to 
back up the coordinated table settings. 

The kit includes display racks for 
matching silver, china and crystal; 
ad mats; press releases; radio and 


television spot announcements; and 
tie-in literature. The display racks, 
made of Lucite, can be used with ary 
of the 18 Kirk patterns and a large 
number of matching crystal and china 
combinations. 

Contact Samuel Kirk & Son, Ince., 
Kirk Ave., Baltimore. 
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Men's birthstone sets backed 
with two-color calendar display 





Anson’s two-color easel display fea- 
tures a simulated ruby stone mounted 
over a calendar illustration. The 
months of the year and their birth- 
stones are also on the unit. 

The display is free with unit 43/60 
which consists of two dozen cuff link- 
tie clip sets with birthstones and a 
kit of 48 assorted birthstones. The 
unit has a total retail value of $123. 
The birthstones are mounted by press- 
ing into place. No tools are necessary. 

Contact your Anson distributor. 


Console electric chord organ 
introduced by Audion: $10 


A console electric chord organ that 
retails for $180 has recently been in- 
troduced by American Audion Corp. 

The organ features a full three- 
octave keyboard with standard sized 
keys, a “Chord Player” that supplies 
major and minor chords and Audion’s 
exclusive “Rhythm Bass” device. 

Contact American Audion Corp., 
200 Fifth Ave., New York. 


Seth Thomas’ new catalogue 
illustrates variety of models 


Seth Thomas says its new catalogue 
illustrates the greatest number of new 
models in the company’s history. 

Among the new styles are: “Ac- 
cent,” a satin-black-cased wall electric 
with polished brass finial ring and 
metal grille ($19.95 retail); “Star- 
fire,” a wall electric with an antique 
gold colored phenolic case ($29.95 re- 
tail); “Chantilly,” another wall elec- 
tric with open-work pattern ($39.95 
retail); “Shasta,” a modern styled 
eight-day movement that winds by a 
retracting nylon cord ($39.95 retail) ; 
and “Madrid,” an eight-day pull-wind 
movement adorned with an open fret- 
work pattern ($49.95 retail). 

The catalogue also illustrates two 
new ship’s bell clocks that have re- 
cently been added to Seth Thomas’ 
line: The “Corsair” and the “Helms- 
man.” Both have seven-jewel, eight- 
day ship’s bell strike movements. The 
“Corsair” retails for $69.50 in brass; 
$75 in chrome. The “Helmsman” re- 
tails for $79.50 in brass; $85 in 
chrome. 

Contact Seth Thomas division of 
General Time OCorp., Thomaston, 
Conn. 


Folder tells story of amber; 
card on care of gem available 


Amber, Gem of the Ages, a minia- 
ture folder which tells the story of 
amber, is available free from Amber 
Guild, Ltd. 

A small card which tells how to 
care for and clean amber is also avail- 
able without charge. 

Contact Amber Guild, Ltd., 80-19 
3lst Ave., Jackson Heights, N. Y. 








K. Polishook & Son Corp. has re- 
cently introduced a new series of dis- 
play promotions. 

The Fidelity friendship ring promo- 
tion (above, left) features an inven- 
tory control window display that holds 
48 rings with a total retail value of 
$237.60 ($204 Keystone). 

A new series of Fidelity wedding 
bands in 14K yellow, white and two 
tone gold is being backed with a dis- 
play (left center) that is free with 
an assortment of nine matching ladies’ 
and men’s styles. The display is 
fashioned in pink and grey velvet and 
has a gold and white trim. The as- 


Displays aim to push wedding, friendship, birthstone ring sales 


sortment costs $307.80 Keystone. 

A group of 24 ladies’ birthstone 
rings (retail $6.95 up) comes with a 
pink and grey window display (right 
center) that holds two different styles 
for each of the 12 months. 

K. Polishook & Son is also offering 
a new series of advertising aids for 
remount sales (right). The series in- 
cludes a_ three-dimensional window 
display, a blue and gold easel counter 
card, direct mail or give-away pieces, 
newspaper mats and a sales person- 
nel bulletin. 

Contact K. Polishook & Son Corp., 
216 E. 45th St., New York. 
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Box holds one or two rings, 
can serve as window display 


This gold tooled slanted ring box 
can serve as a window display as 
well as a give-away, says the manu- 
facturer. 

The box, which holds one or two 
rings, has a “pearlescent” finish. It 
is available in white and blue and 
white and black. It comes with a 
choice of “peacock,” blue, red, green, 
coral, white, black, “champagne” or 
“icing blue” velvet lining. $7.95 per 
dozen. 

Contact Standard Novelty Box Co., 
Inc., 385 Gerard Ave., New York. 


Syroco's Early American line 
includes wall-hung headboard 


Syroco recently introduced a new 
line of wall accessories based on Co- 
lonial themes. 

Designed by Harry Laylon, this 
Early American line is said to ex- 


-_ 





press the theory that to find relief 
from “the monotony of ‘assembly line’ 
housing, Americans must go back to 
the style created at a time when free- 
dom and individuality were uppermost 
in everyone’s mind.” 

Included in the new line is Syroco’s 
first venture into the headboard field 
(see photo). This new piece is an 
adaptation of the Windsor chair back. 
A companion piece is the half-round 
hanging console shelf with spindle 
apron which can serve as a substitute 
for a conventional night table. Also 
included in the line are wall plaques, 
fruit plaques, battery-powered clocks, 
twin planters and a wall plaque ver- 
sion of the “Spinning Jenny.” 

The entire collection is available in 
nutmeg, a Syrocowood finish devised 
for correlation with Early American 
furniture finishes. 

Contact Syracuse Ornamental Co., 
Inc., Syracuse 2, N. Y. 
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Gemex's new cross line backed 
by free complementing display 


Gemex is offering this complement- 
ing display to help jewelers merchan- 
dise its new line of gold filled and 
sterling silver crosses. 

The display was designed to accent 
the cross-shaped box in which each 
cross and chain set is packaged. 

The display is free with assortment 
C-117 which contains 12 yellow gold 
filled crosses and keystones at $63.60. 
Individual crosses in 5% in., % in., 1 
in., 1% in. and 1% in. sizes keystone 
from $4.20 to $6.60. 

Contact Gemex Corp., 1200 Com- 
merce Ave., Union, N. J. 


Mido's catalogue supplement 
illustrates 28 added models 


Mido Watch Co.’s catalogue supple- 
ment illustrates the 28 new models 
that have been added to the company’s 
line of more than 100 self-winding 
watches. 

Included in the new additions are 
10 models of ladies’ “Miniatures” 
which, Mido says, are the world’s 
smallest self-winding watches. 

Contact Mido Watch Co. of America, 
Inc., 580 Fifth Ave., New York. 


Reprint of educational diamond 
ad offered free to jewelers 


A full-page ad in the October 3rd 
issue of Saturday Evening Post by 
De Beers Consolidated Mines, Ltd., 
will be aimed at providing informa- 
tion to enable diamond ring pur- 
chasers buy with more intelligence. 

A mounted reprint of the ad for 
point-of-sale display is available. 

The ad explains the factors govern- 
ing the value of a diamond. It tells 
what is meant by carat weight, cut- 
ting, clarity and color and contains a 
table of current price ranges. 

Contact De Beers through N. W. 
Ayer & Son, Inc., 30 Rockefeller 
Plaza, New York. 


LaMode locket-charms give 
Grandma portable photo album 


This 12-on display holds a new idea 
in gifts for Grandmother: Gold filled 
and sterling silver photo locket 
charms. 

With these LaMode locket charms, 
Grandma can carry a complete photo 
album of her grandchildren with her 
wherever she goes. They retail for 
$2 each. 

Contact Ripley & Gowen Co., Inc., 
Attleboro, Mass. 


International Sterling offers three new seasonal displays 


eS Se 


Three new displays, each featuring 
a sterling pattern and each with 
decorative seasonal theme, are being 
offered by International Sterling. 

The fall unit (above, left) measures 
13 in. high and 12 in. wide and fea- 
tures a styrofoam scarecrow with 
orange pumpkin face and green body 
and red suspenders. The pattern 
plaque, designed as a self-supporting 
easel, is covered with black velvet. 

The Thanksgiving unit has a chemi- 
cally treated real cat-o-nine tails and 
clover blossoms mounted on a russet 
colored plaque which displays eight 


patterns. It measures 10 in. high and 
13 in. wide. 

The Christmas display features a 
plump snowman with red velvet scarf 
and holly-trimmed stovepipe hat. He 
is encircled with a green wreath 
which holds 11 patterns. The unit 
measures 12 in. high and 13 in. wide. 

The set of three units, without mer- 
chandise, costs $9.95 F.O.B. The fall 
unit costs $6.95 separately; the 
Thanksgiving unit, $5; and the Christ- 
mas unit, $7.95. 

Contact Sterling division of Inter- 
national Silver Co., Meriden, Conn. 
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Tapered seamless karat gold 
ring offered in two tone design 


A two tone tapered ring design 
(TT-MTEFT-10) in seamless karat 


gold for men and women has been 

introduced by John C. Nordt Co. 
The uniform convex white gold cen- 

ter is bordered by a sloping tapered 


cial process achieves a ductility that 
eliminates brittleness and allows for 
stretching up to several sizes without 
danger of impairing the ring struc- 
ture. The dense porosity-free surface 
is ideal for engraving, chasing and 
polishing, Nordt says. The design is 
available in a variety of widths. 
Contact John C. Nordt Co., Inc., In- 
dustrial Village, Cedar Grove, N. J. 


Turntable display unit is free 
with purchase of 33 men's sets 


Foster is offering this electric mo- 
tor turntable with a 33-set assortment 
of men’s jewelry. 


shoulder. According to Nordt, a spe- 


The unit is velvet covered and has 











ISN'T THIS THE KIND OF 


AD AGTION YOU WANT: 


JC-K's March issue ran 162 classified ads. 80 of 
those ads were box numbered. The latest count 
of inquiries to those ads shows a JC-K record! 
Here's the accounting. 


To date, 857 replies have been received to those 
80 box-numbered ads. That averages to more 
than 10!/2 inquiries per ad! And experience has 
shown that JC-K's classified ads live as long as 
five months, so even more inquiries may still 
come in! 








Every investor should be interested in a return 
this abundant. 


The next time (maybe right now) you want to 
change jobs, hire somebody, sell something like 
watch or jewelry repairing, engraving or perhaps 
et ectia or sales promotion—here's what 
to do: 


|. Turn to page 289 in this issue. 


2. Decide under what heading you wish 
your ad placed. 


3. Write your ad in the order blank pro- 
vided and send it along with check or 
money order. 


Odds are you'll get what you want—in a big 
hurry—through JC-K. 























a gear action silent motor. It may be 
used not only for merchandising men’s 
jewelry, Foster says, but also for dis- 
playing watches, pearls and costume 


las Fastin 'y 
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jewelry. The turntable is valued at 
$17.50. It is free with the 33-set as- 
sortment. Cost: $166.50 Keystone. 
The assortment has a total retail value 
of $178.35. 

Through your Foster Metal Prod- 
ucts wholesaler. 


Portable phonograph features 
‘piggy back’ stereo system 


Highlighting Dynavox Corp.’s new 
line of portable phonographs is a 
four-speed stereophonic hi-fi (model 
897) with a “piggy back” stereo 
speaker. 

The “piggy back” arrangement, said 
to be most practical for those with a 
space problem or for those who like 
to take their stereo with them, fea- 


tures an extra loudspeaker attached 
to the regular carrying case as an 
integral part of the unit. When play- 
ing stereo records, the speaker is un- 
fastened from the main case and 
placed 8 tu 10 feet away. When listen- 
ing to monaural records, the extra 
speaker remains attached so that the 
sound will emanate from both sides of 
the unit. The new model retails at 
$119.50. 

Contact Dynavox Corp., Long 
Island City, N. Y. 
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Display, two billfolds free 
with Craftsman's assortment 


“The Goldmine,” a permanent dis- 
play and stock fixture, and two bill- 
folds (retail, $5 each) come free with 
Craftsman’s assortment 7550, which 
consists of 24 men’s and women’s 
billfolds. 

The unit takes less than two square 
feet of space, has rubber-tipped legs 
and a glass cover. It holds up to two 
dozen billfolds. 

Contact Craftsman Billfolds, 373 
Fifth Ave., New York. 


Remington folder describes 
new nylon typewriter ribbon 


? 


“Super Nylex,” a new nylon type- 
writer ribbon which is said to provide 
40 per cent more use than other rib- 
bons, is described in a folder pub- 
lished recently by Remington Rand. 

The ribbon is the result of combined 
research by the Remington Rand Lab- 
oratory of Advanced Research and 
Joseph Bancroft & Sons Co. 

Contact Remington Rand division 
of Sperry Rand Corp., 315 Fourth 
Ave., New York. 


Interchangeable stones come 
with pearl pendant display 


This counter unit displays three 
14K white or yellow gold “Palette” 
diamond pendants and holds 12 colored 


stones, any of which may be inter- 
changed with the pendant’s pear! drop. 
The display, part of a promotion 


JEWELERS’ CIRCULAR-KEYSTONE, AUGUST 1959 


that includes free presentation boxes 
and ad mats, is free with the three- 
pendant, 12-stone assortment. 

Through your wholesaler from 
Alsan Mfg. Co., 62 W. 47th St., New 
York. 


GE introduces 1960 TV line; 
offers sets up to $499 


General Electric’s 1960 television 
line includes sets designed to retail at 
up to $499. Thus, GE says, they are 
making a stronger bid for the high 
end television business. 

The line includes two new custom 
versions of the 17-inch “Designer” se- 
ries, one with a swivel on-the-wall 


mounting and one with a “portapole” 
mounting, both with automatic timing 
devices; the “Forecaster,” a custom 
table model with its picture project- 
ing above the cabinet; and seven ba- 
sic furniture models comprising the 
company’s top-end “Prestige Line.” 

The “Prestige Line” ranges in style 
from Colonial, French Provincial, tra- 
ditional and Scandinavian to modern 
in maple, walnut, cherry, mahogany 
and blonde oak cabinets. All sets are 
powered by a newly developed “cus- 
tom ultra-vision” chassis and equip- 
ped with transistorized wireless re- 
mote control. The 21- by 9-inch 
speaker introduced last year has been 
complemented with a new electro- 
static tweeter. 














I'ma 

pipe smoker. 

| didn’t ask for 
“ust a lighter”. 


ae 
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| asked for a guaranteed 


Beattie {et Lighter! 


Yes, Mr. Dealer — when it’s 
a pipe-lighter he needs, it’s 
the one and only BEATTIE 
JET LIGHTER he wants! 
Just show a Beattie-Jet in 
action — and man, you've got 
a quick sale! Held upright, 
the Beattie functions with 
conventional upright flame 
for cigars, cigarettes. Tipped 
slightly, it creates the unique 
jet flame that aims into pipe- 
bowl. 


Perfect also for: lighting 
campfires, fireplaces; as a 
“torch” for soldering jobs; 
blackening gunsights; thaw- 
ing out frozen car-locks. 


NATIONALLY ADVERTISED! 
\ 4 = 


i 


sports A 








Write today for catalog sheets, 
full information of complete line: 


. 
) the only lighter with 


NEW 3-LIGHTER 
| DISPLAY! 
only 8x8” 
(Shipped with any 8 
lighters you choose) 
Retail at $6.95, $8.00, $8.95, 
$9.95, $11.95, $15.00, $21.00, $49.00 
IF UNAVAILABLE FROM YOUR JOBBER, ORDER DIRECT. 


BEATTIE JET PRODUCTS, INC., Dept. J C,19 East 48th St., New York 17 N. Y. 
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Gruen displays free with ‘Royal Gems’ or Executive’ series 


Gruen is offering either of these watches or the complete series of 
displays free with the purchase of the “Royal Gems.” 
complete series of “Executive” The “Executive” series display 











\ 
ou'll smile “all the way ‘\ 


\ 
to the'\ bank”’ 
\ 


MB Goldsmith's 92 years experience in \ 


\ 


refining and valuing jewelry scrap of all kinds \ 





is reflected in the size of the checks |\ 
that we send you for old gold, gold filled \ 
and plated scrap, optical frames, sweeps, sink 
settlings, filings and polishings. 
CONFIDENT is the word that best 
describes the feeling of those who are \ 
familiar with our service. \ 
COMPLETE SATISFACTION expresses \ 
their personal gratification with our pay- \ 
ment and promptness. A trial will 


mean a smile of pleasure for you, too. / 


Ai 





bhdamilh Bro. 


SMELTING & REFINING CO. 
111.N. Wabash Ave., Chicago 2, Illinois «© 74 W. 46th St., New York 36, N.Y. 











(left), features men’s watches from 
$39.75. The display holds the eight 
watches of the series on a red velvet 
pad in a gold metal frame. The gold 
frame, by Raimond, Inc., is a re-use 
item with a retail value of $10. 

The “Royal Gems” series display 
features a velvet easel that comes 
with a white moire frame. The unit, 
with a crown insignia and engraved 
brass name plate, holds the 12 models 
in the “Royal Gems” series. 

Contact Gruen Watch Co., 630 Fifth 
Ave., New York. 


"White Lily,’ new stainless 
pattern, featured on display 


This Caeida display holds the newest 
pattern in Oneidacraft _ stainless, 
“White Lily.” 

The display has a_ lemon-yellow 
fabric-covered panel on a_ white 
wooden base. It holds a knife, fork 
and teaspoon. The lettering is in dark 
green and black. 

The display costs $10 net. It is free 
with any order of two or more sets, 
regardless of size. Shipments will be 
made prepaid from Oneida. 

Contact Oneida Ltd., Oneida, N. Y. 


Cross and crucifix display unit 
shows 10 pieces, stores 10 more 


“a gone 
ie nae 


Cross and crucifix merchandiser 
displays 10 and holds 10 more in a 
back drawer. 

The unit (CU29) is 7” wide, 12%” 
long and 3%” high. The crosses are 
in sterling silver and gold filled. They 
retail from $3.95 to $6.95 Keystone. 

Contact Philips Mfg. Co., 31 Debe- 
voise St., Brooklyn. 
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‘Komfit’ watch band display 
features watch reproduction 


* 


Forstner, Inc.’s new display for its 
“Komfit” watch band line is made of 
Lucite. It holds three bands and fea- 
tures a reproduction of a wrist watch. 

Contact your wholesaler or Forst- 
ner, Inc., 646 Nye Ave., Irvington, 
N. J. 


Narrow-beam spotlight designed 
to light small, individual items 


“Microbeam” is a compact lighting 
unit that produces an intense narrow 
shaft of light. It is said to be ideal for 
highlighting watches, rings, bracelets 
and stones in a window. 

The unit measures 9” x 7%”. The 
light shaft has a 5% x 4 degree 
spread with a shielded filament, 95,- 
000 candlepower and a wattage of 30. 

According to Marvin Dworkin, dis- 
play lighting consultant of Lighting 
Services, Inc., the “‘Microbeam” has a 
range of convenient fittings, includ- 
ing a C-clamp fitting for pipes and 
a twist-on fitting for electrified track 
and canopy mount. It can also stand 
on its own weighted base. 

“Microbeam, Jr.,” a smaller unit 
with a narrower light spread, is also 
available. 

Contact Lighting Services, Inc., 
Park Ave., New York. 
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Display package features photo 
printed on its satin lining 


This display package for Forstner’s 
new Pat Boone ident bracelet features 
a photograph of the singer printed on 
its satin lining. 

Made by Farrington Mfg. Co. of 
Needham Heights, Mass., the package 
is said to provide eye appeal and im- 
mediate identification for the product. 
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Ronson ‘Super Windlite’ display 
accents outdoor use of lighter 


This full-color display (SW-4) is 
free with the purchase of the four 
satin - finished “Super Windlites” 
mounted on it. 

It is designed for use on the counter 
or wall or in the window. It depicts 
some outdoor uses of the lighter: 
golfing, fishing and hunting. Mounted 
miniature plastic symbols further ac- 
cent the theme. 

The “Super Windlite” is being 
backed by advertising in Outdoor 
Life, Sports Afield and Field & 
Stream. The lighter retails at $3.50. 

Contact Ronson Corp., 1 Ronson 
Rd., Woodbridge, N. J. 
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All About 
Waterproof 


Watches 


by Henry B. Fried 
JC-K Horological Consultant 


Third in a series of 
articles, explaining 
methods of waterproof- 
ing; practical tests 

for tightness; and 
servicing hints 


@ THERE ARE NUMEROUS TERMS used in discussing 
waterproofing of watches. Here are explanations 
of a few: 


Atmospheres 


“Atmospheres” is the number of air pressure 
units to which a watch case is subjected either 
before or during the time it is immersed in a 
testing tank. 

You hear the term “atmospheric pressure” in 
weather reports as well as in our testing pro- 
cedures. To understand it you must realize that 
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Figure 10. A square inch of air exerts a pres- 
sure of almost 15 pounds on the earth at sea 
level. This is due to the force of gravity. 


we here on earth live at the bottom of an ocean 
of air. Air, like everything else, has weight. A 
shaft of air, one inch square, reaching up to the 
outermost part of the ionosphere (where artificial 
satellites orbit) presses down with a pressure, 
or weight, of 15 pounds at sea level. This is due 
to the force of gravity. (See Figure 10.) 

The weight, however, is not invariable. Cold 
dry air weighs more than humid warm air. Thus, 
at any level, air pressure per square inch changes 
with the weather. Some days it is heavier than 
normal, other days it is lighter. 

When we assemble a watch movement and put 
it in a waterproof case, we also enclose the pre- 
vailing weather, or atmospheric pressure, into 
the case. This pressure, however, varies, at the 
most, only three-quarters of a pound either way. 
Thus, for all practical purposes, one atmosphere 
is equal to 15 pounds. (The actual weight is real- 
ly 14.696 pounds, but the approximate figure, 
being easier to work with, is always used.) 

So when a manufacturer claims that his water- 
proof watch will withstand a depth equivalent 
to four atmospheres, he means it will withstand 
a pressure of 60 pounds per square inch. Since 
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15 pounds of sea level pressure are already 
packed into the watch, the extra pressure which 
it can withstand is 45 pounds per square inch and 
these 45 pounds could be either air pressure or 
water pressure. Now, a column of water one inch 
square and about 100 feet deep weighs almost 
45 pounds, so a watch that is said to be able to 
withstand pressures of four atmospheres should 
hold up under 100 feet of water. 


Pressure per Square Inch 


As explained above, air has weight. The unit 
of weight is pounds per square inch. (In coun- 
tries using the metric system, the unit is kilo- 
grams per square centimeter. These are about 
614, square centimeters to one square inch.) Air 
pressure is as potent as any force or power. For 
example, a cubic foot of pure gold weighs 1204.8 
pounds. One square inch a foot high weighs about 
8 1/3 pounds and we could lift this gold with the 
same amount of air pressure (above the normal 
15 pounds of atmospheric pressure). 

Air can be compressed. The column of air 
shown in Figure 10 can be made to occupy only 
a part of its original (sea-level) space. In such 
a case, it will exert a pressure in inverse propor- 
tion to the space into which it is compressed. 
For example, Figure 11 shows a pump with a 
piston at the top of the cylinder and air inside 
at a normal atmospheric pressure of 15 pounds 
per square inch. When this cylinder of air is 
compressed into half its original space, the pres- 
sure increases to 30 pounds per square inch or 
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Figure 11. When air is compressed, it exerts a 
greater pressure per square inch. 
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Figure 12. At sea level, air pressure will sup- 
port a 30-inch column of mercury. At higher 
levels there is less air pressure. At 30,000 
feet, only 714 inches of mercury will remain in 
the tube. 


“two atmospheres.” If the cylinder is compressed 
so that the air occupies only a quarter of its 
original space, or three inches, the pressure is 
four times as great or 60 pounds and can be said 
to be equivalent to four atmospheric pressures. 
In other words, a watch case that can withstand 
four atmospheres can take a pressure of 60 
pounds per square inch. 


Inches of Mercury 
“Inches of mercury” is a term used in measur- 
ing atmospheric pressure. A normal atmospheric 
pressure of 15 pounds per square inch will sup- 
port a column of mercury 30 inches high. This 
system was discovered by Torricelli, a pupil of 
Galileo. He filled a glass tube about a yard long 
with mercury. He then put his finger against 
the open end to act as a stopper. Then he in- 
verted the tube, put the open end into a pot of 
mercury and took his finger away. Some of the 
mercury ran out and raised the level of the 
mercury in the pot, but the top end of the in- 
verted tube had become a perfect vacuum. He 
correctly reasoned that the weight of the air on 
(please turn page) 
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WATERPROOF WATCHES 


(continued ) 


the pot of mercury was sufficient to push the 
mercury in the tube to the height of 30 inches. 
When he enclosed the entire unit in a sealed jar 
and pumped air into the jar, the compressed air 
pushed down on the surface of the mercury and 
forced some of it back up the tube, raising its 
level. But when the unit was placed in a near- 
vacuum, considerable mercury drained out of the 
tube, leaving a large volume of empty space at 
the top of the tube. This experiment has become 
a basis for barometric readings. 

At sea level, the mercury barometer will read 
30 inches or 76 centimeters. If we took the 
barometer up a mountain and observed it at the 
900-foot level, we would see the column of air 
illustrated in Figure 10 does not press upon the 
mercury as much as it did at sea level. The mer- 
cury in the tube would fall to 29 inches, some of 
it flowing into its cup reservoir (See Figure 12). 
If we took the barometer up to 8000 feet, the 
mercury would fall about 8 inches to 22 inches. 
If we went still higher, to 15,000 feet, the barome- 
ter would read only 16 inches. If we were to fly 
just above the highest mountain in the world, at 
430,000 feet, the barometer would show only 71% 
inches of mercury being supported by the light 
alr. 


For the testing of watches, gauges reading in 
“inches of mercury” actually mean air pressure. 


—~a— 62 : LBS. 

















Figure 13. A column of water one foot high 
and one inch square weighs .43 pounds. A 
watch submerged in it would have that amount 
of pressure pressing on it from all directions. 








Figure 14. Water exerts pressure in all directions. 


If the waterproof test is one of the vacuum type, 
the reading is in a “loss of so many inches of 
mercury.” One inch of mercury, in addition to 
the normal 15 pounds per square inch, equals an 
additional air pressure of about a half pound. 
Since a perfect vacuum results in the loss of 30 
(29.9 exact) inches of mercury reading, the air 
which was trapped inside the watch would actual- 
ly be exerting an escape pressure of 15 pounds. A 
watch case which would meet this test should 
withstand pressures encountered at a depth of 
40 feet of water. (Actually, a perfect vacuum 
under such testing conditions is hard to obtain, 
but a loss of about 25 inches of mercury would 
still be a formidable test, equal to about 26 feet 
under water.) 

Air inside a watch case will tend to leak out 
if the watch is put into a water-testing tank, the 
upper chamber of which is a vacuum. This escape 
of air can be observed as air bubbles. The ef- 
fective pressure inside the case increases in com- 
parison to the “loss in mercury” gauge, which 
really shows the loss of air pressure from the 
normal 15 pounds per square inch. 


Water Pressure and Water Depths 


If we were to place a can which held exactly 
one cubic foot on a scale and then filled it to the 
brim with water, it would weigh, after subtract- 
ing the weight of the can, 62144 pounds. If we 
want to find the weight of a column of water one 
foot high and one inch square, we divide the 
6214 by 144—tthe area that one square inch will 
occupy and the result is 0.43 pounds. (See Figure 
13.) If a watch case is submerged in water one 
foot deep, it will have 0.43 pounds of liquid press- 
ing on it from all sides. 

Water exerts an equal pressure not only down- 
ward but also in every direction (see Figure 14). 
Suppose you had a jar of shiny hard marbles. If 
you pushed down on some of the marbles in the 
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“Naturally, I have a watch - timing 
machine’. 


“WHY DID YOU GET IT?” 
“That's easy. All watchmakers know 


they earn more than the amount of 
the monthly payments.” 


“WHAT KIND DID YOU BUY?” 

“A WatchMaster, of course!” 
“WHY?” 

“Well, first, because of its bench ad- 


vantages like its guaranteed accuracy, 
its ease of handling, its sharp records, 
the easy-to-read charts, its many fea- 
tures, such as its odd-beat watch set- 
tings and, oh, lots of others.” 


“DID IT COST MORE?” 


“I figure it will cost me much less be- 
cause I expect it to keep running with- 
out trouble and if it ever should require 
attention, there is a factory-equipped 
station near-by for fast service.” 


“ANY OTHER REASONS?” 


"Say, I have a lot of watchmaker 
friends in our guild and they've told 
me how the WatchMaster just keeps 
on going and all about its long life. 
Besides, there are more WatchMasters 
sold than any other watch-timers and 
users ought to know, so why take 
chances?” 


“THANK YOU, SIR, MANY OTHER 
WATCHMASTER WATCHMAKERS WOULD LIKE TO 


ULTRASONK: CL §=—ss [NOW THAT. GUO0 GAY, 

Bench space, 8!/2" x 13 

Complete in one cabinet. 
Cleans one or several watches 
at one time. Pre-set timing 
of clean, rinse and dry opera 
tions. Superior cleaning even 
in remote recesses. 


WATCH-RATE RECORDERS 
Bench space, 8'/""x 13” 


American Time Products Inc. 

580 Fifth Ave., New York 36, N. Y. 

Gentlemen: Please arrange to demonstrate at my bench the 
instruments | have checked below. 


WatchMaster, [] Drum or [] Tape. [] Ultrasonic Cleaner. 


ELIMAG 
Bench space, 6" x 4!/2" 
Completely eliminates 
all magnetic effects in 
any watch in 1/10 sec. 
15 times stronger than 
ordinary demagnetizers. 


Store 


Address 


City, State 
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jar, they would spread and push each other in 
all directions, even upward. So it is with the 
molecules of water, or air; the force is called 
hydraulic pressure in water, and pneumatic pres- 
sure in air. Thus a watch submerged in water 
will bear this pressure equally on every side. 

Now, a force of 0.43 pounds per square inch is 
not much weight for the average sealed watch 
case to withstand, unless it is very faulty. But 
if we submerge the case to a depth of 15 feet, 
there is an actual column of water 15 feet high. 
This weighs 6.45 pounds and would be a consider- 
able force for the case to withstand. 

Figure 15 illustrates what a watch must endure 
in actual water conditions. The skin diver, wear- 
ing a waterproof watch, must have equipment 
able to withstand a pressure-weight of 88 pounds 
at a depth of 203 feet. This depth is equal to 
62 meters and the weight of an inch-square 
column of water 203 feet high. If this weight 
or pressure were to be placed on the reservoir 
of a mercury barometer, it would be able to force 
or support a column of mercury 180 inches high, 
which, in terms of air pressure, would equal six 
atmospheres. 

We need not bring a watch to that actual depth 
to discover how waterproof it is. We can find out 
by immersing the watch in a jar almost filled 
with water and then pumping additional air into 


= ; 
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feet of water, it would be subjected to a pres- 

sure of 88 pounds per square inch. 
the space above the water so that the air pressure 
on the surface of the water is equal to the force 
or weight of the desired depth of water. 

Another method of simulating water depth is 
by compressing the water so that it exerts a 
greater pressure per square inch. 

In the vacuum test, however, the air above the 
water in the sealed jar is pumped owt and the dif- 
ference in pressure indicated on a gauge and 
then converted into equivalents of depth pres- 
sure. i om 








This FREE counter display j in 
color tells your customers the 
many advantages of 
Nivastan 
A a ea AIO ggg 
SELF-LUBRICATING MAINSPRINGS 
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it helps your 
repair business. 
You give 

more and 

you get 

more. 


x 3 ¥& =X Nivastar Mainsprings are sold only through watch 
material supply houses. Display card can be secured just by 
sending one Nivastar envelope to Bam 

HAMMEL, RIGLANDER & CO., INC. 
Box 100, Madison Square Sta., New York 10,N. Y 
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You can RENT a 
KINGSLEY for 21¢ a day 


Write for Pie. 


KINGSLEY Zz 


850 Cahuenga « Hollywood 38, California 
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WORKSHOP 
QUESTIONS 


BLACKING GOLD: Is there a 
good formula for black oxidiz- 
ing of gold? Also who jobs a 
good line of cobalt alloy main- 
springs for old American and 
Swiss watches? — Loran L. 
Stewart, Greenville, S. C. 


Answer: For black oxidizing 
of gold try heating the object 
in iodine. As for the main- 
springs, most jobbers such as 
Jadow; Hammel, Riglander; 
Lampert and Sansteel have al- 
loy mainsprings of various di- 
mensions that should satisfy 
your needs. Getting alloy 
springs for old American 
watches might prove a bit more 
difficult since the endpieces are 
unusual and it is unfeasible for 
a manufacturer to make a line 
of these especially for models 
for which there is a limited de- 
mand. 
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LOST TIME: I have a MST pin 
lever movement and after re- 
pairing it and cleaning it, I find 
that it goes 20 minutes slow. I 
have examined the hairspring 
and it vibrates very well, but it 
does not seem to have regulator 
pins or a key. However, there is 
a sort of regulator which holds 
the stud and this can be moved 
like any other regulator, except 
that the watch goes out of beat. 
What might be wrong with this 
watch ?—C. L. Cross, San Fran- 
cisco. 


Answer: When you reassem- 
sembled the movement, you left 
off the regulator. This watch 
has two “regulators.” One is 
below the one that holds the 
stud and both are held by the 
same cap on the balance bridge. 
Their purpose is to regulate and 
put the watch in beat without 
loosening the hairspring in the 
stud. Replace the regulator that 
grasps the hairspring and you 
will regain 15 to 20 minutes. 

*K aK * 


A WALTHAM: Could you tell me 
when this watch was made? 
Key wind 7-jewel Broadway 
Waltham, movement No. 251- 
7025 — Don Reese, Abilene, 
Kans. 


Answer: Watches by Walt- 
ham, numbers 251500 to 252- 
1000, 18 size, model 77 Q. T. 
Pallet 7 J, U-grade of material, 


were made in 1884. 
_ * + 


SOLDERING NOVELTIES: From 
time to time we get in novelty 
jewelry made of some foreign 
metal which we have tremen- 
dous difficulty soldering. Ordi- 
nary soft solder acids or soft 
solder will not adhere to these 
metals. Is there a special flux or 
solder for handling them?— 
Achenbach’s, Glens Falls, N. Y. 


Answer: This novelty jewelry 
is most likely made of a mix- 
ture of lead, aluminum and other 
white metals and will not take 
the same treatment as ordinary 


lead or tin objects. You might 
try some “aluminum solder” sold 
under the name of “cold” solder 
which is more of a metallic 
paste. 
ok a * 

1780 WATCH: I have several old 
key wind watches which I 
would like to have appraised. 
Two of them date back to 1780; 
one is gold, the other, silver. 
Could you tell me of a collector 
who might be interested ?—Wil- 
liam Mell, Union, N. J. 


Answer: To find out how 
much an antique is worth, ad- 
vertise it for sale in an antique 
magazine. No antique is worth 
more than someone is willing 
to pay for it, either at auction 
or through some offered sale. 
As for collectors of watches 
and clocks, the National Asso- 
ciation of Watch and Clock Col- 
lectors of America has about 
3000 members, most of whom 
collect American clocks only. 
Write to E. T. Strickler, execu- 
tive secretary, Box 33, Colum- 
bia, Pa. 

oo + * 
WATER PRESSURE ON WATCHES: 
What is meant by waterproof 
watch advertisements when 
they say “tested to 35 pounds 
pressure ?’’—Waythaler & 
Strom, New York. 


Answer: The 35 pounds pres- 
sure is water pressure, or the 
weight of water which the watch 
can withstand before it will al- 
low water to enter its case. This 
pressure is the weight of a col- 
umn of water pressing on it 
(water weighs 62.5 lbs. a cubic 
foot). Since it is inches that 
press on the case, we divide 62.5 
by 144 and find that a square 
inch of water one foot high 
weighs about .434 pounds. Di- 
viding this into 35 feet, we find 
that 35 pounds of water one inch 
square will be about 80 feet. 
Therefore the watch will test 
to the equivalent of 80 feet 
depth of water. The water pres- 
sure is not just on top but all 
around the case. 





HEAVY TICK: I have had several 
watches lately which have a 
very heavy sounding tick, al- 
most as if the balance were 
striking something. Upon close 
examination, I find that the mo- 
tion is good, but the timing ma- 
chine lines are poor. After 
cleaning, the watch will be back 
again after a few months with 
the same trouble-—McMaster’s 
Jewelers, Morrison, Ill. 


Answer: Your trouble might 
very well be in the roller jewel 
striking the guard finger. This 
may be because your guard fin- 
ger is up too high or the jewel 
too long, causing interference 
in the dial down position. Ex- 
cessive endshake might also 
cause this difficulty. Or your 
fork slot might be too narrow, 
causing the roller jewel to bind 
inside of it. Or the roller jewel 
might be knocking on the slot 
corners. (To test for this, move 
the roller jewel or the balance 
slowly with the finger, leading 
it into the slot and “feeling” 
whether the jewel knocks on 
the corner.) Further things to 
check: Loose roller jewel; bent 
fork; slanting roller jewel; 
guard finger bent upward; 
pinched fork slot; bend in fork 
slot; roller jewel too thick, 
banking pins bent in too far. 


* * ok 


WHY ALUMINUM?: I have seen 
some newly made watches with 
aluminum barrels. Why is alu- 
minum used? — Alfred Tobias, 
Current Jewelers, Brooklyn, 
Nu S. 


Answer: The aluminum bar- 
rel is anodized. The anodizing 
layer is harder than steel and 
affords a better surface for the 
slip-spring of automatic 
watches. 


+ * a 
SOUR NOTES?: I have a Seth 
Thomas electric chime clock 


(No. 1700) whose owner says 
that it is out of tune. What can 


286 


I do to put these chimes back in 
tune? — Fosters Watch Repair, 
Murfreesboro, Tenn. 


Answer: What do you mean 
by “out of tune?” Do you mean 
that the chimes are out of se- 
quence? Or do you mean that 
the bells, gongs or tubes are off 
key? If they are out of tune, 
they do not play the song in a 
recognizable fashion. I will send 
you the proper sequence of 
gongs if you tell me just what 
notes are available. Some clocks 
have a tripping barrel with 
prongs made up of pronged 
discs set in gangs on an arbor. 
It might be possible that one of 
these has slipped a bit. If so, 
it’s impossible to get the correct 
ringing until it is adjusted. 


ok 3K ok 


OIL IN OIL?: I read in an adver- 
tisement about mainsprings 
that do not require oil. Sup- 
pose, since they look alike, I 
oil them in error. What will 
happen?— Addison Jewelers, 
Lansing, Mich. 


Answer: The mainsprings 
you mention are the unbreak- 
able alloy type. They have a 
permanent bond of one form of 
polyfiuoride carbons. This is a 
permanent, very hard plastic 
that feels particuiarly oily to 
the touch, yet is bone dry. The 
bond is made by ultrasonic ap- 
plication and is durable and ef- 
ficient. Since the layer is so 
thin, you might not know that 
it is a “dry” type mainspring. 
Should you oil it by mistake, 
nothing will happen — except 
that it will act like any other 
spring that is oiled. After clean- 
ing the oil from it, it will again 
run very good dry. 


7 x * 


TERRY CLOCKS: Where may I ob- 
tain plans of an Eli Terry 
wooden works clock?—Thomas 
String Jr., Gloversville, N. Y. 


Answer: Eli Terry made 


many different models of 
wooden clock movements. Since 
he received a patent, you might 
be able to obtain a photostatic 
copy from the U. 8S. Patent Of- 
fice. If not, write to Reginald 
Morrell, curator, Bristol Clock 
Museum, Bristol, Conn. That 
museum has examples of his 
work, copies of the patent and, 
most likely, some drawings. 


* *k * 


WATCH SERIAL NUMBERS?: Has 
JC-K published a list of serial 
numbers and the years in which 
they were stamped for Ameri- 
can watches? — Stewart Dow, 


Akron, Ohio. 


Answer: The Book of Amer- 
ican Clocks by Brooks Palmer 
has a fairly good list. We have 
not recently published such a 
list. 


*K *k * 


CLEANING SHOW CASES: Is there 
a formula for getting my show 
case sparkling clean? — K. L., 
Illinois. 


Two 


Try this: 
ounces of trisodium phosphate, 
one ounce of sodium oleate, and 
one pint of distilled water. Soak 
the glass in the warmed solution 
for a few minutes and brush 
with stiff brush. 


Answer: 


* * * 


3KIPPING PALLET: I have a 
watch that is giving me trouble 
with its escapement. The motion 
falls off after a few hours. I 
have cleaned it, pegged out all 
the jewel holes and checked 
everything. When I take the bal- 
ance out and wind the watch 
fully, the pallet skips. What 
might be the trouble?—G. J., 
New York. 


Answer: Take out the spring 
and check it with the Watch 
Material Distributors Associa- 
tion of America’s universal cat- 


alogue for the correct main- 
(please turn page) 
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vibrograf 


The world’s 
most advanced 
watch and 
clock timing 
machine. Cer- 
tified the most 
accurate pre- 
cision instru- 
mentin its field 


The most versatile microphone for every application 

The one machine with unfailing accuracy under all conditions 

Vibrograf is used in the finest schools of watchmaking and 

used as an example in the great textbooks of horology 

Eight out of ten watches you repair or sell were made and timed on Vibrograf 
Nation-wide sales and service—unconditionally guaranteed 


Mail this coupon today 


Vibrograf is a product of The Universal Escapement Vibrograf Corporation, 730 Fifth Avenue, New York 19, N. Y. 


Ltd., La Chaux-de-Fonds, Switzerland, manufacturers m 
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SURE THE J08B 
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RUST RESISTANT 
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PRE-WOUND PACK 


N-DUR-ALL 
oa ings fit 


1 DRAWER STEEL 
CABINET SYSTEMS 
WITH INDEX CARDS 


No. M72—Reguiar 
Wind only. .$46.95 
The best Swiss Main- 
springs cost no more. 


dezen Automatics 
$6.50 


dozen Regular 
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THE GUARANTEED WATCH CROWN : 


ACON watcu crown c 


50 Eldridge $t., New York 2,N. ¥ 
Menvtocturers of Geld Filled Crowes 
Seid through Whelemate.’s yoo 


Wich Case pair 


We repair all types of cases, chrono- 
c s and stainiess, and make coll 
springs for cases. We also sell used re- 
placement movements. 











Write for Information 


BECKER-HECKMAN COMPANY 


29 East Madison Street 


HOROLUBE 9-C 


A LOW-COST 
QUALITY LUBRICANT 
FOR CLOCKS 


AT WHOLESALERS OR DIRECT 
2 ot. Bottle $2.25 * Send for Details 


Chicago 2, _ Iinois | 











SWEEP SECOND \° 
HANDS by BOREL 


Assortments in 12 
and 24 bottle 
cabinets 


Write for 
full information 
and free samples 


| JULES BOREL & CO. 


1110 Grand Ave., Kansas City, Mo. 











Workshop Question & Answers 
(concluded) 


spring measurements. Also, test 
the draw angle to see whether 
the guard finger is not rubbing 
against the safely roller when 
in the side positions. 


* * * 


LUBRICATING WOODEN WORKS: I 
have an old American clock with 
wooden works. Should I use oil 
or graphite for lubricating it? 
—A. W., New York. 


Answer: Do not oil, grease or 
put graphite on wooden works 
clocks. The wood itself will have 
sufficient lubricant regardless of 
its age. 


* * * 


GRAND SONNERIE: What is a 
“Grand Sonnerie” clock ?—J. C., 
Wisconsin. 


Answer: A clock that strikes 
the quarters and then the hours 
after each quarter with two 
gongs or bells. The name means 


“grand striking.” 


* * * 


REMOVING SCREWS: What can be 
used to remove broken steel 
screws from brass watch plates? 
—Sturhahn Jewelers, Quincy, 
Ill. 


Answer: Steel screws can be 


|removed from watch plates by 
allowing them to remain in a 


warmed porcelain or copper pot 
filled with water and a good 


concentration of alum powder. 


The alum solution will rust out 
the screw without harming the 
watch plate. To hasten the ac- 
tion, heat the solution (but be 
careful to add water; evapora- 
tion takes place rapidly). Vine- 
gar acts in the same manner 
and can also be used. To speed 


_ the process even more, occasion- 
_ally scrape the end of the broken 


screw so that a fresh steel sur- 


face of the screw end will be 


attacked by the chemicals. An- 
other fast method of removing 


the screw chemically is to use 
a 10 per cent solution of sul- 
phuric acid in warm water (add 
acid to water, never water to 
acid). Heat in a porcelain or 
copper pot. The screw will dis- 
solve in about five minutes. 


* * * 


METER CLOCKS: Who makes 
meter-type clocks ?—W. L., West 
Virginia. 


Answer: Seth Thomas Clock 
Co. of Thomaston, Conn., and 
Lux Clock Co. of Waterbury, 
Conn. 


* * * 


FRENCH WATCH: Who is the 
maker and what is the probable 
date or origin of a watch 
marked “‘Caufford, Paris.” It is 
a verge with pierced balance 
cock.—S. J., Texas. 


Answer: The watch was made 
in the 1880’s by Cauford of 
Paris, a little known watch- 
maker. It is not considered rare. 
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BOWMAN 
TECHNICAL SCHOOL 


Courses in Watchmaking, 
Engraving, Jewelry Repairing 
You can enter anytime. 
INDIVIDUAL INSTRUCTION 
Our graduates pass H.1.A. end state examine- 

tions and are in great demand. 
Send for free Catalogue 
"Your Future & Our Scheel’’ Bowman Bidg., Lancaster, Pa. 
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WATCHWORK—STONE SETTING 
JEWELRY—ENGRAVING 
BRADLEY UNIVERSITY 
HOROLOGICAL DIVISION 
Dept. C Peoria, Ill. 


Students may enroll at any time of the year 
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CLASSIFIED ADS 


RATES AND REGULATIONS 


Remittance in Advance 


“SITUATION WANTED”—Regular type $2.00 first 25 words; addi- 
tional words, 10 cents per word. Heavy type $7.00; addi- 
tional words 25 cents per word. 


“HELP WANTED"—"LINES WANTED"—and “SIDE LINES"—Regular type $4.00 
first 25 words; additional words 15 cents per word. Heavy 
type $7.00 first 25 words; additional words 25 cents per 


word. 


ALL OTHER HEADINGS—Regular type $8.00 first 25 words; addi- 
tional words 25 cents per word. Heavy type $12.00 first 25 


words; additional words 30 cents per word. 


Name, Address, Initials and Abbrevia- e Advertising matter addressed to classi- 
: fied advertisers will not be delivered. 
tions count as words e Classified ad form closes 10th of the 
If answers are to be forwarded, 20 cents month preceding date of issue. 

¢ A box number when used in ad counts 
' as five words, that is, “Address #13, 
No Agency Commission. care of J C-K.” 


extra to cover postage must be enclosed. 


In answering Box Numbers address envelope “Box —,’ care of Jewelers’ 
Circular-Keystone, unless otherwise instructed. In answering ads, do not enclose 
original letters of recommendations. 


JEWELERS’ CIRCULAR-KEYSTONE, CHESTNUT & 56TH STS., PHILADELPHIA 39, PA. 


TRAVELING SALESMAN: Louisiana 

Si : d —_ rg ee watches, jewelry, 

W etc. ; years old, married, two chil- 

ituations ante dren; 20 years in the trade: address, 
“F., 5222,” care of JC-K. 

















BOOKKEEPER, full charge, thoroughly MANAGER-W AK - 9 , 
experienced in jewelry mfg. line; finest | ~ experience oe a yf Bgl» 24 
ick address, o14, care of | business ; age 40, married, two children ; 

. | pret South; address, “K., 5221,” care 
| O 











EXPERIENCED FEMALE jewelry and | DIAMOND BUYE 13 ars’ i 
repair clerk, knowledge of mountings top importer; a heowhedinn 
and stones ; full or part-time; address | sources; seeks opportunity: B. B. A. 
H., 5253,” care of JC-K. merchandising; address, “N., 5067,” 
care of JC-K. 





WANTED; SALES POSITION by man WATCHMAKER;: good mechanic; over 
with large following in Wisconsin and 13 years’ fine store experience: take 
Upper Peninsula; experienced in heavy charge repairs, sales; New York City, 
goods and some watch sales; PAUL Long Island, Suburbs; references; ad- 
BAGSTAD, Box 286, Delafield, Wis. dress “S., 5167,” care of JC-K. 


——__ es — 











VERY SUCCESSFUL store owner de 
sires position as store manager in Mid- 
west; Bradley trained; understand all 
jewelry store problems; age 47; ad- 
dress, “B., 5183,” care of JC-K. 





MANAGER, SALESMAN; 25 years retail 
credit buying and merchandising; can 
assume full supervisory capacity; am 
interested in position with future; ad- 
dress, “C., 5200,” care of JC-K. 


REPRESENTATIVE with large follow- 
ing in South and Southwest desires 
contact with known loose goods or 
mounted diamond house; over 20 
years on same territory with one 


firm; address, “513,” care of JC-K. 








INGENIOUS LOOSE DIAMOND SALES- 
MAN; national intimate acquaintance- 
ship; presently employed prominent 
store New York area; full time monthly 
draw; highest reference; address, “S., 
5213,” care of JC-K. 








MAN, 59 YEARS OF AGE; had cash and 
credit jewelry stores of his own; is 
manager, salesman, watchmaker, clock 
and jewelry repairer and engraver; all 
around man wants position; address, 
“R., 5238,” care of JC-K 





DIAMOND ASSORTER; number of years 
experience assorting - selecting and 
matching stones for large ring manu- 
facturers; references; N. Y. City pre- 
fortes ; address “P., 5217,” care of 
C-K. 





MANAGER, 35: enterprising salesman; 
thorough, impressive background ; 
varied capabilities, personable and in- 
dustrious; permanent; prefer Northern 
Illinois ; complete summary on inquiry ; 
address, “P., 5184,” care of JC-K. 


$$$ 








WATCHMAKER, mechanic and jewelry 
repairs; 27 years’ experience, single, 
43 years old; well educated and ener- 
getic but unable to talk; will locate 
anywhere; address, “511,” care of 
JC-K. 





15 YEARS TOP MANAGER with larg- 
est credit chain in East; volume 
over $700,000 annually; all around 
know how promoting, selling and 
training personnel; available Octo- 
ber: address, “F, 5224,” care of 
JC-K. 





Jewelers’ Circular-Keystone 


Chestnut & 56th Sts. 
Under the Heading of 


ORDER BLANK FOR CLASSIFIED ADS 


ALL ORDERS: CASH IN ADVANCE 


place the Following ad: 





Philadelphia 39, Pa. 























Please check if box No. Wanted [] J] Name (Please Write Plainly) 


Enclosed is Check [] or Money Order (J 
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DIAMOND SETTER; college graduate ; 
25 years’ experience on fine gold and 
platinum work; wishes to locate in the 
deep South or Puerto Rico; trade shop 
or jewelry store; best character and 
trade references; address “H., 5254,” 
care of JC-K. 


SALESMAN; 10 years’ experience gold 
and diamond jewelry; extensive follow- 
ing New England, Maine to Virginia 
including New York and Metropolitan 
area: best references: fine record; 
would appreciate interview; address, 
“515,” eare of JC-K. 


SEASONED TRAVELING MAN) terri- 
tory—Texas, La., Okla., Ark.; known 
by jewelers, dept. stores and wholesale 
trade; desires a strong well known 
line; can furnish business and per- 
sonal references; available immedi- 
ately; address, “P., 5220,” care of JC-K. 


WATCHMAKBR, engraver, jeweler, clock- 
maker; 25 years’ experience; Bowman 
graduate; knowledge and experience in 
fine store; complicated and restoration 
specialty: can estimate accurately to 
make repair dept. profitable; 12 years 
self employed: finest references; ad- 
dress, “S., 5201,” care of JC-K. 





MANAGER: ALL DE- 
manufacturing of ladies’ 
sets, gents’ rings, princess rings, die- 
struck and cast; many years’ experi- 
ence shop management, production con- 
trol and quality control: instruction and 
supervision of model makers, tool 
makers, hub cutters: address, “S., 
5229,” care of JC-K. 


PRODUCTION 
PARTMENTS : 


ATTRACTIVE, well-poised woman with 
diversified experience in all phases of 
merchandising, production, buying, sell- 
ing and styling of engagement rings, 
wedding rings and colored stone rings: 
accustomed to “seeing things through” 
from inception to sale; excellent refer- 
ees: address, “K., 5211,” care of 
JC-K., 


GOLDSMITH, WITH MASTER’S DE- 
GREE, 31 years old, unmarried, 
with broad theoretical and practical 
knowledge and experience; for the 
time working under contract as 
shop manager in Central America; 
wants employment with U. S. firm 
after finishing actual contract; 
references available; address, “S, 


9241,” care of JC-K. 


Lines Wanted 


- 


BEST RATED JOBBERS Denver west 
are now my 10K stone ring accounts: 
if non-conflicting top value pricewise, I 
can sell your line; ELLIOT KADISON 
(formerly Reliable Baltimore), Chester 
Williams Bldg., Los Angeles 13. Cal. 


TEXAS, OKLAHOMA, LOUISIANA, 
NEW MEXICO AND ARKANSAS rep- 
resentation available; write TOLA Tum- 
bleweeds, Southwestern Gift and Jewel- 
ry Traveling Men's Association, c/o 
David A. Shapiro, Executive Director, 
Suite 2004, The Dallas Trade Mart. 


2100 Stemmons Freeway, Dallas 7, 
rexas, 


GOLDEN OPPORTUNITY for Manu- 
facturers; one of the Nation’s high- 
est ranking representatives cover- 
ing Eastern States, New York to 
Michigan, for the past 30 years, 
traveling 35 weeks a year, desires 
gold, platinum, diamond lines, em- 
blem merchandise, traveling clocks, 
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watches and promotion goods; has 
most powerful connections in the 
country with jobbers, department 
stores, credit and discount houses, 
large retail stores; you cannot fail 
with this business builder salesman; 
commission basis; what have you 
to offer? address, “I, 5243,” care 


of JC-K. 


Side Lines 





ORIGINAL, exclusive short line gold wed- 
ding rings to wholesale trade; chains, 
etc.; excellent opportunity; address, 
“R., 5209,” care of JC-K. 





JEWELRY SALESMAN to carry small 
side line of earrings and rhinestone 
watches: must have dept. and better 
grade store following; address, “C., 
5215,” care of JC-K. 





SALESMEN with established territory, to 
carry a popular priced gold ring line; 
commission; state experience, territory 
and references; SCHWARTZ JEWEL- 
RY Co., INC., 850 Elk St., Buffalo 19, 
. = 





SALESMEN, established following among 
jobbers and chain stores to carry a 
popular priced gold ring line; state ex- 
perience, territory, references; drawing 
against commission ; address, “‘C., 4740,” 
care of JC-K. 





TOP SALESMAN; West Coast; fast 
growing concern; extensive line of 14K 
charms; excellently priced; must have 
established following in area; supple- 
mental non-conflicting line permitted ; 
address, “F., 5207,” care of JC-K. 





SALESMEN covering retail jewelers and 
department stores to represent exclu- 
sive importer of luxurious, patented 
German table lighter; many territories 
open; excellent commission; address 
“T., 5252,”" care of JC-K. 





SALESMEN ealling on retail stores 
can increase their earnings by 
carrying an excellent line of jewelry 
boxes; straight commission basis; 
non-conflicting side lines accepta- 
ble; advise territory you cover; ad- 
dress, “M, 5065,” care of JC-K. 





MANUFACTURER of link type tapered 
watch bands direct to retailer: shown 
on famous watches: seeks man for 
Midwest and for East Coast; line only 
six bands; better stores only: JAN 
VOORT, INC., 603 Sixth Ave., Brook- 
lyn, N. Y. 


SALESMAN for Chicago and Milwaukee 
area; exceptional briefcase size line of 
leather watch straps: over 200 active 
accounts; also need Texas and South- 
ern California representative: WIND- 
SOR WATCH AP CoO., O. Box 
443, Rock Island, Illinois. 





SALESMEN with established territory 
calling on retail stores, manufacturer 
line ladies’ 14K stone rings, pear! rings, 
14K crosses, gents’ 10K stone rings: 
drawing against commission: excep- 
tional opportunity: references: address. 
“C., 4735,” care of JC-K. 








ULTRASONIC WATCH CLEANING ma- 
chine representatives wanted (specialty 
men; sideline), some _ territories still 
open; great earning possibilities with 
this foremost well established ultrasonic 
company; state references and experi- 
ence ; address, “M., 5202,”" care of JC-K. 











SALESMEN WANTED with following 
better retail and department stores; 
new item: non-competitive; excellent 
re-orders; protected territory; South, 
Southeast and West Coast: write giv- 
ing full particulars, territory and ref- 
erences; E NALIGHT DIAMOND 
CO., 48 W. 48th St., N. Y. C. 36, N. Y. 





SALESMAN wanted for States of Penna., 
Ohio, Indiana and Michigan; line con- 
sists of popular priced delivery and 
sample diamond rings; must be resident 
of the area and willing to travel by 
car; following important; draw against 
commission; non-conflicting line accept- 
able; address, “H., 5233,” care of JC-K. 





SALESMAN WANTED for Western 
States; line consists of popular priced 
delivery and sample diamond rings: 
must be resident of the area and will- 
ing to travel by car; following impor- 
tant; draw against commission; non- 
conflicting line acceptable; address, 
“K., 5234,” care of JC-K. 





SALESMAN with jewelers, chains and 
department stores following, wanted by 
large importers of cultured pearls: 
please write in complete detail, giving 
resume, present connections and terri- 
tories covered; replies will be held in 
confidence ; address, “C., 5205,”" care of 
JC-K, 





SALES REPRESENTATIVE; excep- 
tional opportunity for experienced 
man of best reputation; Maine to 
Washington, D. C.; 20% commis- 
sion, non-competitive; genuine, na- 
tionally sold; direct to jewelers by 
long established firm of highest 
reputation; write complete details; 


address, *“*A, 5192,” care of JC-K. 


Help Wanted 











SALESMAN; established retail credit 
jewelry store; experienced; resident in 
metropolitan area; apply WIGDOR’S, 


446 Broadway, Bayonne, N. J 





JEWELER: practical on new work and 
stone setting: nice position for a cap- 
able man; write in detail; address, ‘“S., 
5208,” care of JC-K. 


WATCHMAKER:;: experienced and relia- 
ble for fine retail jewelry store located 
in N. W. Conn., permanent job; address 
“M., 5157,” care of JC-K. 





WATCHMAKER: permanent job in fine 
store; excellent working conditions: 
quality work wanted; write ALBERT 
JEWELERS, PALATKA, FLA.; state 
age, experience, salary expected. 





+ 


WATCHMAKER WANTED; able to re- 
pair all makes of watches; permanent 
position; write full particulars and 
salary wanted in first letter; address, 
“J., 5244,” care of JC-K. 








MANUFACTURER JEWELER, able to do 
all kinds of repair; special crder work 
and diamond setting; permanent posi- 
tion ‘or retail store; addtess, “B., 
5219,” care of JC-K. 
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WANTED; watchmaker who can hand 
engrave; permanent position, good 
working conditions; send references; 
2 apni BROTHERS, Lynchburg, 

a 








COMBINATION jeweler and engraver for 
air conditioned trade shop; steady em- 
ployment, pay commensurate with abil- 
4 se J . BOX 452, Augusta, Ga., 
write full details. 





CREDIT JEWELRY SALESMAN for 
Midwest jewelry chain; unlimited 
opportunities; good benefits § ad- 
vancement for man who can pro- 
mote and produce volume; address, 


“S 5185,” care of JC-K. 





REGISTERED JEWELER (A.G:S.) for 
quality store in Central Florida; must 
be capable of assuming re sponsibility 
and interested in eventually one his 
own store; address, “K., 228," care 
of JC-K 


MANAGER young, hard working: ex- 
cerlaneat in all phases of retail credit 
jewelry; fastest growing chain in 
Southern California ; please send photo 
and experience ; replies confidential; ad- 
dress, “W., 5227,”’ care of JC-k, 


WATCHMAKER, experienced: five day 
week; ideal working conditions in 
Northern Ohio City, permanent job; 
State age, experience, salary expected, 
in first letter: address, “R., 2165,” care 
of JC-K. 


WANTED: MANAGER OR ASSISTANT 
MANAGER in his thirties for old re- 
liable Southern jewelry store featuring 
outstanding lines; prefer certified gem- 
ae address, “B., 5237, care of 
JC-K 


WATCHMAKER, EXPERIENCED: ideal 
working conditions; old established 
store; North Central Ohio town; per- 
mament job; state age, exper ie nce, sal- 
ary expected in first letter; address, 


rOoer 


K., 5235,” care of JC-K. 


RETAIL SALESMAN for fine Washing- 
ton, D. C., suburban store: must be 
experienced in all phases of retail op- 
eration; salary commensurate with 
ability ; tell us about yourself; address, 

mw ’ care of JC-K 


FAY’S JEWELERS, South Bend, Indiana, 
has opening for capable young man 
manager to assist owner in operation 
of cash and cre dit store; established 33 
years, 1009 location; salary open; 
communic ations held strictly confiden- 
tial; prefer someone from this area. 


RETAIL SALESMAN WANTED; ex- 
perienced and mature diamond 
salesman for active high-grade store 
in Boston, Mass.; earning level on 
commission $7500 to $10,000; 
write details on background and 


salary to “J, 5246,” care of JC-K. 





MANAGER: 


top man wanted; cap- 
able of handling a volume of $750,- 
000, with a progressive growing 
credit chain in the East; only those 
with a proven record may apply; 
send picture and resume to “M, 


5249,” care of JC-K. 


JEWELERS’ CIRCULAR-KEYSTONE, AUGUST 1959 














ENGRAVER; expert engraver wanted 
for fine work in leading jewelry 
store; permanent position; liberal 
salary; excellent working condi- 
tions; full benefits; M. A. GREEN, 
117 Bank St., Waterbury, Connec- 
ticut. 





WATCHMAKER ; exceptional opportunity 
including profit sharing and group in- 
surance plan for a fine experienced 
mechanic in outstanding Wisconsin 
store; give age, experience, references, 
salary desired; address, “G., 5214,” 
care of JC-K 





JEWELRY SALESMAN; new short 2 
tray specialty line from Germany; will 
pay an extra $10.00 commission on 
every call; all territories open except 
East Coast; GERMAN - AMERICAN 
IMPORT CO., 3033 Hamilton Ave., 
Saltimore 14, Md. 





SALESMEN: well known diamond ring 
house wishes to add to sales force; for 
the South and Middlewest; liberal com- 
missions, liberal drawing account; one 
with following; write giving full de- 
tails in ~ 34 letter ; address, “R., 5143,” 
care of JC 


OPENING FOR TWO experienced retail 
jewelry salesmen; wonderful opportu- 
nity for right men; send complete 
resume, salary expected and recent 
snapshot: to S. A. CHAIKEN, Busch 
& Sons, Jewelers, 875 Broad St., New- 
ark, N. J. 


WANTED; 2 competent jewelry store 
managers for large credit jewelry stores 
in Colorado; stores are employing man- 
agers for first time so present employ- 
ment will not be interfered with; write 
to George Arr Keepsake Representa- 
tive, “P., 5245,” care of JC-K. 


JEWELRY REPAIRMAN; permanent 
position available for first class 
jeweler in well equipped seven man 
shop; ideal working conditions; 
state experience and salary ex- 
pected; TENEFF JEWELRY MFG. 
CO., W. 510 Riverside, Spokane, 


Washington. 





CREDIT JEWELRY SALESMAN; 
owner desires aggressive man to 
take charge of salesforce; sales 
traffic created; steady work, top 
salary, from $7000 to $10,000 per 
year, plus bonuses; write details 
confidential; MR. FRANK LYNN, 
180 N. High St., Columbus, Ohio. 


SALESMAN WANTED: a man with an 
established following to sell the finest 
stone ring line in medium price range, 
catering to the better stores: to be 
carried as a side line; territories ope n, 
Midwest and Southwest only: K. 8. 
JEWELRY CoO., 15 W. 28th St. is Ma Be 
N. Y. 


WATCHMAKER; two positions now 
available in fine leading jewelry 
store; experienced watchmaker for 
first class work; also position avail- 
able for an experienced estimator; 
liberal salary; five day week; per- 
manent position, ideal working con- 
ditions, full benefits; M, A. GREEN, 
117 Bank St., Waterbury, Conn. 














SALESMAN FOR DENVER AND WEST 
COAST wanted to represent well known 
manufacturer of an outstanding line of 
14K gold and cultured pearl jewelry. 
this line has been accepted by prac- 
tically all the leading wholesale and 
catalogue firms and offers an outstand- 
ing opportunity to an experienced rep- 
resentative; address, “M., 5189,” care 
of JC-K. 





WATCHMAKERS and department man- 
agers; openings in leased watch and 
jewelry repair departments in leading 
department stores throughout country : 
old established company seeking only 
men interested in permanent positions ; 
excellent working conditions; high pay; 
state age, experience. People’s Watch 
8 ag Company, 245 23rd St., Toledo, 
Ohio. 





SALESMEN experienced calling on 


CREDIT JEWELRY TRADE to sell 
portable home models electric chord 
organs; popularly priced line, highly 
promotional; co-op advertising plan; 
open territories; many areas; side line 
commission arrangement; only qualified 
specialty men this type trade apply; 
give complete data, experience, lines 
handled; address, “G., 5240," care of 
JC-K., 


MANAGER WANTED: large store in 
major New England city seeking a 
man with experience in manage- 
ment, selling and display and fa- 
miliarity with advertising; excellent 
salary and bonus arrangement with 
possibility of participation plan; 
write full background and current 
salary in confidence; address, “l, 


5250,” care of JC-K. 


‘ANTED: MANAGER FOR CREDIT 
JEWELRY STORE; located in 
ideal, progressive Midwestern City; 
if you feel you are being held back 
in life in your present employment, 
write us for details and location; 
top salary, commission and bonus; 
only those interested in a secure 
and sound future need apply; all 
replies held strictly confidential; 
address, “C, 5186,” care of JC-K. 








PROMOTIONAL SALESMAN, with 
experience selling to credit furni- 
ture, jewelry, appliance, hardware 
or department stores; must be will- 
ing to travel in car; considering 
changes in several territories with 
established clientele; satisfactory 
drawing account against commis- 
sions; replies confidential; T. L. 
SHAPIN, ALTHEIMER & BAER, 
INC., 404 N. Wells St., Chicago 10, 


INEY-MAKING LINE for jewelry sales- 
men; retail jewelry store following; 

exclusive, patented Vari-Gem 

and gents’ gold stone ring line 

the amazing interchangeable 
stones; compact line, excellent com- 
mission; territories open: California, 
Oregon, Washington, Arizona, Lllinois, 
Southern Wisconsin, Michigan, North 
Carolina, South Carolina, Georgia, New 
York State, Penna. (excluding metro- 
politan Phila.); DAVID PFEFFER 
coO., INC., 106 Fulton St., New York 
38, N. ¥ 
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For Sale 


Stores, Stocks and Businesses 











Miami, Fla.: 100% 
address, “P., 5064,” 


JEWELRY STORE; 
location; 5 years; 
care of JC-K. 


JEWELRY STORE in Boston suburbs; 
repairs done will pay expenses; owner 
retiring: inventory can be adjusted; 
address, “B., 5232,” care of JC-K. 


WELL ESTABLISHED STORE: excep- 
tional opportunity; owner must retire 
at once: terms; address, “T., 5230,” 
care of JC-K. 


OPPORTUNITY to take over successful 
credit jewelry store; established 16 
years; Northern Indiana; ill health; 
address “M., 5251,” care of JC-K. 





SNGINE TURNING SHOP: best equipped 
in business; well established: 5 Swiss 
machines: want to retire, make offer; 
P. O. BOX 1732, Industrial Branch, 
Hillside, N. J. 


JEWELRY STORE, FOR SALE: can re- 
duce stock, fixtures $1,500; only watch- 
maker in 8S. Carolina town 2500 popu- 
lation; address, “S., 5133,” care of 
JC-K. 


JEWELRY BUSINESS: “Miami Indus- 
trial Area,” active spot, plenty re- 
pairs; includes Postal Sub Station; ex- 
cellent traffic, plus guaranteed income; 
address, “A., 5212,” care of JC-K. 


JEWELRY STORE for sale; modern, 25 
years same location; large volume of 
business, cash and credits; selling on 
account of illness; address, “W., 5218,” 
care of JC-K. 


NATIONALLY KNOWN fine jewelry 
manufacturer; high class trade; fac- 
tory and showroom in New York: gross 
over $200,000 and growing: 50% or 
soe; for sale; address, “512,” care of 
JC-K, 


CASH JEWELRY STORE: Long Island, 
New York; established 30 years: best 
clientele; 1958 best year on record: 
can be had for Christmas Season: wish 
to retire; asking $19,000; address, “G., 
5182,” care of JC-K. 





JEWELRY STORE; small but busy; 3 
watchmakers; fine town, Central 
Penna.; leading lines: established 10 
years; excellent opportunity for cash 
idk address, “M., 5193,” care of 
JIC-K. 





JEWELRY STORE, OHIO: cash gross 
sales $50,000; new front, air condi- 
tioned; new fixtures: 24 x 70: rent 
$150; city 8,000; price $25,000 complete 
—can reduce stock; address, “K., 5247,” 
care of JC-K. 





ILLINOIS; immediate possession; old 
established store with best location 
in growing city of about 5000; will 
sell for inventory; no extras, air 
conditioned, good lease, lots of re- 
pairs; about $12,000 cash; address, 
“M, 5204,” care of JC-K. 
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MODERN, AIR CONDITIONED, credit 
jewelry operation; located in Midwest- 
ern industrial town of 40,000; 100% 
location; long term lease; substantial 
volume ; terms available to right party : 
owner retiring; address, “L., 5210,” 
care of JC-K. 





JEWELRY, WATCH AND CLOCKSHOP ; 
across U. C. L. A. University; 11 years 
same location; stock, fixtures, safe, 
showcases, full price $8,000 cash: over 
15,000 watch and clock repair; low rent, 
good location: owner wants to retire; 
NICO UDING, 10906 Le Conte Ave., 
Westwood Village, Los Angeles 24, Cal. 





ESTABLISHED JEWELRY STORE: 55 
years in same location: wonderful op- 
portunity for watchmaker: college 
town: owner deceased: inventory 
$7,000; will lease or sell building: an 
opportunity you can’t afford to pass 
up: VELHAGEN JEWELRY CoO., Ala- 
mosa, Colorado. 





EXCEPTIONAL HIGH GRADE jewelry 
store; leading hotel in Miami Beach: 
excellent location: exclusive gold and 
diamond jewelry; lease and fixtures rea- 
sonable: can be purchased with or 
without inventory; reason for selling— 
other interests; address, “A., 5239,” 
care of JC-K. 





WELL ESTABLISHED jewelry store: 
fully equipped: plenty of room for ex- 
pansion: low rent: inventory including 
stock, fixtures, material, tools, etc., $12,- 
500: will sacrifice for $8500 cash: wish 
to retire: located in fastest growing 
town in the U. S. A. SEDLOCK JEW- 
ae 126 E. Center St., Anaheim, 
Calif. 





TO HIGHEST OFFER: International 
Sterling flatware stock of “place” and 
serving pieces in assorted patterns: 
closing out stores silver lines: no ob- 
solete patterns: retail value $1729.25: 
will ship C. O. D. from South Carolina 
store: guaranteed new and saleable: 
address, “K., 5203,” care of JC-K. 





TWO WELL ESTABLISHED jewelry 
stores in Eastern and Central Ohio; 
latter has large railroad watch inspec- 
tion franchise: can be bought sepa- 
rately; either store an excellent oppor- 
tunity for young man: only small cash 
investment required to take over: bal- 
ance long easy terms: address, “P., 
5231,” care of JC-K. 





EXCEPTIONAL OPPORTUNITY: money 
making pawnshop and jewelry store, 
near permanent Base (Marine) in 
N. C.; modern air conditioned store: 
good lease at low rental: $12,000 cash 
will handle; other interests make it 
impossible for me to look after this 
ee address, “N., 5206,” care of 





ALASKA OPPORTUNITY: present owner 
wishes to retire; a wonderful oppor- 
tunity for someone to get a going whole- 
sale jewelry business having more than 
100 active accounts among the jewelry, 
curio and gift shops, selling jade, 
hematite and nugget. jewelry: can be 
had at inventory cost: live in Seattle 
or Portland, do business in Alaska, a 
very fast growing state; address, “L., 
5191,” care of JC-K. 


Se anieaieeediadiemeaineieemendianaimemteeee 
For Sale 


Tools, Equipment 





FRATERNAL EMBLEM: all patent, 14 

and manufacturing rights for 

; estimated $60,000 to $70,000 per 

year net; full details on request; MIL- 

LARD J. HINES, 42 N. Massachusetts 
Ave., Atlartic City, N. J 








NATIONAL CASH REGISTER POST- 
ING MACHINE; takes payments, cash 
sales, charge sales; gives you complete 
information at the end of day’s busi- 
ness; in good condition; only $500; 
for further information write H. L. 
ART, Your Jeweler, 18 N. Park Place, 
Newark, Ohio. 


Business Opportunities 





SELL STORE? GORDON BROTH- 
ERS! Our reputation is your cer- 
tainty . . . of maximum price, 
speed, reliability, facilities to meet 
individual needs. Oldest and largest 
eash buyers in the country. See ads 
below. 





LIQUIDATE? GORDON BROTHERS! 
at sale or auction, prestige or 
volume operation ... give your 
sale on commission basis, the bene- 
fit of our 54 years experience and 
extensive organization. See ad 
below. 





CONSULT GORDON BROTHERS! 
America’s most complete service in 
eash buying and liquidating jewelry 
stores and stocks. Consult us on any 
phase without obligation. 38 Brom- 
field St., Boston. Hancock 6-3233. 





ANTHONY J. GREGORY, auctioneer, 
6748 No. Ashland; Briargate 
4-7303, Chicago 26, Ill. 





AMERICA’S best known jewelry auc- 
tioneer: over forty years in this pub- 
lication as an advertiser; Thomas J. 
Faussett, 521 Fleming St., Howell, 
Michigan. See page 270. 























CONSULT M. Y. FINKELMAN, 29 E. 
Madison. Chicago; since 1923 highest 
cash prices paid for diamonds and all 
other jewelry stocks. Call collect Dear- 
born 2-3407, reference, your bank. 


AUCTION: Reduce stock or liquidate 
completely ; experienced, capable ; best 
references; write or call for details; 
Ww. Cc. HALES, Auction Sales Service, 
461 S. Adams, Lebanon, Missouri. 























BRILL AND COLMES, auctioneers- 
sales specialists; 45 West 45th St., 
N. Y. C., over 35 years successful 
retail or auction sales for jewelers 
throughout the country; highest 
references; see our ad page 249. 

















WILSON SALES SYSTEM, 3 University 
Place, Glen Head, Long Island, N. Y.; 
sale and management specialists since 
1919: over 1500 jewelers have used our 
services: also buy stores for cash ; 
write. wire or telephone ORiole 1-43871. 





SAMUEL ISOW pays highest cash price 
for complete jewelry stores or surplus 
stock, get my offer before selling, it is 
to your advantage; bank and trade 
references. Write 54 Lispenard St., New 
York : telephone Canal 6-5233. 





SAMUEL GANSBERG, INC., will buy 
your surplus or entire stock and fix- 
tures; highest prices paid; bank and 
trade references. Write, 15 Maiden 
Lane, New York, Telephone Rector 2- 
6565. 
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JEWELERS SALES SERVICE; a pro- 
fessional sales organization to 
serve you; AUCTION-ACTION; re- 
tail or liquidation; 25 years sales 
experience; your reputation pro- 
tected; immediate cash for store, 
stocks, fixtures; PHONE, WIRE, 
WRITE; 512% S. Main St., Los 
Angeles, Calif.; Phone MAdison 
6-0828. 





NATIONALLY WELL KNOWN, highly 
respected, specialized, successful 
establishment, selling to best retail 
jewelry stores, with sales exceeding 
$400,000 and with further growth 
potentials, seeks merger with fine, 
reputable concern wishing to ex- 
pand or diversify; will consider 
inquiry only from responsible and 
well listed concern; principals only; 
address, “F, 5127,” care of JC-K. 





DEALERS LIQUIDATION SERVICE; 
The West Coast’s largest specialists 
in AUCTION—ACTION—PROMO- 
TIONAL—CLOSEOUT — RETIRE- 
MENT SALES; cash buyers of entire 
inventories and estates; for in- 
formation at absolutely no obliga- 
tion PHONE—WIRE—WRITE to 
DEALERS LIQUIDATION  SER- 
VICE, 742 N. Highland, Los Angeles 
38, Calif.; OLeander 5-6496. 





DO YOU WANT TO SELL YOUR 
BUSINESS? DO YOU NEED CASH? 
We will pay cash or conduct a flat 
or supervised auction sale; we have 
conducted over 1000 sales in the 
past ten years alone; do not accept 
less than 100¢ on the dollar for 
your inventory, accounts, or fix- 
tures; WRITE... WIRE... CALL 
COLLECT ... We will come to see 
you in your store at our expense, 
you are under no _ obligation; 
SILVERMAN SALES ENTER- 
PRISES, 580 Fifth Ave., N. Y. 36, 
N. Y. Tel PLaza 7-4693. 





MARTY MILES SALES, INC.; guar- 
antees quick action-cash profits; 
our service costs you nothing; testi- 
monial letters from hundreds of 
jewelers prove the cost of each sale 
is turned into a profit by terrific 
extra volume of sales profit-wise 
our efforts produce for you; every 
sale is carefully analyzed; planned 
in advance and is under constant 
supervision of our executive staff; 
you can afford the best; write, wire 
phone, MARTY MILES SALES, 
INC., 910 N. E. 136 St., Miami, 
Fla.; PLaza 7-2973. 


Wanted to Purchase 





SURPLUS? GORDON BROTHERS! 
With our wide outlets, we can use 
your surplus, all of it, whatever it 
is, and pay you more for it. Just 
drop a line or phone collect for de- 
tails, 33 Broomfield St., Boston, 
Hancock 6-3233. 
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JEWELRY STORE; with active watch 
repair business; New York City or 
Fevares: address, “L., 5236,” care of 





WANTED: complete set modern jew- 
elry store fixtures; must be modern, 
in excellent condition and priced 
right; send snapshots, price and 
location; MARTIN M. BERNSTEIN, 
Guilford Bldg., Greensboro, N. C. 





OLD GOLD AND JEWELRY WANTED; 
cash immediately for surplus stock, odd 
lot items; we also pay highest prices 
for gold, silver and platinum scrap, 
gold coins, diamonds, gold filled, etc. ; 
for full particulars, write, WILMOT’S, 
1067 AD, Bridge, Grand Rapids 4, 
Michigan. 





EXPANDING CHAIN looking for stores 
in the South and Southwest that meet 
the following requirements: 1. Must 
be in towns of 60,000 to 250,000 popu- 
lation; 2. Must be 95% to 100% loca- 
tions: replies confidential: IRA 
MARKS, MARKS BROS. JEWELERS, 
209 S. State St. Chicago, Illinois, 
WEbster 9-2900. 





SELL ’EM TO CEL-MAX FOR QUICK 
CASH! Top prices for trade-in 
watches, jewelry, old gold; money by 
return mail for all makes and models 
in trade-in watches in any quantity; 
all shipments held intact for your 
approval; ref. Dun & Bradstreet and 
National Bank of Commerce; Cel-Max, 
Inc., 582 S. Main St., Memphis, Ten- 
nessee. 





WE BUY OLD GOLD: diamonds, an- 
tiques, watches, silver, platinum, coins; 
we will pay up to 25% more than any- 
one else; be sure to get our offer; 
cash within 24 hours: no stock too 
large, too small; our check by return 
mail; your shipment held intact 10 
days, subject to your approval; refer- 
ences: Fla. Nat’l. Bank of St. Peters- 
burg ; Jewelers Board of Trade; 
HENRY JEWELERS, INC., 462 First 
Ave. No., St. Petersburg, Fla. 





STORES WANTED; Midwestern 
credit jewelry chain interested in 
acquiring additional stores in towns 
of 10,000 or more population; we 
are not liquidators or brokers; we 
are the principles and can do busi- 
ness immediately; address, “S, 


5187.” care of JC-K, 





SPOT cash for diamonds, watches 
new or old, miscellaneous jewelry; 
check by return mail subject to 
your acceptance; we have unlimited 
capital for this purpose; established 
since 1919; for references, Michi- 
gan Avenue National Bank of Chi- 
cago and Jewelers’ Board of Trade, 
Harry Elkins & Company, 59 East 
Madison Street, Chicago, Illinois, 


Randolph 6-7390. 





CASH in; send us your watch move- 
ments, watches, diamonds, old spec- 
tacle frames; gold filled scrap, sil- 
ver, gold and any other precious 
metals and jewels for highest 
prices; we send you a check at once 
and hold shipment intact for your 
approval; references; National Bank 
of Commerce, Memphis, Tenn.; 
Jewelers’ Board of Trade, Dun & 
Bradstreet. Weinman’s Dept. K, 
108 Beale Ave., Memphis, Tenn. 


Watch Work, etc., for 
the Trade 














DEPENDABLE: FAST: ECONOMI- 
CAL; Watches safeguard in Holmes 
vaults; work Watch Master tested; 
ask for price list or send trial 
order; TICKE TRADE REPAIRING 
SERVICE, 962 £Filatbush Ave. 
Brooklyn 2, N. Y. 





JEWELRY REPAIRING: special order 
work; stone setting; one-day service on 
sizing ladies’ and ‘ i 75¢; 
25¢ each additional ; 
JEWELRY CoO., 601 Griswold Build- 
ing, 1214 Griswold St., Detroit 26, 
Michigan. 


Special Order Work and 
Repairs for the Trade 





JEWELRY repairing ; new mountings fur- 
nished: diamond setting. Harold Jacob- 
son, 29 E. Madison St., Chicago 2, Ill. 





CHRONOGRAPH, WATCH, CLOCK, Vi- 
brograf timed; serving the trade since 
1930: “Quality is our WATCHword” ; 
KENNETH H. BOGERT, Certified 
Watchmaker, Titusville, New Jersey. 








BOSTON, MASS.; expert and guaranteed 
watch repairing; Watchmaster tested ; 
prompt service, prices on request; mail 
orders invited. David Migdal & Co., 
109-B Summer St., Tel. Hu 2-9547. 








FINE watch repairing for the trade; 
work guaranteed for one year; 3 t 
days service; Watchmaker tested ; 
sonable prices. A. H. Shierer, Watch- 
maker, 101 S. Marion St., Oak Park, Ill. 














CERTIFIED MASTER WATCHMAKER 
#957; fine watch repairing to the trade; 
watchmaster tested; 13 years’ experi- 
ence: GEORGE J. PAPASTRAT, 4 
Estelle Rd., Poughkeepsie, New York. 





RELIABLE TRADE watch repairing ; ex- 
cellent service; electronically timed; 
cases polished; work guaranteed; rea- 
sonable prices; all watches insured; J. 
CAPARO, 16 E. Wood S8t., Norristown, 
Pa. 


QUALITY WATCH REPAIRING; com- 
pletely guaranteed; 20 years’ experi- 
ence: send trial package, you will be 
convinced: MINUTE WATCH SER- 
VICE, 5200 W. Colfax Ave., Lakewood 
15, Colorado. 





COMPLICATED watch specialists; fine 
watch repairing to the trade; five days 
service: all watches timed, tested and 
guaranteed; 25 years’ experience. Stu- 
dio Watch Service, 1510-20 E. D 
ware Place, Chicago 11, IIL 


A I SRNR AAMT, EBON ABI IE SA TREE RE 
Miscellaneous 








RARITY; biggest scientific classical 
German work about jewels; “‘Edel- 
steinkunde” Prof. Dr. Max Bauer, 
871 pages, illustrated; edition 
1932, unused, for sale; GUSTAY 
LUTZ, 15 Kraftstr., Zurich (Swit- 
zerland ) 


LEARN MASTER WATCHMAKING at 
home; modern, professional training; 
diploma awarded; free sample lesson 
and full information: CHICAGO 
SCHOOL OF WATCHMAKING, Room 
a 2330 Milwaukee, Chicago 47, 

inois. 
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WHY THE MIDDLE OF THE ROAD 


Sometimes to industries, as to individuals, come 
moments of illumination. Then, it seems that elements 
which have been moving this way and that in aimless 
conflict suddenly untangle themselves and become recog- 
nizable as parts of a whole which knows where it is 
going—and why. 

Such a moment for the jewelery industry was pro- 
vided by the recent RJA convention at Chicago. In- 
stead of two rival retail jewelery industries—one a 
“cash” industry and the other an installment credit 
industry—a single retail jewelry industry was really 
coming into being. And the members of that industry 
were agreeing more and more as to the image of that 
business and how it could best operate successfully dur- 
ing the 60’s and thereafter. 

The new retail jewelry industry, it was clearly indi- 
cated, will differ greatly from what its two component 
parts used to be in times past. Each segment is ab- 
sorbing strength and wisdom from the other, exchang- 
ing ideas and methods, and thus learning to think and 
function more nearly alike. 

By fusing two rival associations with differing phi- 
losophies, RJA has helped mightily to accomplish this 
meeting of minds. Officers and members of the merged 
organizations have learned to understand and respect 
each other to a degree that no one would have pre- 
dicted. 

But the basic reasons why jewelers are getting to 
speak the same language are not organizational, but 
economic, part of a vast upheaval in the market place. 
Tremendous changes in employment, income, taxation 
and education have expanded the middle-income class, 
making that class the best target for both “cash” and 
installment credit jewelers. 

Meanwhile, the development of consumer credit 
through finance companies, the banks, and all lines 
of business has transformed the public’s spending 
habits. This, too, has served to unite the jewelry in- 


dustry. Every old-line store—the “cash” jeweler of a 
generation ago—now offers some form of deferred 
payment. Indeed, some of the most distinguished names 
in the retail jewelry business are now actually pro- 
moting (tableware sets, for instance) at $1 a week! 
This brings the cash jeweler’s operation towards the 
middle of the road, in order to meet today’s marketing 
needs. 

The installment jeweler, likewise, is moving into mid- 
dle ground. Now that all lines of retail business push 
consumer credit, he can no longer operate on the basis 
of credit alone. He has lost his one-time monopoly on 
easy-payments. Consequently, the more sagacious in- 
stallment credit jewelers are upgrading—improving 
their store image as rapidly as they can (though some 
say the process may require five to ten years); tossing 
out chromium lines, for instance, to make way eventu- 
ally for sterling; easing up on non-jewelry promotions, 
and becoming primarily jewelers instead of primarily 
extenders of credit. 

This trend toward unity in the jewelery business was 
demonstrated during a panel discussion at Chicago. 
The session was moderated by William Wagner, who 
serves as consumer credit consultant to both RJA and 
this magazine. Unfortunately, as is often the case at 
conventions, less than a hundred jewelers attended the 
session. 

There will be another consumer credit forum during 
the New York convention and trade show at the 
Waldorf-Astoria Hotel, Aug. 9-13. If you plan to be 
in New York at that time, don’t miss that forum. It 
will clarify your thinking as to why, and how fast, the 
industry is coming together. 

With cash jewelers becoming less “cash” and credit 
jewelers less “credit,” the industry can gain strength, 
stature, public trust and support, and cohesiveness. It 
knows that it must pool all of its wisdom to survive, 
grow and prosper during the coming decade. 
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The Gemex Cross Display. Assortment No. C-117 includes twelve gold- 


filled crosses and chains, each with a magnificent cross-shaped gift box. Three 


crosses on display, nine for your reserve stock. Beautiful display is PREE! 


Jeweler’s Cost $31.80 Consumer Value $63.60 (reo. tax worine) 


magnificently 
displayed 
ina unique === 


Cross-shaped gift 
box makes cherished 


addition to the home. 
Gemex-quality gold- 
* filled cross and chain. 


aye kage! 
Qn. 2 package 
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Now...sell crosses with the glow of Gemex quality—the distinction of Gemex 
dual-purpose packaging—plus the beauty of the Gemex Cross Display. Each 
of these exquisite gold-filled crosses is uniquely packaged in a plastic cross- 
shaped gift box. Crosses and chains are gold-filled quality. In a variety of 


impressive designs. 


ORDER FROM YOUR WHOLESALER. 
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To help you build fall and Christmas trafic, Community 


offers your customers this exciting fall special: 
Six extra serving pieces (they'd normally retail at 
$27.50) —free!- 


storage chest in blond or mahogany finish: just $89.75! 
Superb value for your customers... and, of course, 


there’s no reduction whatever in your profit! 





with a 52-piece set of COMMUNITY, 
THE FINEST SILVERPLATE. Price, including extra-large 











New: SILVER FLOWER 


Community will promote this great new offer witl 
dramatic ads in October and November issues of Gooc 
Housekeeping, Redbook, Living forYoung Homemakers 
True Story, Photoplay... Bride’s Magazine, winter issu 

.and in Redbook, December. | 

Plan now to tie in with displays and ads. Call you 
wholesaler or representative, or write to Oneida fo 


merchandising aids and complete details. 


COMMUNITY 


THE FINEST SILVERPLATE 


HEIRLOOM*® STERLING 


crafted by 
ONEIDA SILVERSMITHS 
makers of distinctive tableware 


COMMUNITY® SILVERPLATE 
ONEIDACRAFT* STAINLESS 
ONEIDA*® DINNERWARE 
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